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I  For  COLOR... 


...WITH 
EASY-TO-ATTACH 
COLOR  CYUNDERS 
COLOR  COUPLES 
AND  COLOR  UNITS 


SCOTT  has  helped  many  newspaper  plants  keep  pace  with 
the  demand  for  color  by  attaching  Color  Cylinders,  Color 
Couples  or  adding  Color  Units  to  existing  SCOTT  Black 
&  vhiite  Units. 


We  illustrate  a  typical  example  .  .  .  Color  Couple  attached 
to  modern,  streamlined  SCOTT  Black  &  White  Units  .  .  . 
geared  to  provide  flexibility  of  color  plus  the  high-speed  pro¬ 
duction  demanded  by  today’s  continued  circulation  growths. 


If  you  have  problems  involving  the  use  of  ROP  or  Spot 
Color,  a  SCOTT  engineer  can  show  you  how  your  present 
equipment  can  be  converted  or  suggest  the  most  economical 
way  to  add  new  Color  Equipment. 


WALTER  SCOTT  &  CO. 

DIVISION  OF  WOOD  NEWSPAPER  MACHINERY  CORPORATION  nont:  noinfidd.  n.  j. 


EXECUTIVE  &  SALES  OFFICE: 
501  FIFTH  AVE.,  NEW  YORK  17 


I 
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BUILDERS  OF  PRESSROOM  AND  REELROOM  MACHINERY  AND  EQUIPMENT  SINCE  1875 


COLOR  IN  WICHITA  KANSAS 


PUTS  PUNCH  IN  YOUR  SALES  EFFORT 


COLOR  IS  SECOND  NATURE 
TO  KANSANS 

Golden  wheat  .  .  .  bluestem  pastures  .  .  .  glistening 
buildings  .  .  .  the  many  hues  of  nature  and  native 
wildlife  are  taken  for  granted  in  the  Sunflower 
state.  Kansans  appreciate  color.  That’s  why  The 
Eagle  and  Beacon  ROP  color  is  a  natural  seller  .  .  . 
it  affords  a  natural  appeal  in  an  area  rated  as  a 
“Certified  Test  Market.”  Eagle  and  Beacon  ROP 
color  is  flexible  .  .  .  it’s  a  sales  maker  ...  its  readers 
are  definitely  color-minded  .  .  .  color-conditioned 
...  it  belongs  where  realism  builds  sales. 


GROWTH  MARKET  DE  LUXE 

Wichita  is  the  hub  of  a  21-county  area  that’s 
definitely  on  the  move.  It’s  the  focal  point  for  32% 
of  all  retail  sales  in  Kansas;  the  anchor  point  for 
32%  of  the  state’s  spendable  income  .  .  .  it’s  the 
home  of  31%  of  Kansas’  population.  Wichita  is  a 
growing  city  spectacular  in  its  changing  appearance 
.  .  .  new  buildings,  new  recreational  facilities,  new 
suburbs,  new  highways,  new  schools.  It’s  the  metro¬ 
politan  heart  of  Kansas  and  Northern  Oklahoma,  a 
favored  market  .  .  .  the  market  dependent  on  The 
Eagle  and  Beacon  .  .  .  the  strongest  selling  force 
in  Kansas. 

belongs  on  your  schedule 


it 

Micljflta  (I5aixle%  f^eacoti 

M.  M.  MURDOCK,  publisher 


NATIONAl  KtntSlNTATlYlS 

O’MARA  &  ORMSBEE,  INC. 

NEW  YORK  —  CHICAGO  —  DETROIT  —  SAN  FRANCISCO  —  LOS  ANGELES 
KANSAS  CITY  REFRESENTATIVE  —  HAROLD  HENEMAN  —  MDSE.  MART  ILDG. 


A  OW-IN-A-HILIIW 
TE!^  MARKET 


ONE  NEWSPAPER  AND  A  million  and  mdre  PROSPECTS 


You  can  now  cover  one  of  the  nation’s  top  three 
test  markets  (and  the  Number  One  test  market  in  New 
England!)  thoroughly  and  economically  with  The  Provi¬ 
dence  Journal-Bulletin. 

And  you’ll  like  what  The  Providence  Journal-Bulle¬ 
tin  delivers.  This  one  medium  is  the  strongest  selling 
force  throughout  New  England’s  second  largest  market 
.  .  .  a  million-plus  interstate  population  center  where 
buying  power  is  BIG  .  .  .  bigger  than  ever,  as  Sales 
Management  shows. 

In  ABC  Providence  alone,  The  Journal-Bulletin 
gives  you  100%-plus  coverage  of  over  500,000.  In  the 
CITY-STATE  area,  you  get  more  than  80%  coverage. 

Isolated  from  other  major  markets  .  .  .  representa¬ 
tive  and  well-balanced  between  urban  and  suburban  .  .  . 
cosmopolitan  in  composition  .  .  .  the  bustling  Providence 
market  offers  you  the  ideal  testing  ground  for  new  prod¬ 
ucts,  new  packaging,  or  sales  promotion  ideas. 


SPOT  COLOR  NOW  AVAILABLE 
Write  for  rates  and  details 


Boston  office:  479  Statler  Office  Bldg.,  Boston  16; 
Represented  elsewhere  by  Ward-Griffith  Co.,  Inc. 

PROVIDENCE 

JOURNAL-  BULLETIN 


EDITOR  i  PUBLISHER  CALENDAR 


SEPTEMBER  j 

24-26 — Central  States  Circulation  Managers  Association,  Pick-Congress  | 
Hotel,  Chicago.  1 

24-26— New  York  State  Publishers  Association.  Otesaga  Hotel,  Coopers- 
town,  N.  Y. 

26— AANR-E  &  P  Color  Awards  Luncheon,  Biltmore  Hotel,  New  York. 

2B— Connecticut  AP  Circuit,  Waverly  Inr,  Cheshire. 

28- 30 — Pennsylvania  Newspaper  Publishers  Association,  Bellevue-Stratford 
Hotel,  Philadelphia. 

29 —  Oregon-Washington  Associated  Press,  Spokane. 

29- 30 — President's  Wisconsin  Community  Newspaper  Conference,  University 
of  Wisconsin,  Madison. 

30 —  Pennsylvania  AP  members.  Bellevue-Stratford  Hotel,  Philadelphia. 
30-Oct.  1st — Advertising  Executives  Association  of  Ohio  Daily  Newspapers, 

Pick  Fort  Hayes  Hotel,  Columbus,  Ohio. 

30-Oet.  I— North  Dakota  AP  Newspapers,  Mandan. 

30-Oct.  I — Arizona  AP,  Hotel  Monte  Vista,  Flagstaff. 


OCTOBER 

I— Kentucky  AP  members  News  Workshop,  Lexington  Country  Club, 
Lexington. 

1-3 — Interstate  Circulation  Managers  Association,  Hotel  Clarldge,  Atlantic 
City,  N.  J. 

1- 3— SDX  co-sponsored  Business  News  Writers  seminar,  William  &  Mary 

College,  Norfolk,  Va. 

2- 4— Western  Promotion  Workshop,  Tacoma,  Wash. 

2- 3 — New  England  Newspaper  Advertising  Executives  Association,  Parker 

House,  Boston. 

3- 4— Iowa  AP  Managing  Editors,  Sheraton-Montrose  Hotel,  Cedar  Rapids. 

5- 7 — Illinois  Press  Association,  Springfield,  Illinois. 

6- 7 — Nebraska  AP  Newspaper  Members,  Drake  Hotel,  Alliance,  Neb. 

7- 8 — South  Carolina  AP  News  Council,  Francis  Marion  Hotel,  Charleston. 

8- 10— Ohio  Circulation  Managers  Association,  The  Neil  House  Hotel, 

Columbus,  Ohio. 

8-10 — Mid-Atlantic  Circulation  Managers  Association,  Sir  Walter  Raleigh 
Hotel,  Raleigh,  N.  Car.  ■ 

8-10 — Northern  States  Circulation  Managers  Association,  Radission  Hotel,  ! 
Minneapolis. 

8- 10 — California  Circulation  Managers  Association,  Mission  Inn,  Riverside, 

Calif. 

9- 20— American  Press  Institute,  Managing  Editors  and  News  Editors  seminar,  | 

Columbia  University,  New  York. 

1 1-14— National  Conference  of  Editorial  Writers,  Sheraton-Jefferson  Hotel,  j 
St.  Louis,  Mo.  I 

1 1- 14— Southern  Promotion  Workshop,  Claridge  Hotel,  Memphis, 

12- 13 — Inter- American  Press  Association  Committee  on  Freedom  of  the 

Press,  Waldorf-Astoria,  New  York.  ' 

12- 14— National  Editorial  Association,  Pick-Congress  Hotel,  Chicago. 

13- 14— Arkansas  Press  Association  Mechanical  Conference,  Arlington  Hotel,  I 

Hot  Springs.  i 

14-  Connecticut  Editorial  Association,  Mantle.  t 

14- 15— III  inois  AP  Editors  Association,  Chicago.  I 

15- 16— Advertising  Managers  Bureau,  New  York  State  Dailies,  Hotel  Syre-  J 

cuse,  Syracuse,  N.  Y.  | 

15-17— Inland  Daily  Press  Association,  Drake  Hotel,  Chicago.  * 

15-17 — PNPA  Classified  Clinic,  Penn  Harris  Hotel,  Harrisburg,  Pa. 

15- 21 — National  Newspaper  Week. 

16—  New  England  Newspapers  Advertising  Bureau,  meeting  and  dinner,  1 

Statler  Hilton  Hotel,  Boston.  j 

16-17 — New  York  Associated  Press,  Sheraton-Ten  Eyck  Hotel,  Albany,  N.  Y.  i 

16- 18 — Inter-American  Press  Association.  General  Assembly,  Waldorf-  J 

Astoria  Hotel,  New  York.  ^ 

17 -  New  England  Daily  Newspaper  Association,  Sheraton-Plaza,  Boston.  ] 

18- 20 — Advertising  Media  Credit  Executives  Association.  Shoreham  Hotel, 
Washington. 

19- 20 — Interstate  Press  Association.  Hotel  Mayfair,  Sioux  City,  Iowa. 

19- 2ft— Audit  Bureau  of  Circulations.  Drake  Hotel,  Chicago. 

20- 21 — Oregon  Newspaper  Publishers  Association,  Ad  Managers,  Park 
Heathman,  Portland. 

20- 21 — Newspaper  Personnel  Relations  Association  Executive  Committee, 
Drake  Hotel,  Chicago. 

21- 24— Central  Region  Promotion  Workshop.  Jack  Tar  Hotel.  Lansing,  Mich. 

22- 25— Institute  of  Newspaper  Controllers  and  Finance  Officers.  Warwick 
Hotel,  Philadelphia. 
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capital  coverage  with  color 


SPRINGFIELD,  ILLINOIS,  is  covered  and  sold  by  two  daily  newspapers:  Illinois  State  Journal 
and  Illinois  State  Register.  Both  offer  ROP  color  of  superior  quality —black  and  one,  two  or  three  cf'lors 
brilliantly  reproduced  on  the  Goss  Headline  Press.  (Write  for  color  samples.)  And  Ixjth  offer  command¬ 
ing  coverage  of  the  Illinois  capital  market:  100^  in  Sangamon  County  (Springfield)  and  60%  in  the 
entire  11 -county  trading  area. 


JUiitaiB  State  Daurttal  ILLINOIS  STATE  REGISTER 


15  Hometown  Daily  Newspapers  covering  Spring6el(l.  Illinois  —  Northern  Illinois  —  San  Diego. 
California  —  and  Greater  Los  Angeles.  Served  by  The  Copley  Washington  Bureau  and  The  Copley 


"THK  RING 
OK  TRUTH' 


News  Service.  REPRESENTED  NATIONALLY  BY  NELSON  ROBERTS  &  ASSOCIATES.  INC. 


★  ★  ★ 


team  with  the 
newspapers . . . 

that  teem  with 

color! 

No  matter  how  you  spell  it  you're  on 
the  right  team  when  the  Portland  Maine 
newspapers  carry  your  ROP  color.  You 
get  exclusive  coverage  of  Northern  New 
England's  largest  Metropolitan  Market. 
You  also  get  the  impact  of  local  flavor 
created  by  Maine's  largest  staff  of  col¬ 
umnists  and  feature  writers.  And  you 
can  always  test  results  when  you  use 
the  Nation's  No.  One  75-150,000  test 
market. 


The  Reporter 

The  fifth  hou»ie  from  the  eorner  in  this  roK — 

Blark  tents  against  the  night  sky’s  indigo. 

Beside  the  door  I  struck  a  match  to  find 

'Hie  number  right,  and  blankness  took  my  mind. 

I  hesitated,  peering  from  the  gloom 
Under  the  shade,  into  the  lighted  room, 
f'urious  justly,  in  my  errand’s  name: 

But  then  I  blamed  myself,  though  1  was  not  to  blame. 


A  woman  sat  beside  a  table  spread 
For  one,  though  supper>time  was  past:  her  head 
Bent  low  for  listening;  between  her  thighs 
A  sleepy  child  was  gouging  fists  in  eyes. 

Tlie  woman  turned.  I  saw  her  young  worn  face. 
Bewildered,  gazing  toward  that  empty  place. 

I  gulped  and  knocked.  (>od  knows  the  words  I  said. 

I  had  to  tell  her,  somehow,  he  was  dead. 

^Paul  Scott  Mowrer 

(From  “The  Mothering  I.and’’,  Selected  Poems,  Golden 
Quill  Press,  1960) 


— The  late  Calvin  A.  Byers,  a  teacher  and  farmer,  wrote  a 
philosophic  next-to-nature  column,  “A  Farmer’s  Diary,”  six 
days  a  week  for  numerous  Midwestern  newspapers  from  his 
farm  home  near  Bellville,  Ohio.  His  widow,  Mrs.  Lois  A.  Byers, 
who  helped  write  the  column,  has  brought  out  a  volume  of  her 
husband’s  writings  under  title  of  “One  Wild  Bee”  (Edwards 
!  Bros.,  Ann  Arbor,  Mich.)  Mrs.  Byers  states  in  the  prologue: 

“Special  thanks  are  due  to  the  staff  of  Editor  &  Publisher,  who 
I  on  more  than  one  occasion  boosted  the  morale  of  the  fanner 
and  his  family  when  the  going  was  rough.  The  late  Charles  T. 
Stuart,  of  Editor  &  Publisher,  was  a  kind,  discerning  friend.” 
1  .  .  .  Syndicated  columnist  Bert  Bacharach  offers  these  names 
that  fit  the  jobs:  Royal  Plenty  is  financial  editor  of  the  Philadel 
phia  Inquirer  and  Betty  Peach  is  food  editor  of  the  San  Die^o 
Union.  .  .  .  Indianapolis  Star  copy  editors  have  been  playing 
I  around  in  advance  with  headlines  for  the  Oct.  7  wedding  of 
I  Polly  Cochran,  Star  women’s  editor,  and  Bart  Grabow,  vicfr 


president  of  Stupid,  Inc.,  contemporary  stationery  firm.  Her 


I  favorite:  “Stupid  Executive  Weds  Society  Editor.” 

— Brooklyn>bom  Nino  Lo  Bello,  based  in  Rome  for  McGraw- 
I  Hill  World  News,  is  another  newsman  with  an  oddball  sideline. 

I  A  fiery-hot  opera  fan,  Lo  Bello  serves  with  the  claque  as  a  pro- 
;  fessional  clapper  for  lead-role  tenors  and  sopranos  who  like  to 
hear  “spontaneous  applause’’  coming  from  the  balcony  after  their 
big  arias.  .  .  .  Robert  A.  Cook’s  sports  column  in  the  Indiatuipolu 
JSetes  is  titled  “Cookie’s  Jar.”  .  .  .  Readers  evidently  don't  cIosoIt 
:  scan  bylines.  Example:  Joe  Creason,  Louisville  Courier- Joumd 
]  Sunday  feature  writer,  gets  mail  addressed  to  Gleason,  Canon. 
Oessy,  Bill  Creason,  Mrs.  Joe  Creason,  Creasman.  Mildred  I^ansing, 
the  C-J  woman’s  editor,  is  sometimes  addressed  as  Lensius,  Liensey, 
Milfred,  Jildred,  Lasing,  Helen  Lenseng  and  Mildered  Lensent. ... 
When  persons  with  obituary  information  call  the  Indianapaiu 
Times,  they  are  channeled  to  Extension  314,  where  a  reporter 
answers:  “Obits,  Graves.”  Obituary  reporter  is  Michael  Graves. 

— Qipped  from  Holiday  Magazine:  “The  threat  that  television  new 
casting  would  supplant  the  newspaper  has  in  the  past  year  diminisbd 
so  markedly  that  only  a  token  rivalry  now  exists  between  the  two  raedii 
The  Linotype  is  still  mightier  than  the  microphone;  newsprint  a  cleaiw 
mirror  of  the  times  and  a  more  durable  archive  than  a  snap-on  crysui 
;  ball.  Compare  the  newspaperman  with  his  opposite  tv  number,  tk 
elocutionist  in  the  tube;  the  typewriter-pounding  yeoman  and  the  wdl- 
'  barbered  page  boy  with  his  electric  lavaliere.”  .  .  .  Sen  Javits  (R.-N.Y.)^ 
had  the  entire  article  headed  “Favorable  Reaction  to  Eichmann  Trial 
in  E  &  P  Aug.  26  reprinted  in  the  Congressional  Record  for  Sept.  5... 
Irving  Hoffman,  public  relations  man,  sends  along  a  years-old  New  York 
Mirror  clipping  with  this  quote  from  a  report  by  the  old  INS:  “On  oui 
honeymoon  he  beat  me  so  much  I  had  a  miscarriage.” 

—Gardening  column  of  Marguerite  Smith,  Indianapolis  Tintet- 
is  called  “Dishing  the  Dirt.”  Sorry,  no  gossip— only  aW 
petunias.  .  .  .  Wedding  bells  rang  for  two  New  York  sports  wnMW 
I  of  the  Associated  Press,  John  Chandler  and  Hugh  Fullerton,  witlii* 

'  a  few  weeks  of  each  other.  .  .  .  Fancourer  Sun’s  heady  headlh**- 

“Women  Teachers  Like  Male  Bosses— It’s  the  Principal.” 
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Represenfsd  Nafionally  by  Julius  Mathews  Special  Agency  Inc. 


The  Staten  Island  Advance, 
75  years  young  and  vigorous,  hits  the 
top  spot  in  the  E&P  spot  color  award 
among  the  nation's  newspapers  under 
100,000  circulation... 

The  “Advance',' which  by  the 
way,  prints  miles  and  miles  of  glorious 
FULL  color,  proudly  shares  the  spot 
color  spotlight  with  Teem  Division  of 

Pepsi-Cola  Co. 
I  \  3nd  B.B.D.&O., 

\  ,  \  creators  of  the 

\  \  Winning  ad! 


In  all  the  world  there  is  just  one  New  York  City  and  in  this  great 
city  there  are  only  3  newspapers  offering  ROP  Full  Color;  the 
Staten  Island  Advance  reaching  50,865  families,  the  Long  Island 
Daily  Press  going  to  301,177  homes  and  the  Long  Island  Star- 
Journal  with  103,61 1  circulation,  a  combined  home  circulation  of 
455,653.  We'd  like  to  tell  you  more! 


NATIONAL  ADVERTISING  OFFICE  e  NKWHOUSB  NKWSPAPKRS  •  LONG  ISLAND  CITY  1,  N.  Y. 


editorial 


E&P  Color  Awards 

This  is  the  fifth  year  that  E&P  has  given  awards  to  newspapers 
for  outstanding  reprotiuction  of  color  advertising.  It  is  the  fourth 
year  that  we  have  given  awards  to  advertising  agencies  for  their 
creative  use  of  color  in  newspajjers.  It  is  the  third  year  that  we  have 
honored  outstanding  retail  establishments  for  their  use  of  news- 
pa  p>er  color. 

It  is  with  no  little  pride  that  we  point  to  our  record  in  this  area. 
.\nd  it  is  with  deep  appreciation  that  we  thank  the  .\merican  .Asso¬ 
ciation  of  Newspaper  Representatives  for  their  coojieration  and  as¬ 
sistance,  for  letting  us  work  closely  with  them  in  granting  these 
awards. 

Following  the  first  color  conference  organized  by  newspaj)er  rep¬ 
resentatives  in  Chicago  in  1956,  E&P  thought  that  a  color  contest 
among  newspapers  would  not  only  help  to  improve  color  reproduc¬ 
tion  then  being  criticized  by  some  advertising  agents,  but  woidd 
show  these  agents  the  quality  wasn’t  as  bad  as  they  believed  and 
that  the  uniformity  of  quality  was  pretty  doggone  gootl. 

Our  hunch  has  proven  to  l)e  correct.  The  quality  of  entries  has 
improved  year  by  year  and  our  judges,  selected  from  the  agency 
field,  continue  to  be  amazed  at  not  only  the  quality  but  the  quantity 
of  color  advertising  from  all  sections  of  the  country.  No  set  of  judges 
could  look  over  more  than  2,000  entries  without  having  that  im¬ 
pression. 

Our  awards  to  national  advertisers  and  their  agencies  were  created 
to  recognize  their  work  in  developing  the  campaigns  and  preparing 
the  layouts  and  art  work  best  suited  to  newspajser  color.  Here  again 
our  judges  have  been  impressed  with  tlie  quality  and  quantity  of 
work  prepared  by  other  agencies  in  other  areas. 

The  aw'ards  to  retail  advertisers  should  have  been  the  first  on 
our  list.  .After  all  it  was  the  retailers  of  this  country  that  pioneered 
newspaper  color  and  hel}>ed  newspapers  to  develop  it. 

We  like  to  think  that  E&P  has  made  a  modest  contribution  to  the 
growth  of  newspaper  color  advertising  in  this  period.  But  tvhether 
or  not  there  has  been  any  relationship  of  cause  and  effect  it  has 
been  our  reward  to  witness  the  success  of  newspajjers  in  this  area. 


Hurricane  Warnings 


^1  ^he  government  weather  bureaus  deserve  and  are  getting  compli- 
-*-  ments  from  all  sides  for  the  superb  job  they  have  done  in  tracking 
Hurricanes  Carla  and  Esther,  forecasting  their  routes  and  strengths, 
and  alerting  civil  authorities  and  the  jxjpulace.  It  must  be  remem¬ 
bered,  however,  that  without  modern  methods  of  communications 
and  news  dissemination  the  task  of  informing  and  advising  the  public 
would  have  been  more  difficult  and  probably  not  as  complete. 

Credit  must  go  also  to  newspapers,  television  and  radio  for  their 
outstanding  job  in  relaying  the  information  to  the  public  from  the 
authorities.  Broadcast  media  provided  the  bulletined  and  hourly  ad¬ 
visories  as  to  the  progress  of  the  storms.  New'spapers  have  front-paged 
instructions  on  what  to  do  and  what  not  to  do  when  the  storms 
struck.  Without  that  teamwork  the  loss  of  life  from  these  two  storms 
might  have  been  tragically  increased. 


Catt  thy  bread  uptm  the  waters:  for 
thou  shah  fittd  it  after  many  ilay$^ 
Ecclesiastes,  II;  I. 


Editor  &  Publisher 

®  THE  FOURTH  ESTATE 

The  Oldest  Publishers'  and  Advertisers' 
Newspaper  in  America 

With  which  has  been  merged:  The  Journalist, 
established  March  22,  1884;  Newspaperdom, 
established  March,  1892;  the  Fourth  Estate, 
March  I,  1894;  Editor  &  Publisher,  June  29, 
1901;  Advertising,  January  22,  1925. 

James  Wright  Brown 
Publisher,  Chairman  of  Board,  1912-1959 
Publisher  and  Editor 
Robert  U.  Brown 
General  Manager 
James  W.  Brown,  Jr. 

Executive  Editor,  Jerome  H.  Walker;  Features, 
Ray  Erwin,  Richard  Friedman,  Philip  N. 
Schuyler,  Robert  M.  Warner;  Advertising 
News,  Robert  B.  McIntyre,  Marketing  and 
Research  Manager,  Albert  E.  Weis;  Librarian, 
Janet  Haslett. 

Treasurer,  Arline  Demar;  Advertising  Manager, 
Henry  C.  Thiele;  Advertising  Production  Man¬ 
ager,  Bernadette  Borries;  Promotion  Man¬ 
ager,  George  Wilt;  Circulation  Director, 
George  S.  McBride:  Circulation  Manager, 
George  H.  Strate;  Classified  Advertising 
Manager,  John  Johnson. 

General  Offices — 850  Third  Avenue,  New  York 
22.  N.  Y.  PLaza  2-7050. 


Washington:  Pat  Munroe,  1249  National  Press 
Building,  ST  3-6756-7. 

Chicago:  George  A.  Brandenburg,  Mid-West 
Editor;  Harry  B.  Mullinix,  Western  Advertis¬ 
ing  Manager:  Grant  Biddle.  Representative: 
360  North  Michigan  Ave.  State  2-4898. 

Boston:  Guy  Livingston,  419  Little  Bldg.,  80 
Boylston  St.  DE  8-7560. 

San  Francisco:  Campbell  Watson,  Pacific 
Coast  Editor:  Duncan  Scott  &  Company,  Ad¬ 
vertising  Representative:  85  Post  St.  Garfield 
1-7950. 

Los  Angeles:  Frederic  C.  Coonradt,  Corre¬ 
spondent,  School  of  Journalism,  University  of 
j  Southern  California,  3518  University  Ave., 

I  Duncan  Scott  &  Company,  Advertising  Rep¬ 

resentative,  1901  West  8th  St.  Hubbard 
3-6211. 

London,  England:  Alan  Delafons,  Manager,  23 
Ethelbert  Road,  Birchington,  Kent,  England. 

Charter  Member  Audit  Bureau  of  CireulatioBa. 
6  mo.  average  net  paid  Dec.  31,  1960 — 21,163. 
Renewals  to  April  30,  1960,  79.37% 

EDITOR  ac  PUBLISHER  for  September  23,  1961 


CAU TOON  IDEA  OF  THE  WEEK 


DARKNESS  ON  THE  RIVER 

Green,  Providence  (R.l.)  Journal 


WIDOWED 

Rosen,  Albany  (N.Y.)  Timos-Union 


Fischetti,  NEA  Service 


letters 


pomposity  lives  on,  that  in  a  world  coming 
apart  at  the  seams  the  pedagogical  mind 
retains  its  faith  in  the  diploma  as  a  mysti¬ 
cal  intellectual  caste  mark.  Sort  of  gives 
you  something  firm  to  cling  to  in  a  wildly 
tilting  universe. 

Now.  anyone  who  has  browsed  his  way 
through  the  curriculum  of  an  undergradu¬ 
ate  journalism  school  can  testify,  with  the 
Prof.,  that  all  journalism  school  professors 
know  more  about  newspapers  and  maga¬ 
zines  than  editors.  So  does  the  22-year-old 
kid  who  covers  the  postoffice-and-Red 
Cross  beat.  So  do  all  the  readers.  It’s  just 
one  of  those  damned  anomalies  of  the 
business  that  the  publishers  are  always 
singling  out  conspicuous  ignoramuses  and 
making  them  editors.  This  is  always  a 
source  of  great  aggravation  to  journalism 
professors  and  police  reporters. 

Of  course,  on  the  other  hand,  most  news¬ 
paper  editors  will  confess  under  pressure 
that  they  would  make  vastly  superior 
journalism  instructors  than  the  degree- 
chasers  who  now  infest  the  college  class¬ 
rooms. 

Maybe  someone  with  more  energy  and 
time  than  I  could  work  out  an  exchange 
program  so  the  editors  could  take  over 
the  journalism  schools  and  the  professors 
could  run  the  newspapers.  Then  they  could 
pull  down  both  great  institutions  in  one 
great  smoking  shambles  of  ivy  and  green 
eyeshades. 

Glynn  Harvey 

The  .Asphalt  Institute, 

College  Park,  Md. 


It  has  been  estimated  that  approxi¬ 
mately  20%  of  the  mail  deposited  in  Post 
Offices  after  5:00  P.M.  is  non-priority  in 
nature  and  could  be  scheduled  for  deposit 
in  the  morning  of  the  next  day.  The  effi¬ 
ciency  thus  gained  by  utilizing  the  postal 
facilities  for  a  12  to  19  hour  period  in¬ 
stead  of  a  five  to  eight  hour  period  will 
not  only  speed  priority  mail  an  extra  24 
hours,  but  will  result  in  economy  of  opera¬ 
tion  and  a  savings  to  the  taxpayer. 

Large  mailers  are  asked  to  .  .  . 

Separate  mail  in  order  of  its  importance. 
That  is,  priority  mail  requiring  immediate 
attention  as  against  non-urgent  mail  .  .  . 
and  .  .  .  Hold  over  for  the  next  morning 
deposit,  between  9:00  A.M.  and  noon,  all 
non-priority  mail. 

This  will  enable  the  Post  Office  to  .  .  . 

Process  the  important  mail  first,  thus 
assuring  its  prompt  dispatch  and  advanc¬ 
ing  its  delivery  time,  in  many  instances, 
by  as  much  as  24  hours  .  .  .  then  .  .  .  the 
non-urgent  mail  can  be  sorted  during  the 
slack  daytime  period. 

Robert  K.  Christenberry 

Postmaster, 

New  York. 


ON  THE  CARPET 

Rather  than  poke  fun  at  the  wall-to-wall 
carpeting  in  that  Bloomington  newspaper 
office,  other  publishers  might  well  copy 
the  idea.  There  is  far  more  to  it  than 
aesthetics. 

It  takes  much  less  labor  and  time  and 
costs  far  less  to  nm  a  vacuum  cleaner 
over  carpeting  than  it  does  to  scrub,  wax 
and  polish  the  average  wooden  or  tile 
office  floor.  It  seems  the  latter  need  almost 
constant  maintenance  to  keep  them  serv¬ 
iceable  and  presentable.  .And  when  they 
are  waxed  and  polished  they  frequently 
present  a  slippery  hazard. 

So  here’s  for  more  carpet  on  the  floor 
whether  or  not  there’s  a  name  on  the  door, 
G.  Harris  Oanzbercer 

Hingham,  Mass. 


TIME  TO  EXCHANGE 

Thanks  for  giving  us  the  text  of  Pro¬ 
fessor  Rafferty’s  Ann  Arbor  lecture.  It 
was  the  most  hilarious  thing  I’ve  ever 
read  in  the  staid  old  E&P.  (Sept.  2). 

Somehow,  the  picture  of  Doc  Rafferty 
(surely,  he  must  have  a  doctorate)  clutch¬ 
ing  his  academic  certificates  to  his  bosom 
and  challenging  the  titans  of  the  city 
room  to  match  degrees  made  my  day.  It 
gives  you  a  warm  feeling  to  know  that 


Short  Takes 


Headlines: 

Torrington  Man  Gets 
Sanitary  Board  Seat 
— Scottsbluff  (Neb.)  Star-Herald. 


E&P  Index 


Brunettes  Bouncing  Cheeks 
In  North  Dade  Area 
— Miami  (Fla.)  Herald. 


Adv.r+I,inq  New,  M  PRIORITY  MAIL 

Book,  In  Review  .  78  The  Post  Office  Department  is  engaged 

Circulation  .  100  in  the  development  of  NIMS — a  Nation- 

Cla,,Ified  Clinic  .  102  wide  Improved  Mail  Service  Program — 

Editorial  Work,hop  .  74  *be  success  of  which  will  depend  to  a  very 

New,paper  Law  112  large  extent  upon  the  cooperation  and 

P.r,onal  Mention  y. ^ ^  ^  70  business,  commerce  and  in- 

p.  ,  -  dustry.  Itus  is  a  new  plan  designed  to 

o  grap  y  .  schedule  the  nation’s  vast  mail  volume 

.  more  effectively. 

u  lie  Relati^,  .  104  NIMS  program  calls  for  a  system- 

^  Erwin ,  Column  .  4  voluntary  scheduling  of  mail  deposits 

Shop  Talk  . .  128  jn  order  to  reduce  the  peak  load  in  the 

Syndicate,  .  114  Post  Office  between  the  hours  of  5:00  and 

Weekly  Editor .  81  10:00  P.M. 
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Pigeons,  Dogs, 

Cats  On  Grill 
At  Christiana 

— Lancaster  (Pa.)  Daily  Intelligencer 
Journal. 


Triplets  Bom 
On  Labor  Day 

— Huntington  (W.  Va.)  Advertiser. 


Negro  Released 
After  Autopsy 
— Greenville  (S.  C.)  News. 
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Here’s  the  winner  of  E&P 
color  award  (100,000  to 
250,000,  3  colors  and  black 
catejjory)  placed  by  William 
Esty  Go.,  Inc. 


VMftflm  tHM  good-M(t  a 


Frederick  J.  White’s  keen 
visual  supervision  during 
plate  production  helped 
^ain  the  judges  ‘ayes’. 


Peter  G.  Prassinos  maintained 
an  alert  observation  during 
the  prize-winning  press  run. 


CIRCULATION  DAILY  362.316 


LAFAYETTE  SQUARE,  NEW  ORLEANS  40 


SUNDAY:  309,325 

ABC  Publ.  StaUmvfit  lit.  Qtr.  ml 


FORT  WORTH  STAR-TELEGRAM 


In  the  past  ten  years  R.O.P.  color  advertising  in  the  Star-Telegram 
has  increased  an  amazing  m 


The  reasons?  A  great  and  growing  market  area  of  100  rich  Texas 
counties,  covered  best  daily  by  the  Fort  Worth  Star -Telegram,  plus 
the  best  color  equipment  available  and  highly  skilled  technicians  to 
operate  it.  Samples  of  our  color  work  are  free  for  the  asking. 


Source!  Media  Records 


Fort  Worth  Star-Tele 


wilHowt  th«  uw  of  »<homo«.  promtomt  or  conto»H 
o  good  noenpopor  " 


‘*A  great  newspaper  is  not  made  in  one  day  or 
one  month  or  one  year.  No  matter  the  time 
it  took,  The  New  York  Times  now  is  a  great 
newspaper,  one  that  comes  nearer  to  living  up 
to  its  motto— “All  the  News  That’s  Fit  to  Print” 
—than  any  other  newspaper. 

“The  Times  pioneered  in  depth  reporting. We’ve 
all  learned  that  if  it’s  news.  The  Times  will 
have  it,  and  also  excellent  coverage  in  all  the 
arts— theatre,  music,  art,  television  and  radio.” 

W.  C.  Smith,  Managing  Editor,  Fort  Worth  Star-Telegram 
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Every  Saturday  Since  1 884 


The  Winners 

THREE  COLORS  AND  BLACK 

(Circulation  under  100,000) 

Newspaper:  Duluth  (Minn.)  Herald  &  News 
T  ribune. 

Advertiser:  American  Bakeries  Co.,  Chicago. 
Agency:  Young  &  Rubicam,  Inc.,  Chicago. 

(Story  on  page  20) 

(Circulation  100,000-260,000) 

Newspaper:  Netc  Orleans  (La.)  States-Item. 
Advertiser:  R.  J.  Reynolds  Tobacco  Co.  (Winston 
cigarets). 

Agency:  Wm.  Esty  Co. 

(Story  on  page  28) 

(Circulation  over  250,000) 

Newspaper:  Minneapolis  (Minn.)  Star  &  Tribune. 
Advertiser:  Geo.  A.  Hormel  &  Co. 

Agency:  BBDO. 

(Story  on  page  24) 

ONE  COLOR  AND  BLACK 

(Circulation  under  100,000) 

Newspaper:  Staten  Island  (N.  Y.)  Advance. 
Advertiser:  Pepsi-Cola  Company’s  “Teem.” 
Agency:  BBDO. 

(Story  on  page  69) 

(Circulation  100,000-250,000) 

Newspaper:  Peoria  (Ill.)  Journal  Star. 
Advertiser:  Corby’s  Whiskey  (Jas.  Barclay  &  Co., 
Ltd.,  Detroit,  division  of  Hiram-Walker-Gooder- 
ham  &  Worts). 

Agency :  Ross  Roy — Brooke,  Smith,  French  &  Dor- 
rance,  Inc.,  Detroit. 

(Story  on  page  26) 

(Circulation  over  250,000) 

Newspaper:  Kansas  City  (Mo.)  Star. 

Advertiser:  Florida  Citrus  Commission,  Lakeland, 
Fla. 

Agency:  Benton  &  Bowles,  Inc. 

(Story  on  page  22) 


Esty  Company's  Conway  takas  closar  look. 


E&P  Color 

{Continued  from  page  11) 


rant  of  a  lucious  slice  of  water¬ 
melon,  did  the  trick  for  James 
Barclay  &  Co.,  Ltd.,  division  of 
Hiram  -  Walker  -  Gooderman  & 
Worts.  The  ad,  placed  by  Ross 
Roy — Brooke,  Smith,  French  & 
Dorrance,  Inc.  in  the  May  19, 
1961,  issue  of  the  Peoria  (Ill.) 


Mauro 


Journal  Star,  featured  the 
watermelon  slice  printed  in 
true  watermelon  pink,  with  the 
melon’s  outline  in  black. 

A  one-color  and  black  ad 
featuring  a  giant  glass  of 
orange  juice  by  the  Florida 
Citrus  Commission  nailed  dowm 
the  top  prize  for  the  Kansas 
City  (Mo.)  Star  in  the  over 
250,000  circulation  category. 


Brooks,  Bisson,  Mauro 

This  190-line  on  six  columns  ad 
was  placed  by  Benton  &  Bowles, 
Inc.,  in  the  Star  of  July  28, 
1960. 


Mobil  Schedules  Color 
In  ‘Megatane’  Campaign 


331  Newspapers  Are  on  List; 
’62  Plans  Hinge  on  Results 


By  Philip  N.  Schuyler 

Mobil  Oil  Company  has 
chosen  newspaper  color  and 
black-and-white  ads  to  tell  the 
news  of  “Megatane”  which  it 
calls  “a  revolutionarj’  new  sys¬ 
tem  of  rating  gasoline  per¬ 
formance.” 

There  are  331  newspapers  on 
the  list  for  the  $4,000,000  intro¬ 
ductory  campaign  being  placed 
by  Ted  Bates  &  Co.  starting 
Sept.  25.  They  represent  an  ag¬ 
gregate  circulation  of  about 
36,000,000.  About  759fc  of  them 
carry  ROP  color.  This  is  the 
first  time  Mobil  has  used  this 
method  of  attracting  readers, 
according  to  Herbert  R.  Drake, 
senior  vicepresident  and  group 
head  at  Bates. 

Red  Spots 

The  color  spots  in  red  on  the 
photograph  of  a  Incite  auto  en¬ 
gine  show  how  “a  Megatane 
rating  measures  21  of  your 
motor’s  needs”  as  compared 
with  how  “an  Octane  rating 
measures  only  two  of  your 
motor’s  needs.” 

Color  copy  runs  full  pages; 
black  and  white,  1000  lines. 
Some  newspapers  will  run  one 
ad,  others  three. 

The  Bates  “Unique  Sales 
Proposition”  (USP)  created  un¬ 
der  the  direction  of  Rosser 
Reeves,  chairman  of  the  agen¬ 
cy’s  board,  is  being  supplied  in 
the  copy.  Mr.  Reeves’  book, 
“Reality  in  Advertising,”  com¬ 
pelled  J.  D.  Elgin,  Mobil’s  ad¬ 
vertising  manager,  to  switch 
the  account  from  Compton  Ad¬ 
vertising,  Inc. 

Advertising  of  Mobil  has  been 
suspended  since  May  as  the 
agency  change  went  into  ef¬ 
fect.  During  this  period  a  fund 
was  built  up  for  the  fourth 
quarter  push. 

‘Living  Engine’ 

Mobil  is  now  advertising  on 
the  level  of  $12,000,000  a  year 
in  commissionable  business,  as 
compared  with  $6,000,000  be¬ 
fore  the  transfer.  (Mobil  has 
been  described  as  a  $12,000,000 
client,  but  half  the  amount  has 
been  in  non  -  commissionable 
sales  promotion  including  the 
Mobil  Test  Runs.) 


On  television,  the  medium 
getting  82%  of  fourth  quarter 
advertising,  “a  living  engine” 
filmed  for  commercials  at  a  cost 
of  about  $100,000  does  what  the 
color  spots  accomplish  in  print. 
It  is  a  1955  Plymouth  engine 
constructed  of  lucite,  uncovered 
by  Burt  C.  Flounders,  account 
executive  and  others  of  the 
Bates  staff  at  the  Cranbrook 
School,  Detroit.  In  consequence. 
Bates  is  calling  it  the  “Cran¬ 
brook  Engine.” 

What  medium  will  get  the 
bulk  of  Mobil’s  1962  appropria¬ 
tion  and  whether  or  not  it  will 
continue  at  the  $12,000,000  rate 
hinges  on  results  of  this  fourth 
quarter  campaign,  Mr.  Drake 
said.  For  the  past  12  years  Al¬ 
fred  Politz  Research,  Inc.  has 
been  sending  Mobil.  Dr.  Politz 
said  it  was  possible  to  deter¬ 
mine  whether  newspapers  pull 
better  than  television  and  vice 
versa. 

“It  can  be  done,”  he  said. 
“What  is  required  is  a  reaction 
test  rather  than  opinion  test.” 

Those  participating  in  discus¬ 
sion  of  1962  plans  will  include: 
(for  the  agency)  Mr.  Reeves, 
Rudolph  Montgelas,  president; 
Mr.  Drake,  Ronald  C.  Bradley, 
senior  vicepresident  and  account 
supervisor;  Mr.  Flounders; 
Martin  Murphy,  vicepresident 
and  associate  media  director; 
Bruce  Small,  media  group  head; 
and  Harry  'Torp,  brought  to  the 
agency  specifically  to  handle  the 
newspaper  space  buying  for  the 
Mobil  account;  and  Dr.  Carl 
Rush,  vicepresident  and  man¬ 
ager,  psychological  research 
unit. 

(For  the  client):  Mr.  Elgin, 
V.  A.  Bellman,  vicepresident  in 
charge  of  marketing;  Baxter 
Ball,  national  sales  manager; 
and  Carl  Steinmetz,  media, 
budget  and  advertising  sendees 
manager. 

Mr.  Steinmetz  was  in  charge 
of  a  study  by  computer  equip¬ 
ment  to  determine  the  adver¬ 
tising  weight  market-by-mar¬ 
ket.  Newspaper  circulations 
w’ere  laid  down  by  counties  as 
were  the  sales  of  Mobil  gas. 
Other  elements  fed  into  the 
computers  included  the  total 
volume  of  gas  sold  by  counties; 


A»€  you  HAKIMS  TNC  OCTAM  lUtTAK*  7 

k..  X  t  4< 

\  II..  I  h«r  .'•UNn  M  i,  I 


Mobil 

now  mmi  ilu-  IiisIk  m 

.Mix:n.iiH- i;<(inu 
oi  ;iii\  lv;Hlln^  t;aM>liiM'! 


Red  spots  tell  a  story. 


number  of  passenger  cars; 
number  of  gas  stations;  num¬ 
ber  of  television  homes  and 
newspaper  homes. 

“What  we  were  seeking  was 
to  match  as  accurately  as  possi¬ 
ble  our  advertising  dollars  \vith 
our  sales  opportunities,”  Mr. 
Drake  explained.  “Results  of 
this  electronic  study  did  not, 
however,  determine  our  choice 
of  media.  We  pride  ourselves  in 
being  a  creative  advertising 
agency.  What  dictates  the  me¬ 
dia  we  use  depends  entirely  on 
the  type  of  copy  we  create  for 
a  client.  This  Mobil  copy  with 
its  ‘living  engine’  called  for  mo¬ 
tion  which  cannot  be  delivered 
by  print,  but  which  is  the  es¬ 
sence  of  TV  commercials. 


“But  the  results  were  used, 
with  the  application  also  of  per¬ 
sonal  judgment,  to  help  us 
maintain  and  increase  business 
where  it  is  already  good.  Con¬ 
versely  it  helped  us  increase 
advertising  weight  in  those 
markets  which  the  evaluation 
showed  to  be  below  what  they 
ought  to  be. 

“There  are  five  states  in  which 
Mobil  does  not  sell  at  all.  They 
are  Georgia,  Mississippi,  Ala¬ 
bama,  Florida  and  Kentucky. 
Obviously  no  advertising  was 
placed  in  these  areas.” 


AWARDS  GALLERY 

Exhiirits  uiid  tiforiet^  alrout 
the  winners  in  E&P  Color 
Competition  be^in  on  page 
16.  Photo»  of  color  awards 
judging  by  Rirk  Frie<linan 
and  Bob  Warner.  E&P. 
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PRESS  BRIEFING  on  fh*  death  of  Secretary  General  Da9  Hamtnarskjold  is  held  by  Frank  Carpenter,  Director  of  News  Services  for  U.  S.  Mission  to  the  UN. 

UN  Takes  Spotlight  After  Dag’s  Death 


Bv  Bob  Warner 


e  News  of  the  death  of  Sec¬ 
retary  General  Dag  Hammar- 
skjold  in  the  Congo,  coupled  with 
bad  news  from  crisis  spots 
around  the  globe,  put  the  United 
Nations  back  on  the  front  pages 
this  week. 

If  a  series  of  crises,  or  dra¬ 
matic  spectacle,  are  the  ingredi¬ 
ents  needed  to  send  newsdom’s 
diplomatic  press  corps  flying  to 
UN  Headquarters  in  New  York, 
the  opening  of  the  16th  General 
Assembly  session  had  more  than 
its  share  of  both. 

•  There  was  the  shocking 
news  of  Hammarskjold’s  death 
and  the  mysterious  circum¬ 
stances  under  which  his  plane 
crashed. 

•  There  was  the  tense  meet¬ 
ing  between  Secretary  of  State 
Dean  Rusk  and  Russia’s  For¬ 
eign  Minister  Andrei  Gromyko. 

•  There  was  the  vacant  Sec¬ 
retary'  General’s  chair  and  the 
possibility  of  the  world  forum 
being  tom  apart. 

•  There  was  the  worsening 
Congo  uprising. 

•  There  was  the  anticipation 
of  a  personal  appearance  by 
President  Kennedy. 

Normally,  the  UN  press  corps 
works  without  fanfare.  This  is 
true  even  during  regular  Secur¬ 
ity  Council  or  General  Assembly 
sessions.  Permanently  assigned 
UN  reporters  have  their  own 
offices  to  work  in  while  photog- 
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raphers  generally  are  not  regu¬ 
larly  assigned  to  work  a  UN 
beat.  There  are  two  or  three  UN 
staff  photographers  attached  to 
the  Office  of  Public  Information 
and  many  newspapers  rely  on 
releases  from  this  department 
during  routine  sessions. 


In  a  crisis  atmosphere,  how¬ 
ever,  everything  changes  and 
the  most  obvious  shift  is  in 
photo  coverage.  The  day  after 
Hammarskjold’s  death,  camera¬ 
men  could  be  seen  in  virtually 
every  corridor  and  lobby  of  the 
Secretariat  building. 


STATIONED  ON  STEPS,  photo9rapher  zero$-in  on  diplomat  arrivin9 
for  openin9  of  General  Assembly. 

for  September  23,  1961 


Arriving  diplomats  and  dele¬ 
gates  had  to  move  through  a 
phalanx  of  photographers.  Small 
squads  of  cameramen  were  sta¬ 
tioned  outside  the  diplomat’s 
entrance  to  the  Secretariat,  in 
the  lobby,  along  the  staircases 
flanking  the  escalators  leading 
up  to  the  main  lobby,  in  the 
main  lobby  itself  and  both 
inside  and  outside  the  General 
Assembly  hall. 

At  the  top  of  the  escalators, 
the  lobby  was  a  jumble  of  news¬ 
men  and  their  subjects,  resem¬ 
bling  a  subway  train  in  the 
rush  hour.  Diplomats,  delegates, 
ambassadors,  foreign  ministers, 
reporters  and  photographers 
were  all  scrambled  together. 

While  cameramen  busied 
themselves  photographing  the 
dramatis  personae  as  it  shapes 
up  for  a  tense  session,  reporters 
once  again  began  to  crowd  the 
aisles  of  typewriters  in  the  UN 
third  floor  press  section.  One 
of  the  press  officers  put  in  an 
order  for  extra  telephone  booths. 

Reporters,  however,  were  not 
nearly  as  numerous  as  camera¬ 
men.  All  that  was  needed  to 
bring  every  diplomatic  and  for¬ 
eign  affairs  reporter  and  col¬ 
umnist  onto  the  scene  was  the 
assurance  of  a  full  Assembly 
debate  on  Hammarskjold’s  suc¬ 
cessor  with  a  personal  visit  from 
President  Kennedy.  The  story 
of  the  UN  flghting  for  its  life 
would  undoubtedly  become  the 
page  one  story  for  as  long  as 
the  struggle  lasted. 
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NEW  YORK  PRINTERS 


Strike  Vote  Close, 
Contract  Is  Signed 


How  close  New  York  City 
came  to  a  newspaper  strike  be¬ 
came  known  this  week  after  the 
Publishers  Association  of  New 
York  and  Typographical  Union 
No.  6  signed  a  new  contract 
retroactive  to  Dec.  8,  1960. 

A  referendum  Sept.  14  on  the 
issue  of  acceptance  of  the  con¬ 
tract  proposals  or  walkout  re¬ 
sulted  in  a  margin  of  250  favor¬ 
ing  acceptance.  The  vote  was 
3,798  in  favor,  3,548  against. 

The  vote  of  18  newspaper 
chapels  was  1,861  for  strike  and 
1,356  for  acceptance  of  the  con¬ 
tract,  a  margin  of  505. 

An  unofficial  report  of  the 
votes  of  the  chapels  in  those 
newspapers  actually  signing  the 
contract  was  1,611  to  strike  to 

I, 106  for  acceptance,  a  differ¬ 
ence  of  505. 

The  vote  was  reported  as  fol¬ 
lows: 

For  Against 

Herald  Tribune  79  184 

Times  279  395 

J.  A.  &  Mirror  150  294 

News  277  312 

Post  131  123 

J.  of  Commerce  43  5 

W-T  &  S  82  121 

L.  I.  Star  Journal  21  42 

L.  I.  Press  44  135 

It  was  obvious  that  it  was 
the  book  and  job  shop  vote  that 
swung  the  final  count  in  favor 
of  accepting  the  contract. 

‘A  Warning  Signal’ 

“The  closeness  of  the  vote 
should  be  a  warning  signal  to 
the  publishers  that  the  printers 
of  the  city  are  on  the  march,” 
Bertram  A.  Powers,  local  union 
president,  said,  after  initialing 
the  contract. 

In  the  new  agreement  the 
union  accepted  use  of  tape-oper¬ 
ated  machines  in  composing 
rooms,  but  it  has  not  yet  agreed 
to  processing  perforated  tape 
from  outside  services  such  as 
syndicates  or  wire  agencies. 
Terms  provide  for  a  15-months 
training  program  at  full  pay 
for  converting  compositors  to 
Teletypesetter  perforators. 

The  printers  also  accepted  the 
$7  a  week  package  negotiated 
by  the  publishers  with  other 
unions,  commencing  with  the 
Newspaper  Guild.  Also  there  is 
a  provision  for  one  day’s  paid 
sick  leave. 

The  only  newspaper  among 
those  signing  currently  inter¬ 
ested  in  TTS  is  the  New  York 
Times.  Amory  H.  Bradford, 
vicepresident  and  general  man¬ 


ager,  said  steps  are  being  taken 
to  start  the  training  program 
soon. 

Mr.  Bradford  also  said  ability 
to  use  TTS  had  removed  one  of 
the  obstacles  to  establishing  a 
Pacific  Coast  edition  of  the 
Times. 

One  publisher  who  did  not 
wish  his  name  used  said  the 
high  cost  of  the  training  pro¬ 
gram  made  use  of  tape  “eco¬ 
nomically  unfeasible.” 

Cost  of  Training 

Publishers  are  to  pay  the  full 
wage,  which  averages  $4  an 
hour,  to  those  being  trained.  The 
first  phase  totals  140  hours.  This 
would  cost  $560  per  trainee. 
Then  the  course  continues  at 
three  hours  a  day  for  20  days, 
or  another  $240.  Finally  there 
is  a  full  year  of  advanced  train¬ 
ing.  At  $140  a  week  this  adds 
up  to  $7,280.  The  total  cost  per 
trainee,  therefore,  comes  to  $8,- 
080. 

Taking  the  “live  matter”  into 
consideration,  Mr.  Bradford  has 
estimated  it  will  cost  $2,000  to 
$5,000  to  train  each  TTS  op¬ 
erator. 

The  contract  specifies  that  a 
“competent  perforator  operator 
is  one  capable  of  producing  375 
lines  for  one  hour  of  regular 
news  matter  and  measure  from 
legible,  straight  narrative  copy, 
free  from  intricacies  and  im¬ 
pediments  either  as  to  long 
walks,  short  takes  or  long 
waits.” 

Journeymen  and  apprentices 
selected  for  training  must  be 
able  to  pass  a  standard  40-word- 
per-minute  typing  test  of  five 
minutes  with  no  more  than  five 
stroke  errors. 

The  contract  leaves  questions 
regarding  outside  tape  to  be  de¬ 
cided  by  negotiation  between  the 
union  and  the  publisher.  This 
question  will  not  be  subject  to 
arbitration. 

In  the  union,  opponents  to 
permitting  any  use  of  TTS 
equipment  argued  it  would  cause 
a  40%  layoff  of  journeymen. 
Those  supporting  the  contract 
rejected  this  as  a  “gross  exag¬ 
geration.”  They  further  claimed 
that  the  proposal  was  “the  best 
1  negotiation  anywhere  in  the 
country.” 

Mr.  Powers  supported  the 
proposal  before  it  was  first  re- 
■  jected  at  a  membership  meeting 
Aug.  20  by  a  vote  of  474  to  317. 
,  Harry  Klahr,  chairman  of  the 
Herald  Tribune  chapel,  and  sec¬ 


retary  of  the  union’s  scale  com-  *  j  O  .J 

mittee,  lead  dissenters  in  de-  iVCl  IVCflClCrSllip 

manding  further  negotiations. 

Efforts  were  made  to  get  more  SllfVftV  RcDOFt 
money,  to  increase  the  number  ^  * 

of  holidays  and  vacation  time,  IVrkv 

and  to  have  the  contract  expire  ^OlHlIlg  lO  ilUV. 

Oct.  31  to  correspond  with  the 

expiration  date  of  the  Guild  con-  Results  of  the  first  scientific 
tract.  measurement  and  appraisal  of 

The  Sept.  14  vote  was  by  the  newspaper  audience  us  a 
secret  ballot  in  each  chapel,  cov-  national  advertising  medium  will 
ering  all  members  of  the  union,  he  announced  in  November. 

Mr.  Powers  submitted  a  port-  This  is  the  first  of  two 
folio  of  information  to  help  research  projects  sponsored  by 
members  decide  how  they  would  the  Newsprint  Information  Corn- 
vote.  It  included  the  fact  that  mittee  at  an  approximate  cost 
the  Chicago  contract  allows  the  of  $100,000.  The  Committee  is 
use  of  financial  stock  tables  re-  financed  by  six  Canadian  news- 
ceived  on  tape  from  outside  the  print  manufacturers, 
shop.  It  explained  that  the  New  The  findings  of  the  readership 
York  agreement  mandates  that  appraisial,  made  by  Audits  and 
no  operator  may  be  laid  off  by  Surveys,  Inc.,  are  based  on 
the  hiring  of  TTS  operators  un-  interviews  with  5,000  readers  of 
less  offered  full  opportunity  to  400  newspapers.  They  will  be 
complete  the  training  program,  reported  at  meetings  of  national 
The  New  York  contract  pro-  advertisers  and  their  agencies, 
vides  for  not  more  than  three  In  the  second  project,  Harv- 
machines  to  a  monitor  and  the  ard’s  Graduate  School  of  Busi- 
parties  agree  that  a  monitor’s  ness  Administration  is  gauging 
ability  to  ’’^'^atch  three  machines  the  effect  of  repetition  in  adver- 


may  be  limited  by  circumstances  tising  in  a  test  in  Fort  Wayne, 

such  as  the  speed  of  the  ma-  Ind. 

chine,  condition  of  the  equip-  • 

ment,  width  of  the  line,  size  ofT,-^,, 

slug,  size  of  the  font,  flow  of  McCalluni  and  Lraig 

the  tape,  long  walks  and  short  Promoletl  by  Booth 

takes.  Dptroit 

hS  rel^tmen^J  George  P.  McCallum.Jr.  has 

side  non-journeymen  and  for-  executive  vic^resi- 

bids  use  of  outside  learners,  ^ 

whereas  in  Chicago  if  union  Newspapers,  Inc.,  and 

u  r  -1  A.  Gordon  Craig,  secretary  and 

members  fail  to  meet  require-  treasurer  of  the  eieht- 

ments  for  qualified  perforators  assistant  tr^surer  ot  the  eigm 

the  office  may  bring  in  outside  "e^^spaper  Michi^n  chain,  be- 
«4-  /  ^  u  comes  a  vicepresident. 

trinniTiir  at  ROc/  ^  Wage  Both  also  Were  elected  direc- 

ginning  at  60%^  of  scale.  corporation. 

_  .  _  ,  Mr.  McCallum  has  been  a 

rnces  Incrc&sod  member  of  the  Ann  Arbor 

Newspapers  raising  their  (Mich.)  News  staff  for  40  years 
nrices  this  week  included:  ®ad  has  been  manager  of  that 


McCallum  and  Craig 
Promotetl  by  Booth 

Detroit 

George  P.  McCallum  Jr.  has 
been  named  executive  vicepresi- 


Prices  Increased 

Newspapers  raising  their 
prices  this  week  included: 


Columbus  (0.)  Dispatch  —  newspaper  since  1948.  His  pla« 
from  5c  to  7c  daily;  the  first  b^n  taken  by  Ralph  E. 

change  in  15  years.  Sunday  Schweitzer,  assistant  m^a^r 


remains  at  20c. 


of  the  Grand  Rapids  (Mich.) 


Beaver  Falls  (Pa.)  News-  since  April,  1959.  Before 

Tribune — from  7c  to  10c  and  manager  of  the 

home  delivery  from  42c  to  50c. 

Washington  (Pa.)  Observer  .  .  .  , 


and  Reporter — from  7c  to  8c  and 
home  delivery  from  42c  to  48c 
a  week. 

• 

^Extra’  on  Campus 

UNn'EBSiTY  Park,  Pa. 
When  news  of  the  death  of 
UN  Secretary  General  Dag 
Hammarskjold  came  over  the 
wires  Monday,  the  staff  of  the 


Mr.  Craig  joined  the  Pontiac 
(Mich.)  Press  display  advertis¬ 
ing  staff  in  1947  and  in  1949 
became  assistant  to  the  vice- 
president  and  general  manager 
of  Booth  Newspapers. 

• 

Plan  Mexico  Visit 

Los  Angeles 
Bert  Stolpe,  Azusa  HeraM, 


Daily  Collegian,  newly  returned  chairman  of  last  year’s  World 
to  the  campus  at  the  Pennsyl-  Newspaper  Forum  here,  has 
vania  State  University,  snapped  been  named  chairman  of  the 
into  action.  Editor  John  W.  publishers’  committee  for  a  tour 
Black  directed  the  staff  in  pro-  of  Mexico  Oct.  13-15.  Invitation 
ducing  a  four-page  “extra”  con-  to  a  California  publishers’  group 
taining  only  stories  and  an  edi-  for  a  Baja  California  visit  was 
torial  on  the  tragedy  and  its  extended  by  Governor  Esquival 


effect  on  the  United  Nations. 


Mendez,  a  Forum  participant. 
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Test  of  Writing  Skill  Given 
To  Reporter  Job  Applicants 


Keavy  of  AP  Requires  Rewriting 
On  Spot;  Clippings  Not  a  Guide 


How  do  you  judge  the  skill 
of  an  applicant  for  a  job  as  re¬ 
porter  or  rewriteman?  Do  you 
rely  on  his  clippings? 

Hubbard  Keavy,  Los  Angeles 
chief  of  bureau  of  the  Asso¬ 
ciated  Press  who  has  made 
newswriting  techniques  his  spe¬ 
cial  interest  in  a  better-writing 
campaign,  says  you  can’t  tell 
from  an  applicant’s  clipping  ex¬ 
hibits  how  much  work  was  done 
by  a  desk  man  before  the  story 
got  into  print. 

So  Mr.  Keavy  has  devised  a 
test  which  helps  an  employer  to 
determine  the  writing  ability 
of  applicants  in  a  fairly  brief 
time.  In  addition  to  showing 
what  a  man  can  do  under  pres¬ 
sure  of  deadlines,  the  test  shows 
how  he  thinks:  Does  he  form 
sentences  before  putting  them 
on  paper,  or  does  he  think  as  he 
goes  along,  X’ing  out  frequent¬ 
ly? 

4  Rewrite  Jobs 

“We  have  determined  from 
the  test,”  Mr.  Keavy  said,  “that 
a  man  Avith  a  good  potential 
will  finish  the  four  stories  with¬ 
in  the  time  limit.  He  will  catch 
all  or  most  of  the  shortcom¬ 
ings.” 

The  applicant  is  given  four 
typical  rewrite  assignments  — 
three  stories  from  daily  news¬ 
papers  and  some  notes  to  be 
made  into  a  story.  Poor  mate¬ 
rial  was  picked  deliberately,  Mr. 
Keavy  said,  so  there  would  be 
plenty  of  room  for  improve¬ 
ment. 

The  examples  have  short¬ 
comings  such  as  poor  organiza¬ 
tion,  overlong  sentences  wdth 
multiple  ideas,  redundancies, 
cliches,  over-attribution,  inade¬ 
quate  attribution,  unanswered 
questions,  needless  detail. 

No  Tricks  or  Traps 

But  there  are  no  catches,  no 
tricks  or  traps.  The  rewrite  job 
is  to  be  done  as  rapidly  as  pos¬ 
sible  into  a  well  organized, 
smooth  reading  news  story. 

There’s  a  time  limit  of  10 
minutes  per  item  and  the  ap¬ 
plicant  is  instructed  to  do  as 
much  as  he  can  in  that  time, 
then  go  on  to  the  next  item  so 
that  he  should  make  starts  on 
all  four  stories. 


These  are  the  samples: 

1.  Brush  fire.  Cover  the  high¬ 
lights  in  150  word.s.  (15  lines). 

A  raging  brush  fire  continued 
to  bum  through  rugged  terrain 
along  the  Los  Angeles  County- 
Ventura  county  line  today, 
blackening  chapparal  among 
isolated  Pirn  Creek  tributaries 
15  miles  northwest  of  Ventura, 
with  9,300  acres  burned  over 
and  no  prospect  of  immediate 
control  by  the  375  weary  fire 
fighters  ringing  its  18-mile  peri¬ 
meter  in  Los  Padres  National 
Forest. 

At  the  national  forest  head¬ 
quarters  in  Santa  Barbara,  dis¬ 
patchers  reported  that  the 
weather  forecast  threatened 
gusty  winds  along  the  higher 
ridges,  with  very  low  humidity 
and  temperatures  ranging  from 
90  to  110  degrees.  The  wind 
gusts  could  achieve  a  maximum 
velocity  of  57  miles  per  hour, 
according  to  weather  forecaster 
Oscar  G.  Gambrowski. 

One  of  the  major  problems 
was  exhaustion  of  fire  fighters 
working  in  altitudes  exceeding 
5,000  feet  in  extreme  heat,  with 
many  of  them  having  been  on 
the  fire  front  for  several  days 
with  a  minimum  of  sleep.  One 
of  the  men,  William  A.  Wood, 
a  forest  ranger  from  Stanislaus 
in  Northern  California,  was 
overcome  by  heat  exhaustion 
this  morning  and  had  to  be 
flown  out  by  ambulance  plane, 
according  to  District  Ranger  M. 
E.  Smithson. 

The  fiery  hot  spots  today  were 
centered  around  Deer  Creek  and 
Cobblestone  and  White  moun¬ 
tains,  fanning  outward  from 
those  points.  About  30  per  cent 
of  the  fire  line  has  b^n  con¬ 
trolled. 

Seven  old  World  War  II  con¬ 
verted  torpedo  bombing  planes 
from  Riverside  County  have 
been  imported  to  drop  fire  re¬ 
tarding  borate  solution  on  hot 
spots,  helped  by  helicopters, 
which  provide  the  only  access 
to  some  of  the  more  inaccessible 
areas.  Forest  officials  described 
the  rugged  mountainous  terrain 
as  “the  most  rugged  of  the  for¬ 
est.”  The  threat  to  the  water¬ 
shed  is  so  severe,  said  William 
P.  Price  Jr.,  chief  engineer  and 
manager  of  the  United  W'ater 


Conser\'ation  District,  that  if 
heavy  runoff  occurs  in  the 
watershed  before  the  bum  is  re¬ 
seeded  and  new  plants  start  to 
grow,  that  silting  of  reservoirs 
could  be  heavy. 

The  giant  blaze,  started  four 
days  ago,  and  officials  said  to¬ 
day  they  have  determined  that 
the  cause  was  one  of  many 
lightning  bolts  during  a  severe 
electrical  storm.  The  bolt  hit 
a  car  parked  on  a  remote  road 
along  Redrock  Creek  and  appar¬ 
ently  exploded  the  gasoline 
tank,  spewing  flames  into  sur¬ 
rounding  underbrush. 

This  afternoon  the  flames 
were  burning  into  the  Sespe 
Creek  Wildlife  Refuge,  sanc¬ 
tuary  for  the  last  remaining 
California  Condors,  huge  birds 
with  a  10-foot  wingspread  now 
believed  to  number  only  60,  and 
the  last  of  a  species  that  flour¬ 
ished  during  the  most  recent 
Ice  Age  in  California. 

*  *  * 

2.  Destroyer  collision.  Try  to 
capitalize  on  the  drama.  150 
words. 

Following  are  a  collection  of 
miscellaneous  facts  about  a  de¬ 
stroyer  collision  at  sea.  Organ¬ 
ize  them  into  a  smooth  news 
story. 


The  destroyers  are  the  USS 
Amman  and  the  USS  Collett. 
They  are  ships  of  Destroyer 
Flotilla  3,  bas^  at  Long  Beach 
Naval  Station.  Each  has  a  crew 
of  220  officers  and  men. 

Each  is  400  feet  long. 

Before  the  collision,  the  Amman 
was  steaming  toward  San  Diego 
for  deactivation,  after  a  stop  at 
Seal  Beach  to  unload  equipment. 
The  Collett  was  conducting  sea 
trials  after  an  overhaul  at  the 
Long  Beach  yard. 

The  collision  occurred  three 
miles  off  Newport  Beach  at  10 
a.m. 

There  was  patchy  fog  at  the 
time,  with  visibility  varying 
from  zero  to  a  quarter  of  a 
mile.  The  fog  interfered  with 
rescue  efforts. 

First  reports  were  that  11  men 
were  killed,  10  on  the  Amman, 
and  that  at  least  six  others  were 
injured. 

An  hour  after  the  collision,  the 
Amman  was  reported  listing 
heavily,  but  efforts  were  being 
made  to  keep  it  afloat  and  tow 
it  to  Long  Beach.  A  fire  broke 
out  on  the  Amman,  but  was  con¬ 
trolled  after  half  an  hour. 
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Hubbard  Keavy:  "You  can’t  tall 
much  from  clippings." 


One  navy  source  in  Los  Angeles 
said  the  Amman’s  rear  engine 
room  was  flooded,  with  water 
pouring  in  through  a  hole  on 
the  port  side.  The  Collett  re¬ 
portedly  suffered  a  damaged 
bow. 

Small  craft  from  Newport 
Beach  sped  to  the  scene  and  be¬ 
gan  bringing  injured  and  dead 
ashore. 

William  Wilbers,  21,  an  Amman 
seaman,  told  a  newsman:  “The 
Collett  hit  us  amidships  and 
ripped  us  wide  open,  just  like 
it  had  been  done  with  a  giant 
can  opene'  vas  below  in  the 
engine  roo,..  aiid  there  was  no 
warning.  The  water  came  pour¬ 
ing  in.” 

Identities  of  dead  and  injured 
were  withheld.  Injured  were 
taken  to  Hoag  Memorial  Hospi¬ 
tal. 

Around  noon,  helicopters  began 
making  ferry  trips  to  help  evac¬ 
uate  wounded.  Pilots  told  of 
swirling  fog  hampering  efforts 
to  hoist  litters  from  the  heaving 
decks. 

«  «  « 

3.  Jail  break.  Cover  the  high¬ 
lights  in  150  words. 

Roadblocks  were  thrown  up 
around  the  entire  Las  Vegas 
area  last  night  as  the  search 
continued  for  two  dangerous 
escapees  who  broke  out  of  the 
county  hall  two  days  ago. 

Sheriff’s  Lt.  Ray  Gubser  said 
all  highways,  airline  terminals, 
bus  and  train  stations  and  other 
routes  out  of  Las  Vegas  have 
been  blanketed  with  men  in  an 
effort  to  capture  the  pair  of 
desperadoes. 

(Continued  on  page  118) 
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Faster  Reuters  Line 
Opens  with  Dag  Flash 


Reuters  this  week  inaugu¬ 
rated  a  high  speed  cable-land- 
line  circuit  directly  connecting 
its  Fleet  Street  headquarters 
with  North  American  subscrib¬ 
ers. 

Within  minutes  the  circuit 
was  carrying  the  flash  from 
Ndola,  Northern  Rhodesia,  of 
Dag  Hammarskjold’s  death  in 
a  plane  crash  —  a  42  minute 
beat  from  a  staff  correspondent. 

The  Reuters  flash  was  rushed 
from  the  VV’^hite  House  press 
office  to  President  Kennedy  and 
to  diplomats  and  officials  at 
United  Nations  headquarters.  It 
ended  18  hours  of  confusion 
during  which  reports  had  er¬ 
roneously  stated  that  Mr.  Ham- 
marskjold  was  conferring  with 
President  Moise  Tshombe  of 
Katanga. 

Walton  A.  Ck)le,  general  man¬ 
ager  of  Reuters,  threw  the 
switches  in  New  York  to  start 
the  service. 

“This  new  wire,”  he  said, 
“brings  every  point  in  the 
United  States  as  close  to  Reuters 
in  Fleet  Street  as  our  subscrib¬ 
ers  in  London.  I  regard  it  as 
one  of  the  most  important  de¬ 
velopments  in  Reuters  global 
communications  structure  in  the 
past  10  years.” 

The  direct  circuit,  extending 
over  thousands  of  miles  of  land 
and  sea  cables,  will  enable 
Reuters  news  to  reach  newspa¬ 
pers  at  instantaneous  speeds, 
eliminating  delays  of  relay  op¬ 
erations. 

The  new  wire  system,  devised 
through  Western  Union  by 
Bruce  Mitchell,  vicepresident. 
International  Communications, 
is  based  on  a  24-hour  trans- 
Atlantic  cable  channel,  and  a 
new  66-word  per  minute  land¬ 
line. 

The  network  of  distributive 
teleprinter  lines  reaching  out 
across  the  United  States  from 
New  York  has  been  reorganized 
and  re-equipped  so  that  the  in¬ 
coming  cable  signal  is  fed  di¬ 
rectly  into  it. 

The  trans-Atlantic  cable  is  a 
two-directional  circuit.  While 
the  westward  direction  brings 
world  news  to  the  United  States, 
the  eastward  direction  is  em¬ 
ployed  in  carrying  the  Reuters 
report  of  American  news  to 
London  for  inclusion  in  the  vari¬ 
ous  news  services  which  the 
agency  makes  in  Europe  and 
elsewhere.  Reuters,  which  is  a 
non-profit  agency  owned  coop¬ 
eratively  by  newspapers,  pro¬ 
vides  news  services  in  this  way 
to  most  countries  in  the  world. 

D.  Kimpton  Rogers,  North 


American  Manger  and  Julian 
Bates,  Editor,  North  American 
Services,  joined  Mr.  Cole  in  in¬ 
augurating  the  circuit  in  New 
York.  Mr.  Cole  stopped  in  New 
York  on  his  way  to  the  Far 
East. 

*  «  « 

Mixups  Explained 

The  Associated  Press  staff  at 
Ndola  attributed  the  false  story 
of  Dag  Hammarskjold’s  landing 
and  conference  with  Moise 
Tshombe  to  a  mixture  of  misin¬ 
formation,  mistaken  identity 
and  tight  security  at  the  air¬ 
port. 

The  story  received  major  play 
in  Monday  morning  newspapers 
which  circulated  while  reports 
that  the  UN  official’s  plane  was 
missing  were  current.  Some  pa¬ 
pers  caught  late  editions  with 
a  corrective  note. 

AP’s  explanation  was  that  the 
airport  control  tower  in  Ndola 
had  reported  twice  that  Ham- 
marskjold  had  landed  after  a 
flight  from  Leopoldville.  The 
second  announcement  came  as 
a  plane  with  markings  painted 
out  taxied  off  the  runway  and 
its  passengers  went  into  the 
control  building  where  Tshombe 
had  been  waiting. 

An  hour  later,  according  to 
AP’s  staff,  a  motorcade  left  the 
airport  but  newsmen  and  pho¬ 
tographers  were  kept  at  a  dis¬ 
tance.  They  were  convinced  the 
UN  chief  was  riding  in  the 
front  car.  Actually  the  man  who 
had  come  in  by  air  was  a  Brit¬ 
ish  official. 

Earl  J.  Johnson,  editor  of 
United  Press  International,  said 
an  early  UPI  dispatch  reported 
that  the  Hammarskjold  plane 
had  “arrived”  in  Ndola  but 
around  midnight  UPI’s  man, 
Raymond  J.  Moloney,  cabled 
that  the  plane  had  flown  away 
after  circling  for  about  two 
hours.  Early  Monday  morning 
bulletins  on  the  “missing”  plane 
were  moved  on  the  wire,  fol¬ 
lowed  by  stories  of  the  sighting 
of  wreckage,  then  the  finding  of 
Hammarskjold’s  body. 

• 

Walter  Patterson 
Of  Linotype  Co.  Dies 

Walter  B.  Patterson,  retired 
Mergenthaler  Linotype  Co.  sales 
executive,  died  Sept.  19  at  his 
home  at  Mystic,  Conn.  He  was 
76  years  old. 

Mr.  Patterson  worked  for  the 
company  from  1934  until  1948. 
He  was  at  one  time  director  of 
Canadian  sales  and  later  direc¬ 
tor  of  sales  agencies  and  ad¬ 
vertising. 


OFFICIATING  at  the  opening  of  a  new  high-speed  direct  circuit  from 
London  to  New  York  for  Reuters  subscribers  are:  Left  to  right — Walton 
A.  Cole,  general  manager;  Julian  Bates,  editor.  North  American  Serv¬ 
ices;  and  D.  Kimpton  Rogers,  North  American  manager. 

Frost  Explains  His  Error, 
Never  Saw  Dag  In  Person 


Colin  Frost,  London  staffer 
of  the  Associated  Press  for  11 
years,  had  never  seen  UN  Sec¬ 
retary  General  Dag  Hammar¬ 
skjold  in  the  flesh. 

That  fact,  plus  general  con¬ 
fusion  at  the  Ndola  airport, 
led  him  into  the  error  of  report¬ 
ing  that  the  United  Nations 
official  had  landed  and  conferred 
with  Katanga’s  Moise  Tshombe 
the  night  that  Hammarskjold 
lay  dead  in  the  wreckage  of  his 
plane. 

The  35-year-old  AP  reporter, 
a  British  citizen,  had  actually 
passed  within  a  mile  of  the 
wreck  without  knowing  a  thing 
about  it,  as  he  returned  from 
Kitwe  to  Ndola,  after  having 
filed  the  erroneous  story. 

Details  of  the  circumstances 
leading  to  the  mistake  were 
given  by  Mr.  Frost  in  a  cable  to 
New  York  offices  which  arrived 
Thursday. 

Other  reporters  at  the  air¬ 
port  also  had  written  of  the 
UN  chief’s  arrival  but  in  most 
cases  they  had  gotten  the  story 
killed  before  they  had  been 
widely  printed. 

Mr.  Frost  said  he  was  stand¬ 
ing  within  100  yards  of  a  plane 
that  landed.  The  apron  was 
brightly  lighted  and  he  was 
watching  through  field  glasses. 

“That’s  Hammarskjold,”  he 
quoted  Donald  Wise  of  the  Lon¬ 
don  Mirror  as  saying.  (It 
turned  out  that  the  man  was  a 
British  official  on  a  Congo  mis¬ 
sion.) 

“I  had  never  seen  Dag  in  the 
flesh,”  Mr.  Frost’s  messagre  to 
headquarters  said,  “but  his  ap¬ 
pearance  was  familiar  from  pic¬ 
tures  and  television.  I  never 
at  any  time  had  the  slightest 
doubt  I  was  watching  Ham¬ 
marskjold’s  arrival.” 


Mr.  Frost  said  he  called  An¬ 
drew  Borowiec  of  AP  at  the 
cable  office  and  gave  him  detaili 
to  fill  out  the  story.  He  went 
to  the  airport  grate  and  watched 
the  departure  of  a  motorcade  in 
which  Tshombe  was  cleariy 
recognizable  in  one  car  and  in 
another  was  the  man  he  had 
taken  to  be  Hammarskjold.  He 
phoned  these  details  and  then 
wrent  by  cab  to  Kitwe  38  milee 
away  where  the  delegatiom 
were  to  meet. 

No  .Suspicion 

He  found  he  was  the  only 
newsman  there.  Guards  toM 
him  the  delegations  had  been 
delayed,  they  were  having  a 
meal  somew’here.  After  an 
hour’s  wait  the  AP  man  re¬ 
turned  to  Ndola,  arriving  at  3 
a.m.  Monday.  After  checking 
with  Borowiec  to  see  if  any¬ 
thing  had  happened  in  his  ab¬ 
sence  Mr.  Frost  said  he  went  to 
bed  “without  the  least  suspicion 
we  were  wrong  in  any  way.” 

He  said  he  learned  later  that 
newsmen  at  the  airport  had 
been  advised  the  Hammarskjold 
plane  had  been  overhead  but 
someone  had  decided  not  to  land 
until  daylight.  On  this  infor¬ 
mation,  Mr,  Frost  said,  Erie 
Shirley,  a  London  Mail  string¬ 
er,  got  Ray  Maloney  of  UPI  out 
of  bed  and  the  latter  sent  off  a 
kill  at  4  a.m.  on  the  arrival 
story. 

Mr.  Frost  also  said  that  a 
British  television  cameraman, 
Charles  Channon,  who  had  pho¬ 
tographed  Hammarskjold  many 
times,  told  him  he  was  convinced 
the  man  on  the  airport  aprwi 
and  in  the  motorcade  was  the 
UN  official  and  he  never  had 
the  least  doubt  about  it. 
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The  Winners 


Creativity  by  Y&R,  Ayer 
Pays-Off  with  Top  Awards 


Campbell-Mithun,  Tracy-Locke, 
AUen  &  Reynolds  Win  Certificates 


A  panel  of  six  judges  repre¬ 
senting  art  and  production  sides 
of  some  of  the  nation’s  top 
drawer  advertising  agencies, 
culled  through  358  entries  sub¬ 
mitted  by  64  agencies  before 
selecting  a  full-page,  full-color 
ad  prepared  by  Young  &  Rubi- 
cam,  Inc.,  for  American  Bak¬ 
eries  Co.,  and  a  one-color  and 
black  ad  by  N.  W.  Ayer  &  Son, 
Inc.,  for  Peoples  Drug  Stores, 
as  top  winners  in  Editor  & 
Publisher’s  Fourth  Annual 
competition  for  use  and  imple¬ 
mentation  of  color  by  an 
agency  in  general  newspaper 
advertising  during  1960-1961. 

Honorable  Mention  for  full- 
color  entries  went  to  Allen  & 
Reynolds,  Inc.,  Omaha,  Neb., 
for  a  page  ad  for  Fairmont 
Foods  Company,  and  to  Tracy- 
Locke  Company,  Inc.,  Dallas, 
Texas,  for  a  full-page  ad  for 
Pearl  Brewing  Company.  (See 
page  58) 

Campbell-Mithun,  Inc.,  Min¬ 
neapolis,  Minn.,  received  an 
Honorable  Mention  for  its  full- 
page  one-color  and  black  entr>’ 
in  behalf  of  Northwestern  Na¬ 
tional  Bank  of  Minneapolis. 


five  different  accounts.  The 
winners: 

THREE  COLORS  AND 
BLACK: 

Advertiser:  American  Bak¬ 
eries  Company,  Chicago. 

Advertising  Manager:  Robert 
D.  Llewellyn. 

Advertising  Agency:  Young 
&  Rubicam,  Inc.,  Chicago. 

Art  Director:  Bernard  G. 
Roer. 

Copy  Chief:  Robert  F.  Hig- 

b^. 

No.  of  Paper  Used:  4 

Total  Color  Linage  for  Ac¬ 
count:  407,040. 
HONORABLE  MENTION: 

Advertiser:  Fairmont  Foods 
Company,  Omaha,  Neb. 

Advertising  Manager:  Ben¬ 
nett  O.  Stalvey  Jr. 

Advertising  Agency:  Allen  & 
Reynolds,  I  n  c.,  Omaha, 
Neb. 

Art  Director:  William  Fries 
Jr. 

Copy  Chief:  James  Reid. 

No.  of  Papers  Used:  35. 

Total  (k)lor  Linage  for  Ac¬ 
count:  557,264. 

«  ♦  * 


Company,  San  Antonio, 
Texas. 

Advertising  Manager:  H.  B. 
Higgins. 

Advertising  Agency :  Tracy- 
Locke  Company,  Inc.,  San 
Antonio. 

Art  Director:  Don  Young. 

Copy  Chief:  Bill  Mitchell. 

No.  of  Papers  Used:  29. 

Total  Color  Linage  for  Ac¬ 
count:  527,800. 

ONE  COLOR  AND  BLACK: 

Advertiser :  Peoples  Drug 

Stores,  Inc.,  Washington. 

Advertising  Manager:  Clay¬ 
ton  R.  Sanders. 

Advertising  Agency:  N.  W. 
Ayer  &  Son,  Inc.,  Philadel¬ 
phia. 

Art  Director:  Dick  Hess. 

Copy  Chief:  Riley  Brown 
and  Jim  Smith  (writers). 

No.  of  Paper  Used:  2. 

Total  Color  Linage  for  Ac¬ 
count:  24,720. 

HONORABLE  MENTION: 

Advertiser:  Northwestern 
National  Bank  of  Minne¬ 
apolis,  Minn. 

Advertising  Manager:  Jon 
Bjomson. 

Advertising  Agency :  Camp¬ 
bell-Mithun,  Inc.,  Minne¬ 
apolis. 

Art  Director:  Steve  Griak. 

Copy  Chief:  Howard  Peter¬ 
son. 


The  Judges 

Judges  of  the  agency  crea¬ 
tivity  entries  were:  Elwood 
Whitney,  senior  vicepresident, 
Foote,  Cone  &  Belding,  Inc.; 
Ted  Matyas,  art  director.  Bu¬ 
reau  of  Advertising,  ANPA; 
Arthur  Hawkins,  consulting 
art  director;  Hoyt  Howard,  as¬ 
sistant  treasurer  of  the  Na¬ 
tional  Society  of  Art  Directors; 
Albert  Dome,  president.  Fa¬ 
mous  Artists  School;  and  Wil¬ 
liam  H.  Buckley,  vicepresident 
and  art  director,  J.  Walter 
Thompson  Co. 

Major  awards  will  be  pre¬ 
sented  to  the  agency  and  the 
advertiser  by  Robert  U.  Brown, 
publisher  and  editor  of  E&P, 
at  a  luncheon  in  the  Biltmore 
Hotel,  Ne'”  Vn-V,  on  Tuesday, 
Sept.  26.  ature  awards 

will  gfo  to  the  advertising  man¬ 
ager  of  the  product,  the  art 
director  and  the  copy  chief. 

The  prize-winning  entries 
represented  a  combined  total  of 
1,518,824  lines  of  color  adver¬ 
tising  placed  in  behalf  of  just 


Advertiser:  Pearl  Brewing 


Whitney 


Buckley 


3  COLORS  AND  BLACK 
Young  &  Rubicam,  I  nr. 
for 

.\inerican  Bakeries  (^i. 
(Story  on  page  38) 

* 

I  COLOR  AND  BL.4CK 
N.  W,  Ayer  &  Son,  Inc. 
for 

Peoples  Drug  Stores,  Inc. 
(Story  on  page  62) 


Hawkins 


Total  Color  Linage  for  Ac¬ 
count:  Full  page. 

Y&R’s  full-color  page  for 
American  Bakeries  depicted 
four  slices  of  bread  on  a  yellow 
plate  against  a  back£px)und  of 
old-fashioned  jam  and  jelly 
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Food  Mart,  Baker,  Specialty 
Shop  Win  Retail  Ad  Awards 

100  Newspapers  Enter  744  Ads; 

Offset  Daily’s  Entry  Intrigues 


The  Winners 


(Over  250,000  circulation) 

Advertiser:  Burny  Bros. 
Newspaper:  Chicago  Tribune. 
(Story  on  page  42) 

(100-250,000  circulation) 

Advertiser:  Frost  Bros. 
Newspaper:  Son  Antonio 

(Texas)  Express  &  News. 
(Story  on  page  30) 

(Under  100,000  circulation) 

Advertiser:  Acme  Markets. 
Newspaper:  Lancaster  News¬ 
papers,  Inc. 

(Story  on  page  32) 


A  food  chain,  a  baker,  and  a  Up  until  the  final  screening 

II  women’s  specialty  store  walked  and  selection  of  the  Acme  ad, 
I  off  with  the  top  prizes  in  Editor  entries  by  the  Arlington  (Tex- 
&  PUBUSHER’s  Third  Annual  as)  News-Texan,  an  offset 
competition  for  ads  displaying  daily,  and  the  Cedar  Rapids 
i  best  creative  use  of  either  full  (Iowa)  Cazette  were  very  much 
!•  or  spot  color  by  a  retailer —  in  the  running.  Judges  were 
I  proving  that  newspaper  color  intrigued  by  the  News-Texan’s 
I  advertising  doesn’t  live  by  bread  full-color,  full-page  offset  ad 
alone.  for  Wyatt  Super  Markets  which 

Acme  Markets,  Lancaster,  ran  Sept.  11,  1960.  The  Ga- 
and  Pa.,  Burney  Bros.,  Chicago  bak-  zette’s  down-to-the-wire  entry 
■ffect  ‘'ry.  aafl  Frost  Bros.,  San  An-  was  a  two-color  and  black  jiage 
Ives  tonio,  Texas,  women’s  specialty  run  Sept.  11,  1960  by  The  Kil- 
store,  were  named  top  winners  Han  Company,  couture  salon. 

■p  in  in  the  under  100,000,  over  250,-  r  . 

was  <*00,  and  100,000  to  250,000  cir-  Ixwves  of  Bread 

is  of  culation  categories  respectively.  The  Chicago  Tribune  sub- 
Just  The  same  panel  of  judges  that  tnitted  the  prize-winning  Burny 
beer  .screened  entries  in  E&P’s  Bros,  full-page  full-color  ad 
rhich  agency  creativity  competition  featuring  various  shaped  loaves 
f  the  (page  18)  selected  the  above  of  bread  on  a  wooden  bread 
lieer  winners  from  a  total  of  744  re-  board.  Entered  in  the  classifi- 


newspapers,  dilations  over  250,000,  the  ad  newspaper  wnicn  ran  me  win- 

The  winning  Acme  Markets  was  headlined  “Breads  with  Rol^rt  U.  Brown, 

entr>'  w’as  a  full-page,  full-color  Character,”  and  ran  in  the  publisher  and  editor  of  E&P,  at 
ad  featuring  a  basket  of  fruits  Tribune  March  3  of  this  year.  awards  luncheon  scheduled 

and  vegetables  tagged,  “You  A  one-color  and  black  inser-  Tuesday,  Sept.  26,  at  the 

Never  Had  It  So  Fresh.”  The  tion  for  Macy’s,  New  York,  Biltmore  Hotel,  New  York, 
entry  was  submitted  by  Lan-  which  appeared  in  the  New  The  judges,  who  based  their 
caster  Newspapers,  Inc.,  which  York  Herald  Tribune  of  Sept,  decisions  on  copy,  design,  art, 
carried  the  insertion  May  11,  21,  1960,  and  a  three-color  and  implementation  of  ideas,  and 
1961,  and  entered  it  in  the  black  page  ad  for  the  Joseph  adaptability  to  the  m^ium, 
group  for  newspapers  with  cir-  Magnin  Company  submitted  by  agreed  that  this  year’s  batch  of 
culation  of  under  100,000.  the  San  Francisco  Chronicle  retail  ads  “showed  marked  im- 

which  ran  the  ad  last  Oct.  17,  provement”  over  entries  sub- 

-  were  in  the  final  judging  of  the  mitted  the  two  previous  years. 

....  -  ,  .  ~  over  250,000  circulation  group  • 

Simplicity  of  design  paid-off  entries 

for  N.  W.  Ayer’s  one  color  and  Color  Spectacular 

black  page  ad  for  Peoples  Drug  High-Fashion  Ad  ^  4_ 

Stores.  Red  was  used  in  a  „  Set  Dy  Ooy-Ar-L»ee 

simply-drawn  bottle  of  pills  and  winning  Frost  Bros,  ad  Chicago 

in  an  express  tag  marked  ^  two-color  and  black  in-  a  Hi-Fi  five-color  “spectacu- 

“Rush”  affixed  to  the  neck  of  from  the  San  Antonio  lar,”  featuring  white  on  white, 

the  bottle.  A  large  black  arrow  appear  in  about  60  news- 

iwinted  the  way  “to  People’s  .  submitt^  by  that  papers  in  late  October,  (via 

Drug  Stores  ”  A  light  gray  newspa-  Young  &  Rubicam)  in  behalf  of 

background  set-off  the  three  between  Chef  Boy-Ar- Dee  Italian  dishes, 

comixments  of  the  ad.  1  0,)  0  and  2o0,000.  Prudence  Dorn,  home  eco- 

Campbell-Mithun  achieved  an  The  ad  made  interesting  use  nomist  for  American  Home 
interesting  effect  for  North-  of  a  high-fashion  drawing  of  a  Foods,  announced  the  color  ad- 
westem  National  Bank  by  woman  _  wearing  a  sleeveless  vertising  program  at  the  News¬ 
printing  the  eagle  on  a  huge  dress  and  jacket  costume  made  paper  Food  Editors  Conference 
silver  dollar  in  dark  blue.  The  of  Scaramouche-printed  cotton  here  this  week.  She  showed  sam- 
headline:  “Birdlovers!  May  we  topped  off  with  a  large  floppy-  pigg  of  the  Hi-Fi  preprinted 
help  you  start  a  collection?”  brimmed  pink  hat  against  a  ^ds  which  have  a  striking  bril- 
Consensus  of  the  judges  was  solid  black  background.  liance  as  a  result  of  the  “white 

that  this  year’s  batch  of  entries  Two  separate  T.  Eaton  Com-  on  white”  technique.  She  said 
in  the  agency  creativity  cate-  pany  Ltd.  entries  by  the  Mont-  the  full  color  ads  will  feature 
gory  showed  that  agencies  in  real  (Que.)  Gazette  remained  five  different  food  pictures  per 
general  have  made  “tremendous  in  the  judging  until  the  final  page  and  copy  will  not  only 
strides  in  implementing  ideas  gun.  Both  were  two-color  and  stress  Boy-Ar-Dee  products,  but 
and  effectively  using  color  to  black.  One  ad,  run  last  Jan.  20,  the  importance  of  convenience 
give  them  the  necessary  spark.”  was  illustrated  with  hand  foods  for  the  homemaker. 
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Good  Ad  Design  Aids 
Paper  to  Win  Award 


E&P  AWARD 
WINNER 

Newspapers  with  circulation 
under  100,000. 

Three  colors  and  black. 
Duluth  (Minn.)  Herald  and 
News-Tribune. 

American  Bakeries  Co.  (Tays- 
tee  Bread). 

Young  &  Rubicam,  Inc. 


Duluth,  Minn. 

Good  mat  design  and  material 
coupled  with  the  skill  of  pro¬ 
duction  department  workmen 
are  the  keys  to  quality  news¬ 
paper  printing  of  three  colors 
and  black,  John  A.  Breen,  Du¬ 
luth  Herald  &  News-Tribune  me¬ 
chanical  superintendent,  main¬ 
tains. 

“An  ad  has  to  be  especially 
designed  for  newspaper  color 
reproduction,”  he  said.  “VVe  re¬ 
ceived  a  well-designed  and  high 
quality  mat  from  Lake  Shore 
Electrotype  Division  for  the 
March  2,  1961  Taystee  Bread 
(American  Bakeries,  Chicago) 
ad  placed  by  Young  &  Rubicam, 
advertising  agency. 

Used  Patching  Method 

“Since  it  was  only  a  partial 
page  ad,  in  order  to  use  the 
direct  cast  mats,  it  was  neces¬ 
sary  for  us  to  patch  the  black 
mat  to  the  rest  of  the  page, 
which  contained  news  matter 
and  black  and  white  advertis¬ 
ing. 

“This  was  necessary  because 
we  do  not  have  an  extra  print¬ 
ing  cylinder  to  accommodate 
separate  black  plates  for  the 
rest  of  the  page.  In  shaving  of 
the  plates,  the  Bista  overlay  was 
used  to  give  highlights  and  vi¬ 
gnettes.  The  overlay  gave  iso¬ 
lated  tone  areas  less  impression. 

“Grease  was  applied  to  sev¬ 
eral  areas  on  the  face  of  the 
Bista  overlay  to  hold  it  in  posi¬ 
tion  on  the  cast.  Then  the  en¬ 
tire  back  of  the  overlay  was 
greased  so  it  would  stay  in  the 
arch  of  the  shaver  for  shaving 
of  subsequent  casts  of  the  same 
mat.  The  operation  was  dupli¬ 
cated  for  each  color.” 

Holds  Printing  Level 

Mr.  Breen  explained  that  use 
of  the  overlay  holds  the  treated 
areas  at  the  desired  printing 
level  during  the  shaving  opera¬ 
tion.  Additional  makeready  is 


applied  to  the  mat  or  overlay  if 
press  conditions  require  it,  he 
said. 

“The  March  2nd  Taystee 
Bread  ad  was  expertly  handled 
by  the  Herald  &  News-Tribune 
stereotypers  and  pressroom  em¬ 
ployes,”  Mr.  Breen  reported. 

Alois  Ebmer,  day  foreman  of 
the  stereotyping  department, 
has  been  with  the  Duluth  news¬ 
papers  for  17  years.  In  this 
period,  his  department  has  de¬ 
veloped  high  quality  workman¬ 
ship  in  producing  color  plates 
for  the  press. 
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Lawrence  C.  Hansen,  press¬ 
room  superintendent,  also  has 
a  wealth  of  experience.  He  has 
been  employed  in  the  Duluth 
newspapers  press  room  for  53 
years.  His  crews  seek  constant 
perfection  in  registration  and 
compensation  of  plates  on  the 
press.  Special  attention  is  paid 
to  correct  ink  setting  through¬ 
out  the  runs. 

.4d  Design  Praised 

Mr.  Breen  explained  that 
patching  the  black  mat  was  an 
important  step  in  printing  of 
the  ad.  He  complimented  the  ad 
agency  on  its  design  of  the 
Taystee  Bread  ad.  “Both  de¬ 
sign  and  material  must  be  good 
for  best  results,”  he  declared. 

Automatic  pasters  are  used 
and  help  a  great  deal,  he  noted, 
in  keeping  uniform  compensa¬ 
tion  throughout  the  runs. 

Leo  G.  McGreevy,  Duluth 
Herald  &  News-Tribune  adver¬ 
tising  director,  praised  the 
quality  of  color  in  the  newspa¬ 
pers.  “The  uniformly  good  re¬ 
production  of  color  advertising 


by  the  mechanical  department 
of  the  Duluth  newspapers  was 
a  great  help  to  the  ad  depart¬ 
ment  in  the  selling  effort,”  he 
said. 

B.  H.  Ridder  Jr.,  publisher  of 
the  Duluth  newspapers,  said: 

“It  is  enormously  gratifying 
to  receive  such  an  award.  The 
Editor  &  Publisher  award  car¬ 
ries  considerable  prestige  and 
the  award  confirms  the  high  re¬ 
gard  I  always  have  had  for  the 
abilities  of  Mr.  Breen,  Mr.  Eb¬ 
mer  and  Mr.  Hansen.” 

*  «  « 

Details  of  how  Young  &  Rubi¬ 
cam  handled  the  Taystee  Bread 
color  campaign  in  partial  pages 
is  covered  elsewhere  in  this 
issue  in  connection  with  Y&R 
winning  the  agency  creativity 
award  for  the  entire  program 
which  appeared  in  ROP  color  in 
28  markets. 

• 

July  Color 
LmageUp.5% 

Newspaper  ROP  color  adver¬ 
tising  linage  for  July  presented 
a  mixed  picture,  according  to 
the  current  monthly  Hoe  Re¬ 
port,  prepared  by  Media  Rec¬ 
ords  and  distributed  as  a  service 
to  the  press  and  advertisers,  by 
R.  Hoe  &  Co.,  Inc.,  press  maker. 

The  13,160,503  total  lines  was 
.0%  ahead  of  July  1960,  and 
the  104,612,451  lines  to  date  for 
1961  is  running  6.69^1  ahead  of 
last  year. 

The  retail  field  continued 
strong.  The  July  increase  year 
to  year  was  lO^o  and  the  year 
to  date,  7.6%  over  1960.  Retail 
color  linage  actually  surpassed 
national  color  for  the  416  news¬ 
papers  covered  in  these  studies. 

Retail  color  linage  runs  con¬ 
trary  to  both  black  and  white 
advertising  and  national  ROP 
color,  which  were  off  9.9%  and 
13.5%  respectively,  year  to  year 
for  July.  June  was  much  better 
in  this  regard. 

In  classifications,  automotive 
was  off  27.8%,  July  to  July,  and 
23.6%  for  the  year  to  date. 
However,  the  seven  month  total 
still  runs  ahead  of  1960  by 
13.3%  for  all  classifications. 
Cigarets  continued  strong,  and 
airways  replaced  meats  and  fish 
in  the  top  five  categories,  fol¬ 
lowing  gas  and  oil  and  beers, 
and  ahead  of  dairy  products. 

First  five  national  accounts 
for  color  were  Winston,  Amoco, 
Quaker  Life,  Viceroy,  and 
Pepsi-Cola. 

Top  papers  were  the  Los  An¬ 
geles  Times,  Milwaukee  Journal, 
Miami  Herald,  Denver  Post  and 
Nashville  Tennessean. 

A  resurgence  in  color  adver¬ 
tising  is  expected  this  Fall,  as¬ 
suring  another  record  year. 


AD-lines 

Bv  Roliert  B.  Mcliilvre 


Next  to  the  word  “client”,  the 
most  frightening  word  in  the  ad¬ 
vertising  business  must  “(■i>mmit- 
tee-itis.” 

*  *  * 

Clay  W.  Stephenson,  head  of 
the  Houston.  Texas,  ad  agency 
liearing  his  name,  recently  told 
the  Lubbock  Advertising  Club 
that  soap,  detergent,  and  most 
food  advertising  reflects  “gutlcM 
committee  action”  and  “sterile 
me- too- ism  of  committee-engi¬ 
neered  advertising.” 

He  said  it  is  “a  reverence  for 
compromise”  on  the  part  of  ad¬ 
vertisers  which  buries  the  Ameri¬ 
can  consumer  under  an  oppres¬ 
sive  avalanche  of  advertising  “so 
unimaginative  and  monotonously 
alike  as  to  justify  the  u.se  of 
price  rather  than  quality  as  a 
consumer  buying  incentive.” 

Mr.  Stephen.son  charged  that 
much  of  today’s  most  “imitative 
and  wasteful”  advertising  is  a 
product  of  the  nation’s  largest 
agencies. 

♦  *  * 

“It  could  not  be  otherwise.” 
he  went  on,  “for  creativity  is  a 
product  of  individual  thinking, 
not  committee  compromise.  .\nd 
the  larger  an  agency  liecomes. 
the  more  its  thinking  is  dictated 
by  committees  rather  than  in¬ 
spired  by  individuals.” 

According  to  Mr.  Stephenson, 
the  problem  of  bigness  for  the 
agency  is  more  difficult  to  solve 
than  for  the  big  advertiser,  for 
in  the  agency  there  exists  “a 
constant  and  all-important  need 
for  creative  thinking.  Thinking 
uncompromised  by  committee 
itis.” 

Pointing  out  that  while  re 
search  contributes  to  the  improve 
ment  of  marketing  in  many  ways, 
Mr.  Stephenson  noted  that  re 
search  rarely  in  itself  is  respon¬ 
sible  for  creative  ideas.  “Thus,” 
he  said,  “while  the  majority  of 
today’s  slide-rule  advertising  is 
not  really  bad  advertising,  it  is 
sterile  advertising.” 

*  «  * 

Mr.  Stephenson  said  that  the 
will  to  think  creatively  is  present 
among  very  few  of  the  giants  in 
advertising — the  big  agencies  who 
by  the  sheer  weight  of  their 
billings  exert  a  dominant  influ¬ 
ence  within  the  industry. 

“It  is  equally  true,”  he  said, 
“that  there  are  few  big  adver¬ 
tisers  who  have  the  courage  to 
seek  out  those  agencies  where 
creative  thinking  continues  to  be 
an  inspired  product  of  dedicated 
individuals  rather  than  a  watered- 
down  product  of  slide  rule  com¬ 
mittees.” 
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Money  moves  in  Cleveland 


Here  is  the  large  market  with  an  average  effective 
buying  income  (a  high  $8,035  per  Cuyahoga 
County  family)  based  on  a  staunch  and  well 
diversified  industry.  This  is  the  market  that 
produces  retail  sales  larger  than  those  of  any 
one  of  38  entire  states.  It’s  an  easy  market  to 
reach  and  sell  for  the  Plain  Dealer  is  a  direct 
line  to  the  families  who  spend  for  everything. 


I 


There’s  No  Easy  Way 
To  Produce  Color  Ad 


E&P  AWARD  WINNER 

Newspapers  with  circulation 
over  250,000. 

One  color  and  black. 

Kansas  City  (Mo.)  Star. 
Florida  Citrus  Commission. 
Benton  &  Bowles,  Inc. 


“We  know  of  no  easy  w'ay  to 
produce  perfect  color,”  Frank 
McKinney,  production  manager 
of  the  Kansas  City  (Mo.)  Star, 
said  this  week  in  commenting 
on  steps  taken  to  produce  the 
prize-winning  color  ad  for  the 
Florida  Citrus  Commission. 

The  1140-line  one-color  and 
black  ad  for  orange  juice  w'as 
handled  in  normal  fashion  un¬ 
der  the  overall  supervision  of 
Irvin  Baird,  assistant  produc¬ 
tion  manager,  who  is  respon¬ 
sible  for  all  ROP  color  repro¬ 
duction  at  the  Star. 

According  to  Mr.  McKinney, 
the  mats  supplied  by  Benton  & 
Bowles,  Inc.,  were  processed 
through  the  stereotype  depart¬ 
ment  by  Delbert  Irish,  of  the 


Star  stereo  department,  using  a 
master  matcher  and  trimmer, 
and  the  plates  were  cast  in  an 
automatic  autoplate  machine. 

4  Press  Cj^ws 

Four  press  crews  under  the 
supervision  of  Irv’ing  Van  Bib¬ 
ber,  foreman,  registered  the 
plates  and  made  the  run.  The 
Flint  Ink  Company  plant  in 
Kansas  City  furnished  a  special 
match  for  the  ink. 

Uniformity  of  reproduction 
on  both  multi-color  and  one 
color  and  black  at  the  Star  is 
due  primarily  to  close  adherence 
to  a  step-by-step  procedure 
worked  out  in  the  production 
department.  When  the  plates 
are  on  the  presses  a  proof  is 
pulled  with  impression  set  light 
and  ink  cut  back.  From  this 
proof  initial  moves  are  made 
for  register.  A  stereotype  de¬ 
partment  supervisor  generally 
is  in  the  pressroom  at  this  time. 

As  the  run  actually  starts, 
the  ink  flow  is  opened  gradually 
to  bring  various  colors  up 
quickly  to  standard  without  a 
flood.  The  pressroom  foreman’s 


men  to  whom  market 
information  is  top  news. 
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...and  big,  new  Riverside  {Calif.)  plant  note  under  way 
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COOL  OFF! 
PERK  UP! 


FRESH-FROZEN  ^  - 

ORANGE  JUICE nontla 


office  now  becomes  the  center  of  manager  and  attended  by  th« 
activity.  The  pressman  on  each  press  and  stereotype  foremen 
of  the  press  crews  w’ho  is  re-  and  other  personnel  for  the 
sponsible  for  the  color  on  his  purpose  of  discussing  color, 
press  brings  samples  to  the  “The  management’s  faith  in 
office  for  comparison  with  the  the  future  of  ROP  color  and  its 
engravers’  proof.  huge  investment  in  equipment 

.  for  producing  it,  along  with 

Hold  (A>lor  Sessions  teamwork  by  ail  departments, 

The  first  comparison  is  made  inakes  outstanding  color  work 
immediately  after  start-up.  By  possible  at  the  Kansas  City 
the  time  the  press  has  run  ap-  Star,”  said  Mr.  McKinney, 
proximately  2,500  papers  the  At  the  agency,  Gunnard 
procedure  is  repeated.  This  Faulk,  vicepresident  and  head 
checking  and  corrective  proce-  art  director  on  the  Florida 
dure  is  going  on  constantly  dur-  Citrus  Commission  account,  ex- 
ing  the  first  few  minutes  of  the  plained  it  this  way: 
run  under  the  watchful  eye  of  a  “When  we  first  decided  to  use 
supervisor,  until  the  product  of  color  for  the  1960-61  campaipi 
all  presses  matches  the  proof  as  we  used  a  foolproof  method  of 
nearly  as  possible  and  is  as  reproduction.  We  did  our  orig- 
nearly  uniform  as  possible  in  inal  artwork  in  reverse — that 
relation  one  to  the  other.  is,  we  gave  full  strength  for 

As  the  presses  settle  down  the  orange,  putting  that  in  first, 
to  a  running  speed  of  45,000  and  then  adding  the  black  to 
to  48,000  papers  per  hour,  the  give  contrast  and  to  outline  the 
check-out  activity  also  settles  black.  It  worked, 
down,  but  throughout  the  entire  “It  was  important  that  we 
run  samples  are  brought  to  the  get  a  good  orange  color,  of 
foreman’s  office  for  comparison  course.  In  accomplishing  this 
and  to  make  certain  that  qual-  we  had  the  help  of  the  ANPA 
ity  is  being  maintained.  Research  Institute.  They  de- 

In  addition  to  this  daily  rou-  veloped  a  special  ink  for  us  that 
tine  of  eternal  vigilance,  there  has  been  named  Florida  Citrus 
are  get-together  sessions  fre-  Orange.  This  helped  get  the 
quently  called  by  the  production  results  we  wanted.” 
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Color  Sells  San  Diego! 

R.O.P.  color  registers  with  resounding  impact  in  the  expanding  San  Diego  market.  The  San 
Diego  Union  and  Evening  Tribune  have  been  pioneers  and  leaders  in  the  production  of  full  news¬ 
paper  color  for  over  31  years.  Our  Goss  Headline  Presses  are  completely  color-equipped.  Our 
stereotyping  and  color-matching  equipment  is  the  finest.  And  our  files  are  full  of  success  stories 
which  prove  that  our  R.O.P.  color  sells.  (A  card  to  our  National  Advertising  Department  will 
bring  a  detailed  report  on  case  histories.)  Let  us  help  you  plan  your  campaign  now. 

COPLEY  NEWSPAPERS;  15  Hometown  Daily  Newspapers  covering  San  Diego. 

California  —  Greater  Los  Angeles  —  Springfield,  Illinois  —  and  Northern  Illinois. 

Served  by  the  Copley  Washington  Bureau  and  The  Copley  News  Service. 

Represented  nationally  by  NELSON  ROBERTS  &  ASSOCIATES,  INC. 

■  The  Ri 

ilje  i^an  Piega  Imon  |  Evening  Tribune 

L  _ 


ing  of  Truth" 


The  ^ 
great  taste 


in  bacon  is 

HORMEL 


BACON 


or  no  distinction  from  one  com¬ 
pany  to  another.  When  the 
brand  names  were  covered  up, 
it  was  almost  impossible  to  tell 
one  company’s  ads  from  an¬ 
other. 

Tom  Purcell,  Hormel’s  fresh 
meat  advertising  manager, 
painted  out  that  Hormel  had 
built  its  reputation  for  bacon 
on  delicious  taste,  quality  and 
curing  i)rocess.  “Just  as  impor¬ 
tant,”  he  added,  “Hormel  Bacon 
“As  a  result,”  Mr.  Cooney  delicious,  also.  ’ 

said,  “95%  of  our  pressmen  ‘Hi*  and  in  Color’ 

can  handle  all  phases  of  color 

printing.  The  journeymen  are  So  it  was  decided  that  the 
skilled  and  are  interested  in  best  iwssible  way  to  show  Hor- 
quality;  they  are  critical  of  mel  Bacon  was  to  show  it  big, 
their  own  work  and  the  mate-  almost  as  big  as  the  newspaper 


Hormel’s  Bacon  Ad 
Scores  with  Women 


Minneapolis 

“Stereo  and  pressroom  coop¬ 
eration  plus  good  super\'ision.” 

That’s  the  combination  that 
helped  the  Minneapolis  Star  and 
Tribune  win  a  first  place  award 
in  Editor  &  Publisher’s  ROP 
color  contest,  according  to  Jack 
McCambridge,  Star  and  Tribune 
production  director. 

The  advertisement,  an  inser¬ 
tion  for  Hormel  Bacon,  won  first 
place  in  general  advertising  (3 
colors  and  black)  for  newspa¬ 
pers  over  250,000. 

Have  Gained  Experience 

“Because  of  extensive  use  of 
editorial  and  advertising  color 
in  the  Star  and  Tribune,”  said 
Mr.  McCambridge,  “our  produc¬ 
tion  crews,  right  down  the  line, 
have  the  experience  and  skill  to 
produce  good  color.  They  know 
that  one  mistake  in  any  part  of 
the  process  might  result  in  poor 
color  reproduction.” 

The  set  of  mats  received  from 
BBDO  went  through  the  normal 
color  reproduction  process.  Don¬ 
ald  Little,  stereo  superintendent, 
and  Art  Stone,  press  room 
superintendent,  supervised  pro¬ 
duction  in  their  departments. 

Precision  color  registration  of 
the  advertisement  began  in 
stereo  where  a  Sta-Hi  Master 
mat  register  system,  operated 
by  Tom  Ranstad,  was  used  to 
check  the  register  of  the  mats 
'  and  to  trim  them  properly. 

!  After  casts  were  made,  they 
I  were  routed  and  nickel^  by 
Robert  Damcke. 


JN  PENNA) 


DISTRIBUTORS  and  CHAINS 
SERVE  THE  S  AREAS 
bu  SINGLE  WAREHOUSING! 


MM.0F  UICKAIfIMNM  AN»  LUZERNC  COUmiES  IN 
SUDS  CONSUMERMARKETS-FEB.  6,1961 


U  tkt  great  tmtf  ift  HOHVEL 


Need  A  Many-Faceted* 
“Genius”? 


•Copy — Editorial — PR — Promotion — 
Publishing 

34.  paterfamilias.  Cambridpe  and  Chi< 
cago  Universities,  B.A.  Quick  of  wit. 
keen  of  insight,  words  and  ideas  ad 
infinitum.  Lately  with  New  York  trade 
puMication.  all  capacities:  admini$tra> 
tlve,  advertising  and  promotion  head  of 
retail  discount  chain  headguartered  in 
Oakland;  pr  and  promotion  big  San 
Francisco  opening.  Now  editor  of  new 
national  consumer  magaiine.  a  Golconda 
that  can't  be  mined  for  lack  of  $$$. 
Willing  to  re-loeate.  Write  45  Glover 
Street,  San  Francisco  9.  California. 


GIVES  YOU  THE  MOST  DOMINATING 
COVERAGE  IN  LACK/WAMMACOUinVi 


SAWYEIl«R©USON- WALKER  COMPANY,  INC 
NbOom/ PlfpfVMntetivM 

MWYOIt  GMCASO  RHtUMLfHIA  OCItorT 
AlUWU  IM  AMeUH  WSN  NUSNCtSCO 


How  to  develop  your 


SELLING 

MUSCLES 


in  Uie 


The  first  step  is  to  reach  MORE  people 
when  they  are  MORE  inclined  to  buy. 
There's  a  world  of  buying  power  in  the 
Dallas  Market  and  you  reach  it  best  in  The 
Times  Herald. 

When  your  schedule  calls  for  color  .  .  . 
make  it  TIMES  HERALD  COLOR.  Our 
presses  are  completely  color  equipped.  Our 
stereotyping  and  color  matching  is  the 
finest  and  we  can  show  you  hundreds  of 
success  stories  that  prove  our  color  SELLS. 
In  the  composing  room,  stereotype  and 
press  room,  all  hands  work  together  to 
assure  advertisers  of  the  tonal  quality  and 
clean  highlights  that  give  impact  to  your 
color  ad. 


The  Dallas  Times  Herald 

Largest  Metropolitan  Area  Circulation  in  the  Southwest 
Represented  Nationally  by  the  Branham  Company 


WE  PRINT  RAINBOWS 


.  .  .  with  golden  results  for  our 
advertisers  because  color  appeals 
to  our  37,077  subscribers.  Thus  far 
in  1961  we  are  enjoying  a  68% 
increase  in  color  advertising  com¬ 
pared  to  the  same  period  last 
year.  Full  color,  two  colors  or 
single  colory, our  new  Goss  Head- 
Jiner  presses^  print  rainbows  .  .  . 
rain  or  shine. 


QlumaWai 


ferent  for  each  ad  in  the  series 
E&P  AWARD  WINNER  and  all  showed  ima^native  pho- 
.....  togrraphic,  illustrative  handling 

Newspa^rs  with  circulation  prepared  by  the  client’s 
between  100,000  and  250,000.  advertising  agency,  Ross  Roy- 
One  color  and  black  Brooke,  Smith,  French  &  Dor- 

Peoria  (Ill.)  Journal  Stan  ^ance,  Inc.,  Detroit,  Mich. 

Corby  s  Whiskey  (J*®;  “The  basic  ideas  for  each 

Division  of  newspaper  advertisement  were 

Hiram  Walker  -  Gooderham  &  magazine  ads,  and, 

in  turn,  were  adapted  for  dis- 
Ross  Roy  —  Brooke.  Smith,  pj^y  material  and  for  outdoor 

French  &  Dorrance.  uge  simplified  form,”  ex- 

•  plained  John  S.  Pingel,  executive 

Pexiria,  Ill.  vicepresident  of  the  agency. 

The  aim  of  the  prize-winning  The  advertising  strategy  for 
ROP  spot  color  ad  in  the  market-  newspapers  was  to  use  large 
ing  program  of  Jas.  Barclay  &  space,  often  in  two  colors,  for 
Co.,  Ltd.,  was  to  position  Corby’s  impact  and  memorability, 
as  a  quality  whiskey,  featuring 

the  versatility  of  Corby’s  in  any  How  Melon  Photo  Used 
kind  of  drink.  -  Artwork  for  this  particular 

Reproduction  of  the  ad  in  the  newspaper  ad,  which  the  Journal 
Peoria  Journal  Star  won  an  E&P  Star  reproduced  as  a  winner  in 
award  for  newspapers  with  cir-  E&P’s  ROP  color  contest,  was  a 
culation  between  100,000  and  black  and  white  photog^raph  of  a 
250,000  in  the  one  color  and  sliced  watermelon.  This  was 
black  category  for  1961.  taken  at  the  same  time  a  color 

Individual  treatment  was  dif-  photograph  was  made  for  color 

pages  in  magazines. 

- — Here  is  how  the  final  result 

I^\  !  was  achieved  by  the  agency’s 

art  and  production  departments 
for  new'spaper  use: 

The  black  and  white  photo- 
graph  was  used  for  the  red.  The 
seeds  and  skin  of  the  water- 
!  melon  printed  on  an  overlay  was 
used  for  the  black  plate. 

Used  Dark  Print 


.VSkTHKI'MMtlA  J4H  RNAI.  ST.AR 


SELL 

SOAP? 

TEST 

PROVIDENCE! 


Apple  Week  Mats 

Apple  Week  Highlights 
Autumn  Harvest!  Apples  recipes 
are  displayed  in  rich  Autumn 
colors  in  illustrations  prepared 
by  the  National  Apple  Week 
Association  in  cooperation  with 
the  Milwaukee  JoumaVs  ROP 
Color  Service.  Mats  are  offered 
at  no  charge  to  food  editors 
according  to  their  own  layout. 
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Recently,  a  major 
AAAA  agency  evaluated  the 
color  reproduction 
quality  of  major  market 
newspapers  carrying  their 
18-insertion, 

I 

4-color 

cigarette  campaign  . 


V.  ' 


:•  V-- . 


THE  WASHINGTON  STAR 

received  their 

HIGHEST  RATING  FOR 

COLOR 

REPRODUCTION 

on  each  of  the  18  insertions. 

May  we  show  you  our  medals 
and  tell  you  the  whole  story? 


* 


THE  HA  M  M  O  N  D  TIMES 

'  121,381  combined  circulation  ABC  3  31  61 

J  represented  BT  burke  KUIPERS  &  MAHONEY,  INC 


What’s  Up  Front 
Counts  in  Winston  Ad 


Three  colors  and  black.  Temperature  I»Yvered 

Item'"'  White,  Statee- 

K.'j.  Heynolde  Tobacco  Co.  Item  stem,  superintendent,  etc- 
tWinston)  plained  that  when  working  with 

William  Esty  Company.  temperature 

_  has  to  tie  lowered  to  o70  degrees 

to  prevent  porosity  (normal 
„  .  casting  temperature  is  610  de- 

Full-color  reproduction  was  )  the  next  .step 

what  counted  “up  front”  in  the  involved  nickle-plating  four  com- 
winning  Winston  cigaret  page 

ad  which  ran  in  the  Ncwi  Or-  j^r.  White,  who  has  been  in 

the  stereo  business  for  26  years, 
®  ■  ■  three  and  a  half  of  them  with 

According  to  the  newspaper,  the  Times-Picayune  Publishing 
glass  mats  were  received  from  Company,  then  passed  the  plates 
the  William  Esty  Co.,  Winston  along  to  Peter  G.  Prassinos, 
ad  agency,  on  Feb.  8  and  were  pressroom  superintendent,  who 
sent  to  the  stereo  department  locked  them  into  position  on  the 
for  examination  and  comparison  daily’s  two,  eight-unit  Hoe 
with  the  agency’s  progressive  presses. 


Ihi  MfharttB  up  that  counts 

PltTERjBLEND 


t  tastes  good-like  a  cigarette  should ! 


delivered  in  the 

GARY- HAMMOND  E.  Chicago,  INDIANA 
METROPOLITAN  MARKET 

. . .  Daily  and  Sunday  through 


BEHIND  WHAT’S  UP  FRONT — Peter  G.  Pretsinos  (left),  pressroom 
superintendent,  and  Frederick  J.  White,  stereo  superintendent,  were 
the  men  behind  the  award-winning  Winston  cigaret  ad  in  the  New 
Orleans  (La.)  States-ltem. 
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Year  after  year  The  Pontiac  Press 
leaps  ahead  in  ROP  Color  linage.  In  1959  linage 
was  up  35%  over  1958!  In  1960  it  jumped  another  34%! 

And  ’61  is  starting  off  to  be  a  bigger-than-ever  year  for  color  ads. 
Yes,  The  Pontiac  Press  is  running  away  with  color: 


LOOK  AT  THE  TRAIL  WE^RE  LEAVING: 


1957 . 

. 312,304  lines 

AND  WE’RE  RUNNING  AWAY 

1958 . 

. 406,626  lines 

WITH  COVERAGE  TOO! 

1959 . 

. 550,787  lines 

1960 . 

. 735,651  lines 

•  76%  of  all  households  in 

the  Pontiac  Market  take 
The  Pontiac  Press 

•  61%  of  Pontiac  households  take  only  The  Pontiac  Press 

•  98%  of  coverage  is  home  delivered 

For  colorful  coverage  of  the  Pontiac  area  and  Oakland  County, 
remember  the  colorful  leader  in  Michigan  . . .  remember  The  Pontiac  Press! 

THE  PONTIAC  PRESS 


PONTIAC,  MICHIGAN— Circulation  60,399  — ABC,  Sept.  30,  1960 

KcprcHcnted  by  Newspaper  Marketing  Associates  Scolaro,  Meeker  and  Scott  Division,  New  York.Chicago,  Philadelphia,  Detroit 
Doyle  &  Hawley  Division,  IxM  Angeles  &  San  Francisco 


High  Fashion  Ad  Was 
A  Challenge  To  All 


E&P  RETAIL 
CREATIVITY  AWARD 
WINNER 

Newspapers  with  circulation 
between  100,000  to  250,000. 

Advertiser:  Frost  Bros.,  San 
Antonio,  Texas;  Advertising  Di> 
rector,  Lessi  Ellen  Culmer;  Ad¬ 
vertising  .Manager,  Esther  Gru¬ 
ber;  Art  Director,  John  Woods; 
Fashion  .4rtist,  Max  Jordan; 
Copywriter,  Esther  Stith. 

Newspaper:  San  Antonio 
(Texas)  Express  and  News. 


The  two-colors  and  black  high- 
fashion  ad  by  Frost  Bros,  which 
ran  in  the  San  Antonio  (Texas) 
Express  and  News  on  Sunday, 
Jan.  22,  1961,  won  the  top 
award  for  “best  creative  use”  of 
color  by  a  retailer  in  the  100,000- 
250,000  circulation  class. 

The  ad  depicted  a  high-fashion 
drawing  of  Maurice  Rentner’s 


Fashion-Bouquet  Collection  by 
Bill  Blass  who  won  the  1961 
American  Fashion  Critics 
Award. 

The  fashion  ad  drawn  by  Frost 
artist  Max  Jordan  showed  a 
woman  wearing  a  two-piece  print 
dress  topped  off  with  a  large 
floppy  hat  against  a  solid  black 
background.  The  two  other  colors 
besides  black  were  coral  and 
green. 

Steps  Involved 

The  steps  towards  the  flnal 
artistic  achievement  of  this  ad 
went  like  this: 

1.  The  merchandise  manager 
and  buyer  discussed  ad  and  mer¬ 
chandise  with  Ad  Manager,  copy¬ 
writer  and  Art  Director. 

2.  Copywriter  did  rough  copy 
with  headline  and  words  which 
were  planned  to  inspire  the 
graphics. 

3.  Ad  manager  discussed  colors 
with  newspaper,  submitted  color 
samples,  even  sent  the  actual 
jacket  of  the  costume  to  the 
paper. 


O  ^  Q  ^ 


WE’VE  TURNED  THE  BIGGEST  CORNER  YET 

The  Worcester  Telegram-Gazette  carries  more 
Retail  Grocery  Linage  than  any 
other  newspaper  in  New  England* 
♦Source:  Media  Records  Inc.  1960 


4.  Art  director  did  several 
rough  layout  designs  and  dis¬ 
cussed  the  ideas  with  artist  and 
copywriter  and  manager. 

5.  Manager  and  artist  dis¬ 
cussed  manner  of  affecting 
multicolors  with  two  color  plates 
with  Irvin  Cook,  production 
manager  of  the  Express  and 
News  and  Jack  Rheinhardt, 
Engraving  Superintendent. 

6.  Artist  Max  Jordan  and  art 
director,  John  Woods  discussed 
techniques  and  the  artist  pro¬ 
ceeded  with  the  illustration, 
doing  the  black  plate  drawing 
and  two  overlays  .  .  .  one  for 
green  and  one  for  coral  plate. 
He  did  an  exceptionally  fine  job 
of  plotting  the  hues  and  the  over¬ 
printings  of  the  two  color  plates, 
as  well  as  the  varying  values 
and  overprintings  of  the  black 
plate  so  that  in  the  end,  with 
only  two  spot  colors  plus  black, 
a  seven-color  effect  was  achieved ! 

The  artwork  was  delivered  to 
the  Express  and  News  engraving 
department  about  three  days 
prior  to  publication.  Cuts  were 
made  under  the  supervision  of 
Mr.  Rheinhardt  using  line  and 
halftone  flaps.  The  job  was  shot 
on  a  black  and  white  Chemco 
camera.  The  plates  were  rapid- 
etched  in  a  Chemco  etching 
machine.  The  metal  used  was 
16-gauge  zinc. 

Plates  'Cold-Kolled' 

The  plates  were  then  “cold- 
rolled”  under  the  supervision  of 
Stereotype  Superintendent 
George  Price.  All  three-colors 
including  the  black  were  molded 
on  Burgess’  Colortex  mat  with 
maximum  one-half  inch  shrink¬ 
age.  The  mats  were  registered 
using  a  Sta-Hi  Mat  registering 
machine;  plates  were  cast  in  a 
Wood  Pony  Autoplate  equipped 
with  a  Wood  Tension-Miller 
where  another  check  was  made 
on  the  plate  register.  All  stereo 
plates  were  then  nickel  plated. 

The  ad  appeared  on  page  three 
of  the  Society  section  of  Sun¬ 
day’s  paper.  It  was  printed  on  a 


Goss  Headliner  press  under  the 
direction  of  Pressroom  Suiierin- 
tendent  Henry  Kilgore.  The 
press  is  equipped  with  automatic 
tension  and  pasters,  as.'suring 
perfect  color  register.  Special 
inks  were  furnished  by  South¬ 
west  Printing  Ink  Company  of 
San  Antonio. 

At  Frost  Bros.,  Advertising? 
Director  Lessi  Ellen  Culmer 
said,  “This  ad,  greatly  successful 
for  Frost’s  at  the  time  of  its 
insertion  in  the  San  Antonio 
Express  and  News,  ha.'<  now 
brought  muchly  appreciated 
honor  to  us  and  the  newspaper. 
Such  success  for  an  ad  Imings 
into  sharp  focus  the  close  t ooper- 
ation  necessary  Itetween  crt'ative 
fashion  artist  and  creative  tech¬ 
nicians  at  the  newspap(*r.” 

Unique  Alliliide 

Mrs.  Culmer  added,  “In  the 
opinion  of  Frost’s  advertising? 
department  this  unique  attitude 
and  spirit  of  interest  and  carinf? 
on  the  part  of  the  newspaper, 
makes  it  possible  for  Frost’s  to 
do  original  work  with  the  news¬ 
paper  in  an  all-of-one-mind 
manner  that  makes  such  creative 
work  not  only  possible  but 
joyful.” 

“The  main  thing,”  said  Frost 
artist  Jordan,  “was  our  clear. 


LOOKING  AT  A  WINNER— Le«i 
Ellen  Culmer  (riqht),  advertising 
director,  and  artist  Max  Jordan, 
both  of  Frost  Bros.,  look  over  their 
prize-winning  two-color  and  black 
ad  which  ran  in  the  San  Antonio 
(Texas)  Express  and  News. 

clean  concept  for  the  design  and 
the  approach  of  the  ad  and  the 
precise  and  almost  precious  han¬ 
dling  of  its  reproduction  by  the 
newspaper.  Also  a  significant 
factor  was  the  rich  black  back¬ 
ground,  so  difficult  for  a  speed 
press,  for  without  this  the  ad 
would  have  never  come  to  life.” 

In  spite  of  the  fact  that  the 
pattern  of  the  dress  print  was 
most  intricate,  a  Scaramouche 
print  from  Italy,  artist  Jordan 
feels  the  ad  was  actually  reduced 
to  simplest  terms,  that  it  was 
composed  purely  and  not  too 
busy  in  its  elements.  This  is  a 
traditional  technique  of  Frost’s 
which  made  this  particular  ad 
(Continued  on  page  40) 
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AWARD-WINNING  COLOR 


SALES-WINNING  MARKET 

Once  again  the  Peoria  Journal  Star  won  Editor  &  Publisher’s  top  award  for  2  color  reproduction  by 
newspapers  of  100,000  to  250,000  circulation.  Appropriately,  the  ad  was  for  a  Peoria  product - 
Jas.  Barclay  &  Co.,  Ltd.’s  Corby’s  Reserve  Whiskey.  Distilling  is  one  of  Peoria’s  major  industries . . . 
another  reason  why  this  metropolitan  area  has  grown  to  become  America’s  81st  market  and  the  2nd 
largest  market  in  Illinois.  Peoria  Journal  Star  circulation  hits  89%  of  this  area’s  households,  overflowing 
to  13  counties  where  over  half  a  million  people  earn  over  a  billion  dollars  annually. 


i 

Advertiser:  Jas.  Barclay  &  Co., Ltd.  (Division  of  Hiram  Walker  &  Sons.  Inc.) 
Agency;  Ross  Roy  -  B.S.F.& D.,  Inc. 


COLOR  FACTS 

R.O.P.  Color... full  color  or  spot... available 
7  days  a  week...  1000  line  minimum... 
low  premium  rates. 

Peoria  Journal  Star 

O’MARA  &  ORMSBEE,  INC. 

National  Representatives 


Full  Color  Conveys 
‘Freshness’  Image 


E&P  RETAIL 
CREATIVITY  AWARD 
WINNER 


Newspapers  with  circulation 
under  100,000. 

Advertiser:  American  Stores 
Co. 

Advertising  Manager:  Jack  E. 
Barr 

Newspaper:  Lancaster  (Pa.) 
New  Era  and  Intelligencer 
Journal. 


9  BILLION 
^  DOLLARS' 
’  TO  SPEND! 


^  million  and  a  half  people*  with 
higher  than  average  income  popu¬ 
late  the  rich  Tulsa  Magic  Empire 
»  area.  Buying,  building,  planning, 
y  spending,  these  people  can  be  reach^ 
through  the  newspapers  they  read  and 
believe  in  .  .  .  the  Tulsa  World  and  The 

Tulsa  Tribune.  'SM  Survey  oi  Buying  Power,  1961. 
Represented  Nationally  by  The  Branham  Co. 


EVENING 


MORNING  •  SUNDAY 


'Sprilvf  Salad  fixin  *s 
at  eariy~bird  savings ' 


LMtCrf  #W<IIC/V(S 


TOMATOES  ~ .  19<  i  CELERY  2  29< 


five  items  were  indicated  across  that  proper  shrinkage  and  a 
the  bottom  of  the  page,  in  bold,  clean  face  would  be  on  the  plate 
black  type,  keeping  copy  to  a  to  be  used.  Another  set  of 
minimum.  plates  were  then  cast  and  set 

The  winning  advertisement  aside  for  air  cooling  and  paired 
was  selected  from  among  more  up  with  the  plates  for  the  cor- 
than  a  dozen  full-color  ads  responding  colors.  After  the 
which  the  American  Stores  ran  dead  metal  was  eliminated  by 
in  Lancaster  in  the  past  year,  the  Twin-plate  routers,  the 
“Choosing  the  ad  to  enter  from  Acme  plates  were  placed  on  the 
this  series  was  most  difficult,”  press,  and  registered.  We  used 
said  M.  J.  Powderly,  director  of  as  little  carding  as  possible  to 
advertising  sales  of  Lancaster  bring  all  plates  into  proper  reg- 
Newspapers,  Inc.  “Every  one  istration.”  Mr.  Detwiler  added, 
of  these  ads  have  been  terrific  “The  inks  used  were  standard 
and  have  evoked  much  favor-  ANPA-AAAA  inks.  We  con- 
able  comment,”  Mr.  Powderly  stantly  check  these  inks  to  see 
said.  “Juicy  rib-roasts,  cinna-  that  proper  viscosity  and  color 
mon  buns,  golden  brown  turkeys  pigment  are  being  supplied.” 
are  just  a  few’  of  the  foods  fea¬ 
tured  in  the  series  of  full  page  Kept  Constant  Watch 

prestige  color  ads.”  «A11  during  the  run  of  this 

We  received  the  direct  cast  pj-jze  winning  ad/'  explained 
mats  from  Acme  seven  days  be-  w.  Hoover,  Intelligencer 

fore  publication  date,”  ex-  journal  press  foreman,  “the 
plained  Warren  Detwiler,  me-  pressmen  kept  constant  w’atch 
chanical  superintendent  at  Lan-  roller  and  press  settings 

caster  Newspapers.  “The  mats  to  insure  top  quality  reproduc- 
were  immediately  checked  and  tion.  We  certainly  were  pleased 
then  sent  directly  to  the  stereo  to  see  this  ad  rolling  off  the 
department  in  the  press  room,  presses  looking  as  clean  and 
First,  they  were  carefully  fresh  as  the  engravers  proof.” 
trimmed  and  formed  for  cast-  Lancaster  Newspapers  have  a 
ing.  The  first  plate  cast  of  each 

color  was  discarded  in  order  (Continued  on  page  36) 
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Colormatic*  by  Hoe  reduces  the  possibility  of  web  breakage  to  an  absolute  minimum.  But  when  it  does  occur, 
nothing  very  aggravating  can  possibly  happen.  The  Hoe  overload  release  clutch  goes  into  action  instantaneously 
and  automatically.  The  press  stops.  The  clutch  is  re-set  simply  by  inserting  a  wrench  in  an  exterior  socket,  and 
turning  it  180°.  There  is  nothing  to  fix,  repair  or  replace.  This  automatic  overload  protection  is  just  one  of  many 
major  features  of  Hoe  Colormatic.  Look  and  listen  for  yourself.  Your  eyes  and  ears  will  b  b 
report  that  Hoe  builds  a  bit  of  tomorrow  into  today’s  equipment.  Look  to  Hoe  for  prog-  ■■■■  b^BB 
ress  in  printing.  R.  Hoe  &  Co.,  Inc.,  910  East  138th  Street,  New  York  54,  New  York.  I  ■  ■■ 


SERVES  MORE  CITIES  IN  MORE  COUNTRIES  THAN  ANY  OTHER  AIRLINE 


53  pure  jets!  This  is  the  giant  Air  France  Jet  fleet.  20 
Boeing  707  Intercontinental  Jets— more  American-built 
Boeing  707  Jets,  in  fact,  than  any  other  European  air¬ 
line.  And  33  medium-range  Caravelle  Jets.  The  Caravelle 
is  the  jet  Air  France  pioneered  so  successfully. 

Already  well  over  one  million  people  have  flown  Air 
France  Jets.  For  Air  France  Jets  fly  around  the  world. 
Air  France  Boeing  707  Jets  fly  direct  to  Europe  from 
New  York,  Los  Angeles,  Chicago,  Montreal,  Anchorage 
and  Mexico  City,  Air  France  Boeing  707  Jets  also  pro¬ 


vide  swift  giant  steps  from  Europe  to  South  America, 
Africa  and  the  Far  East.  And  the  outstanding  Air 
France  Caravelle  Jets  serve  42  cities  in  Europe,  North 
Africa  and  the  Middle  East. 

The  pilots  who  fly  Boeing  707  Jets  are  as  remarkable 
as  the  jets  they  fly— 6,000,000-mile-experienced  veterans. 
No  other  airline  in  the  world  has  higher  .standards  for 
flight  personnel.  Small  wonder  that  Air  France,  with  a 
42-year  record  of  flying  experience  and  service,  is  the 
world’s  largest  airline. 


AIR^FRANGE  JET 

PUBLIC-RELATIONS  PERSONNEL  READY  TO  SERVE  YOU  IN  NEW  YORK,  CHICAGO,  LOS  ANGELES,  MONTREAL  AND  MEXICO  CITY 


iColor  Ads  Do 
Selling  Job 
In  Waukegan 

Waukegan,  Ill. 

“Of  all  the  advertising  placed 
by  us,  the  greatest  return  per 
dollar  spent  has  come  from  col- 
jor  ads.” 

This  is  how  Patrick  Durkin 
I  of  Durkin  &  Durkin,  men’s 
I  clothing  store  here  describes  the 
impact  of  color  advertising 
placed  by  the  store  in  the  Wau- 
kegan  News-Sun. 

Durkin  is  one  of  the  scores  of 
retail  advertisers  who  have  in¬ 
creasingly  turned  to  the  use  of 
color  in  their  promotion. 

(Continued  Cain  in  Color 

Durkin,  one  of  the  Waukegan 
newspaper’s  largest  advertisers, 
has  had  ample  experience  with 
color,  having  placed  full-page 
1  four-color  ads  and  spot-color 
with  excellent  results.  Each  year 
Durkin  contends  the  store  has 
j  increased  its  color  ad  allotment 
as  a  percentage  of  their  total 
advertising  dollar. 

The  News-Sun  ran  its  first 
color  ad  on  July  20,  1945.  From 
a  few  lines  of  advertising  in 


that  year  the  color  linage  in  the 
newspaper  has  grown  to  763,651 
lines  of  color  in  1960.  Much  of 
this  increase  has  taken  place  in 
the  last  five  years.  News-Sun 
color  advertising  has  grown 
over  500,000  lines  since  1955. 

A  leading  Waukegan  furni¬ 
ture  store,  J.  Blumberg,  Inc., 
claims  at  least  a  20%  sales  in¬ 
crease  for  their  average  color 
ads  over  black  and  white  ads. 
Secondly,  they  point  to  the  fact 
that  color  gives  them  excellent 
position  in  the  newspaper. 
Third,  they  stress  that  their  ex¬ 
perience  has  shown  that  color 
ads  produce  greater  readership 
and  thus  broader  response  in 
their  market  area. 

Makes  Longer  Impression 

Blumberg  uses  spot  color  on 
prices  and  headlines,  solid  tint 
blocks  for  design  purposes  and 
full  color  advertising  to  illus¬ 
trate  their  furniture. 

Not  only  local  stores  but  shop¬ 
ping  center  associations  point 
to  the  successful  use  of  color  in 
the  newspaper.  Here’s  the  way 
Phil  O’Donnell,  director  of  the 
Waukegan  Shopping  Plaza  As¬ 
sociation  puts  it.  “Color  leaves 
a  much  longer  impression  on 
the  reader.  Color  gives  more  im¬ 
pact.  Color  gives  beauty  to  our 
ads.  Last  but  not  least,  color 


gives  the  ‘sell’  needed  in  our 
ads.” 

Steady  Color  User 

“The  Shopping  Plaza  has 
been  a  steady  color  advertiser 
in  the  News-Sun  since  the  cen¬ 
ter  opened  five  years  ago.  Each 
month  we  run  a  special  section, 
the  front  page  of  these  sections 
always  being  in  color,”  Mr. 
O’Donnell  said. 

• 

Peaches  and  Meat 
Offered  in  Color 

The  Cling  Peach  Advisory 
Board  in  cooperation  with  the 
Milwaukee  Journal’s  ROP  Color 
Service  is  doing  their  best  to 
supply  gfrocery  accounts  with 
good  meat  illustrations  at  no 
charge.  Realizing  the  gnawing 
desire  for  colorful  illustrations 
of  this  nature,  they  are  offering 
19  different  meat  features  com¬ 
bined  with  canned  Cling  peaches 
or  fruit  cocktail  in  their  current 
color  mat  catalog. 

Black  and  white  equivalents 
of  the  color  units  are  ailso  avail¬ 
able  in  the  catalog  thereby 
enabling  large  food  chains  to 
run  a  color  ad  in  a  large  news¬ 
paper  and  the  same  black  and 
white  ad  in  newspapers  with  no 
color  capacity  in  the  same  area. 


Newspaperboy  Day 
Color  Mats  Offered 

A  full  color  Newspaperboy  ad 
is  being  offered  to  members  of 
the  International  Circulation 
Managers  Association  for  use  in 
connection  with  National  News¬ 
paperboy  Day,  Oct.  21. 

Through  the  cooperation  of 
the  Los  Angeles  (Calif.)  Times 
and  Sta-Hi  Color  Service  the  full 
page  colormats  are  being  offered 
to  newspapers  at  cost,  $60. 

Newspapers  have  the  choice  of 
using  the  copy  included  in  the 
ad,  or  preparing  local  copy.  The 
black  plate  will  not  be  furnished. 

Headlined  “Newspapers  Are 
His  Business  .  .  .  but  he  doesn’t 
make  many  headlines,”  the  copy 
tells  of  the  work  done  by  car¬ 
riers  along  with  their  studies, 
sports  and  hobbies  and  concludes 
with  the  message:  “He  has 
earned  the  right  to  make  head¬ 
lines  on  this  one  day  for  his  good 
work  .  .  .  for  the  job  he  is  doing 
and  for  the  future  job  he  is  pre¬ 
paring  for.” 

The  direct-casting  Sta.-Hi  col¬ 
ormats  may  be  ordered  direct 
from  Sta-Hi  Color  Service,  1000 
S.  Pomona  Ave.,  Fullerton,  Calif, 
or  through  the  ICMA  Newspa¬ 
per  boy  Committee,  headed  by 
Edward  L.  Bennett,  circulation 
director,  Hackensack  (N.  J.) 
Record, 


INSIDE  SOLID  CINCINNATI: 


'7  don’t  know  why  Fred  never  told  me  before  that  we  Cincinnati 
Enquirer  families  have  $600  a  year  more  to  spend 
than  the  average  Cincinnati  family.” 


SOLID  CINCINNATI  READS 
THE  CINCINNATI  ENQUIRER 

Daily  Enquirer  families  make  more,  need  more, 
spend  more.  You’re  in  solid  with  them  when  you 
advertise  in  their  newspaper  .  .  .  the  Cincinnati 
Daily  Enquirer.  For  more  facts  on  the  market- 
that-matters  in  Cincinnati,  write  the  Cincinnati 
Enquirer’s  Research  Department  for  the  latest 
Top  Ten  Brands  survey. 

Represented  by  Moloney,  Regan  &  Schmitt,  Inc. 
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^Freshness  ’ 

(Continued  from  page  32) 


HormeVs 

(Continued  from  page  24) 


long  history  of  color  reproduc- 
tion  which  started  in  1929.  An 
eight  unit  Hoe  Press  w'ith  one 
K  -  color  cylinder  was  installed  in 

g  1952.  Increased  demand  for 

m  ^  '  color  during  the  past  several 

m  years  hy  local  and  national  ad- 

^  m  if'  vertisers  has  made  it  necessary 

>-  m  * V  /j^  to  add  additional  color  equip- 

M  S '  <  ment  on  three  different  occa- 

sions.  Two  Sta-Hi  Twin  Rout- 
iflTMfii  i'^1#''  have  also  been  added. 

sales  power  of  color  ad- 

I  vertising  has  reflected 

the  rapid  growth  lina^ 

A  Lancaster  Newspapers.  ROP 

^■pjjc^  color  has  leaped  from 

000  1953  to  more  than 

900,000  1960.  Lancaster 

Newspapers  ran  during  1960 

FRESH  AS  THE  MORNING  DEW— Lancaster  I Penna.)  Newspaper*  pro-  more  local  ROP  color  linage 
duction  men  check  ACME  Market*  ad  as  it  leave*  the  press.  Warren  H.  than  any  other  newspajwr  in 
Detwiler  (left),  mechanical  superintendent,  and  Luke  W.  Hoover,  pres*  Pennsylvania.  Color  linage  for 
o  assure  uniform  quality  reproduction,  the  first  eight  months  of  1961 

-  is  13%  greater  than  the  cone- 

hand  at  the  pressroom  counsel-  spending  period  of  1960. 
ing  on  color  details  to  be  high-  Mr.  Barr  and  Mr.  Detwiler 
lighted  in  the  ad.  After  the  summed  up  the  success  of  the 
day’s  press  run,  it  was  agreed  winning  ad  by  crediting  team 

'*  work  all  along  the  line,  starting 
ly  well.  with  the  art  and  careful  plan- 

u  D  j  ning  at  ACME  and  carried  out 

sursey  women  Keaders  -  n  » 

^  m  all  related  departments  at 

Proof  of  the  pudding  came  the  Lancaster  Newspapers  so 
afterwards  when  Mr.  Purcell  that  the  ad  could  be  reproduced 
raised  the  question  of  how  the  in  its  finest  form, 
color  ad  had  appealed  to  women  , 

readers.  Research  was  conducted 

among  Minneapolis  w'omen  after  Sta-Hi  Oflrers  Free 
the  ad  appeared  to  determine  its  Colormats  on  Homes 
impact.  It  proved  that  a  well- 

conceived  ad  that  is  well  pro-  The  use  of  California  redwood 
duced  will  influence  women.  A  ^or  remodeling  and  home  con- 
number  of  women  were  asked  struction  is  the  subject  of  free 
to  compare  the  Hormel  “Great  ROP  colormats  now  available 
Taste”  color  ad  against  a  num-  fi*om  ata-Hi  Color  Service  of 
ber  of  competitive  bacon  ads.  Fullerton,  Calif. 

The  Hormel  ad  was  judgfed  to  One  full  color  illustration  (5 
be  the  one:  ^  black-and- 

.  .  white  mats  (4  col.  x  6"  and  2 

1.  With  the  most  appetizing  j.qJ_  x  3")  support  a  full-length 

appearance.  feature  story,  “California  Red- 

2.  Suggesting  the  best  quality  wood  is  Popular  Choice  For 

bacon.  Warmth,  Beauty,”  specially 

on,,.,  ..  j  written  by  John  A.  Senning. 

3.  Most  interesting  ad.  ,  , 

The  release  was  prepared  and 

4.  Over-all  most  appealing  ad.  planned  for  Simpson  Timber 

AH.  1VfaKk<^  Company  of  Seattle,  by  its  ad¬ 

vertising  and  publicity  agency, 
“All  during  the  interviews  the  Lennen  &  Newell,  Inc.,  San 
ads  were  masked  so  that  no  Francisco.  The  mats  were  pre¬ 
brand  names  were  shown,”  ex-  pared  by  Sta-Hi 
plained  Mr.  Sylvestre.  ‘"^e  ads 

were  shown  and  discussed  both  ,  .  _ 

at  the  beginning  and  at  the  end  publicity  promotion  p^ 

of  each  interview.  .  .  .  ^“ced  this  year  by  Simpson.  To 

“And  even  though  Hormel  is  ^^^e  Simpson  is  the  only  organh 
the  leading  selling  bacon  in  the  ^ution  in  the  building  industry 
Minneapolis  area  with  over  40%  providing  newspapers  with  this 
.share  of  the  market,  the  Hormel  free  color  publicity  service. 
‘Great  Taste’  ads  showed  the  Editors  may  obtain  further 
largest  increase  as  the  ‘brand  information  by  contacting  John 
most  likely  to  buy  if  you  were  V.  Landau  at  Sta-Hi,  1000 
buying  bacon  today.’  ”  South  Pomona,  Fullerton,  Calif- 
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Star  and  Tribune. 

In  preparing  layout  and  copy, 
a  number  of  test  photos  were 
taken  by  Shigeta  -  W right 
Studios  in  Chicago.  The  agency 
art  director  selected  one  from 
which  Shigeta-Wright  made  a 
dye  transfer  print. 

Ink  Coverage  a  Factor 

As  the  production  moved  into 
eng^raving  (two  Chicago  engrav¬ 
ers,  Collins,  Miller  &  Hutchings 
and  Hutchings-Melville  worked 
on  the  series),  the  engravers 
cautioned  that  the  amount  of  ink 
coverage  on  this  particular 
colorful  ad  might  be  a  problem 
to  reproduce  in  newspapiers. 

What  it  would  take  for  superior 
reproduction  was  extra  care  and 
supervision  on  the  part  of  the 
newspaper  chosen  to  run  the 
ads.  The  Star  and  Tribune  were 
chosen  because  the  newspapers 
had  the  equipment  and  their  were  shipped  to  the  Star  and  hand  at  the  pressroom  counsel- 

production  personnel  had  pride  Tribune.  ing  on  color  details  to  be  high- 

in  their  work  to  assure  the  ad  At  this  point,  production  de-  lighted  in  the  ad.  After  the 

coming  out  as  good  as  it  possi-  partments  of  the  newspaper  day’s  press  run,  i 

bly  could.  and  the  agency  sat  dovm  and  the  ad  had  reproduced  extreme- 

After  engravings  were  com-  discussed  the  entire  reproduc- 
pleted.  Lake  Shore  Electrotype  tion  coming  up  the  day  the  ad 
Division  in  Chicago  made  pre-  ran.  Men  from  the  agency  pro- 
makeready  Bista  mats  which  duction  department  were  on 


1961  Color  Advertisers 
Give  Added  Endorsement  to 


Acceptance,  usaqe,  is  the  sincerest  testimonial  of  value. 
National  Advertisers  established  a  new  record  of  color 
space  usaqe  in  the  Kenosha  News. 

79  Color  Units  in  1st  8  months  1961. 


Among  the  successful  and  discriminating  national  adver¬ 
tisers  included  in  the  1961  users  are — 


American  Motors — Rambler 
*Ben  Hur — (movie) 

Borden  Milic 
Cities  Service 
Coco  Cola 
Fairmont  Foods 
Firestone  Tires 
*Amonq  tour  color  poqe  advertisers. 


Hoffman  House  Salad  Dressinq 
Humble  Oil 
*  Pepsi  Cola 
Royal  Cola 

*Se^test  Dairy  Products 
Standard  Oil 
and  others 


KENOSHA  NEWS  COLOR  ADVERTISING  Provido^l 
the  Power  Packed  Punch:  More  Readenhip,  Belter 
Product  Ideutifictttiony  Greexter  Consumer  Impact 


Read  by  73%  of  all  Met  Area  Families  Daily 

National  Advertising  Representative 


JANN  &  KELLEY.  INC 


New  York  *  Chicago  *  Detroit  •  Atlanta  •  Kansas  City  •  San  Francisco  •  Los  Angeles 


r  incidwital^with  w] 
teonail^  agree  wh^ 


complex 


those  of  run 
industry  or  other  pi 
ice  organization. 


r.  ^o  sooner 


OVER  961,634 

LINES  OF  COLOR  ADVERTISING 

IN  THE  TIMES-UNION  AND  M 
DEMOCRAT  AND  CHRONICLE  ■  ■■  I 

FOR  THE  FIRST  ■  ■  ■  I 

EIGHT  MONTHS  OF  ■  I 


Members:  The  Gannett  Group  of  Newspapers 


Represented  by  Gannett  Advertising  Sales,  Inc. 

New  York,  Philadelphia,  Hartford,  Syracuse,  Chicago,  Detroit.  San  Francisco 


lurl  himself  over  a  cro 

alread] 

'nning 

c*wlf 
■'Ws 
‘he 


In  Rochester,  the  rapid  and  continuing  increase  in  the  use  of 
color  by  a  growing  list  of  important  national  and  retail  adver¬ 
tisers  is  proof  positive  that  the  Rochester  Times-Union  and 
Democrat  &  Chronicle  produce  color  at  its  result-getting  best. 
Try  color  in  Rochester  for  YOUR  product.  You'll  get  terrific 
sales-producing  impact  in  the  rich  6-county  market  area  with  its 
more  than  V2  million  ABC  city  zone. 

Almost  Every  Family  in  Metropolitan  Rochester  Buys  and 
Reads  One  or  Both  of  these  Two  Great  Newspapers 

Rochester  Times-Union 

EVENING 

33fmocrat%^^^^<ClinmirlT 

MORNING  AND  SUNDAY 


Partial  Pages  Win , 
For  Taystee  Bread 

By  George  A.  Brandenburg 


E&P  FULL  COLOR 
CREATIVITY  AWARD 
WINNER 

Advertiser:  American  Baker¬ 
ies  Co.  (Taystee  and  Cook  Book 
Bread);  Advertising  Manager: 
Robert  D.  Llewellyn;  Agency: 
Young  &  Rubicam,  Inc..  Chi¬ 
cago;  Art  Director:  Bernard  G. 
Roer;  Copy  Chief:  Robert  F. 
HigbM. 

Series  of  six  partial  page  ads 
‘an  in  newspapers  in  28  mar- 
xets  an  average  of  15  insertions 
for  a  total  of  420,000  lines  of 
color  advertising. 


Chicago 

Y  &  R  has  done  it  again! 

Last  year.  Young  &  Rubicam, 
Inc.,  won  E&P’s  Creativity 
Award  for  the  best  use  of  news¬ 
paper  ROP  color  by  an  adver¬ 
tising  agency  for  Hunt’s  Tomato 
Catsup  (Hunt  Food  and  Indus¬ 
tries,  Inc.). 


This  year.  Young  &  Rubicam 
won  the  agency  creativity  award 
for  its  partial  page  color  cam- 
paigrn  for  Taystee  and  Cook 
Book  Bread,  products  of  Ameri¬ 
can  Bakeries  Co.,  Chicago,  which 
ran  in  28  markets  in  the  East, 
Midwest  and  the  Southwest  last 
Spring. 

Gets  Repeated  Impact 

And  if  further  evidence  is 
needed  to  prove  the  excellence  of 
this  particular  color  campaign, 
utilizing  both  line  drawings  and 
color  photography,  a  Taystee 
Bread  ad,  as  reproduced  by  the 
Duluth  (Minn.)  Herald  and 
News  Tribune  last  March  2,  won 
first  honors  for  the  best  three 
colors  and  black  ad  for  news¬ 
papers  under  100,000  circulation 
in  E&P’s  contest  this  year. 

The  partial  page  color  cam¬ 
paign  prepared  by  Y&R,  Chi¬ 
cago,  for  American  Bakeries 
gave  the  advertiser  repeated 
impact  in  each  of  the  28  markets 
and  permitted  the  company  to  do 
a  complete  ROP  color  campaign 


LOOKING  FOR  ACTION? 


IN  ALTOONA 

. . . COLOR 

GETS  ’EM  EVERY  TIME 


Advertisers  who  have  used  color 
in  the  Altoona  Mirror  have  found 
that  it  lures  sales  faster  and 
thicker  than  anything. 

If  you’re  fishing  for  more  sales 
results  in  Pennsylvania,  be  sure 
to  take  advantage  of  the  Mirror’s 
careful  color  craftsmanship,  30 
years  of  technical  know-how,  coupled 
with  saturation  coverage  of  the 
Altoona- Blair  County  market.  Try 
it,  and  you’ll  reel  in  more  business,  too. 


SELL  WITH  COLOR  IN  THE 

Eltoona  SlRirror 

Altoona  Ponmylvania’i  Only  Daily  Nawtpapar 
Richard  E.  Boater,  Adv.  htgr. 


tayatee  Broad  pots  flavor  first 


without  over-extending  its  ad 
budget. 

Although  only  six  different  ads 
of  1,000  and  1,200  lines  each 
comprised  the  basic  advertising 
program,  plus  two  full  pagres  in 
Detroit  and  Minneapolis,  where 
partial  pages  were  not  accepted 
by  the  newspapers,  there  was  an 
average  of  IS  partial  page  color 
insertions  for  a  total  of  approxi- 
ifiately  15,000  lines  in  each  mar¬ 
ket.  Where  full  color  was  not 
available,  such  as  in  New  York 
City,  the  Taystee  Bread  cam¬ 
paign  appeared  in  black  and 
white. 

The  campaign  was  designed  to 
gain  the  equivalent  of  full-page 
dominance  and  to  permit  Ameri¬ 
can  Bakeries  sufficient  flexibility 
to  present  its  products  on  a 
regional  basis.  In  the  Midwest 
and  Eastern  markets,  American 
Bakeries’  bread  bears  the  label 
of  Taystee,  while  in  the  South¬ 
west  the  bread  carries  the  Ck>ok 
Book  label.  The  same  basic 
theme,  however,  was  stressed  in 
all  of  the  ads,  namely,  Taystee 
and  Cook  Book  Bread  put 
“Flavor  First,’’  and  that  every 
loaf  is  “baked  while  you  sleep.” 

“We  got  a  great  tie-in  with 
our  flavor-first  campaign  and 
strong  merchandising  value,” 
Robert  D.  Llewellyn,  advertising 


manager  of  American  Rakerif^ 
told  E&P  in  stressing  the  vslw 
of  ROP  color  in  newspapers. 

“Although  the  consumer  is  th* 
primary  target  for  our  adver¬ 
tising,”  he  said,  “we  find  that 
the  grocery  trade  itself,  and 
their  belief  in  our  advertising, 
is  often  times  a  deciding  factor 
in  getting  better  distributioii 
and  or  positioning. 

“A  color  campaign,  such  ai 
this  one,  carried  the  grocery 
trade  along  way  along  in  oar 
efforts  to  achieve  this  better 
distribution  and  they  were  the 
first  to  comment  on  this  color 
campaign  and  its  efficacy.” 

Two  Different  Technique* 

Two  different  art  techniques 
were  employed  by  the  agency  to 
present  this  flavorful  bread  in  a 
distinctive  fashion.  Three  of  the 
poster-like  ads  were  done  witl> 
black  and  white,  pen  and  ini 
line  drawings  over  a  three-color 
illustration.  These  drawinT 
were  the  work  of  Dan  Romino-j 
San  Framcisco  free  lance  artiit- 
They  gave  the  reader  the  fed" 
ing  that  Taystee  and  C<>ok  Book 
Bread  had  all  the  flavor  of  r* 
good  home-made  bread. 

The  other  three  basic  ads  w*** 

(Continued  on  page  40) 
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protest  acaiatt  I 
the  frontier  t 
East  and  West 
and  indkatad  e 


Ist  PRIZE  AWARD 
in  EDITOR  &  PUBLISHER’S 
COLOR  CONTEST 


N««m  Te  Al 

I  Irta  tke  Bntifi’ 
Friadl  i‘mi>us!». 


Beet  1  Color  and  Blade 

Advertiser  Florida  Citnia  Commiasion 
Agency:  Benton  &  Bowlea^Inc. 

AdvertiMrB  can  ichedule  color  in 
The  Kanaae  City  Star  with  confidence  it 
will  be  reproduced  to  meet  their  most 
exacting  requirementa. 

TIm  Star’e  modem  color  equipment,  skilled 
personnd  and  slavish  production  follow* 
through  assure  hwh,  arresting 
presentations  that  deliver  maximum 
■ales  impact 


Id* 

Vm  ] 

1?; 

1 

1 

21  L-JQSi  9L 

1 

Partial  Pages 

(Continued  from  page  38) 


executed  in  full  color  photoff- 
raphy,  featuring;  dominant  fijf- 
ures,  which  fi'ave  them  life-like 
reproduction.  These  color  illus¬ 
trations  were  made  from  Ekta- 
chrome  transparencies.  Af(ain 
the  style  and  copy  presentation 
were  simple  and  the  impact  was 
eye-arrestinif. 

“We  deliberately  designed 
these  ads  as  partial  pag’e  ads  of 
1,000  and  1,200  lines,  rather  than 
thinking  in  terms  of  a  full-pafi'e 
ad  that  could  be  shrunk  to  the 
desired  size,”  explained  Bernard 
G.  Roer,  Y  &  R  art  director  in 
the  Chicaf^o  office.  “We  kept  the 
ads  simple  and  postery  in  style 
to  achieve  maximum  impact  in 
the  partial  pa(;e  size.” 

Ckmipirtr  Color  (ampaian 

Each  ad  was  entirely  different 
from  the  others,  with  no  thought 
of  seeking  continuity  of  appear¬ 
ance,  other  than  stressinfir  the 
basic  theme:  “Taystee  Bread 
Puts  Flavor  First.”  This  tech¬ 
nique  in  itself  f^ave  each  ad  a 
distinctive  freshness  and  permit¬ 
ted  repeating  the  ad  without 


seeming^  to  be  repetitious  to  the 
reader. 

“American  Bakeries  has  used 
ROP  color  in  newspapers  before, 
but  never  on  a  partial  pagfe 
basis,  which  allowed  our  client 
to  do  a  cmnplete  campaig^n  in 
color,”  said  Richard  Stevens, 
media  buyer,  who  conceived  the 
idea  of  the  partial  pagre  presen¬ 
tation.  “Heretofore  American 
Bakeries  had  planned  its  news¬ 
paper  profcram  in  black  and 
white,  supplemented  by  ROP 
color.  We  were  able  to  ap¬ 
proach  full-pa(?e  dominance  and 
yet  get  good  frequency  through 
the  use  of  partial  pages.” 

Glenn  Seiple,  manager  of  me¬ 
chanical  production,  was  equally 
enthusiastic  about  the  use  of 
partial  pages.  “We  supplied 
direct-casting  Bista  mats  for 
those  newspapers  that  were 
equipped  to  patch  for  partial 
page  color  ads,”  he  said.  “The 
majority  used  these  direct-cast¬ 
ing  mats,  which  we  have  found 
to  be  superior  for  ROP  color. 
Those  who  could  not  use  the 
direct-cast  method  were  supplied 
with  plastic  plates.” 

Mr.  Roer  called  attention  to 
the  fact  that  the  three  pen-and- 
ink  line  drawing  color  ads  en¬ 
joyed  uniform  reproduction  of 
high  quality  throughout  the  en- 


Check  this  color  proof! 


'l-A  ^  'At  / 
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*  complete  color  facilities 
—any  day  of  the  week 


WINSTON-SALEM 
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tire  list  of  newspapers  used. 

“In  the  interest  of  the  best  fTgwahinn  Adi 
possible  reproduction,  we  elimi-  * 

nated  color  in  areas  where  it  {Continued  from  page  ;{0) 
would  make  for  a  cleaner  rendi- 
tion,”  Mr.  Seiple  added.  “Each 

ad  was  studied  on  its  own  indi-  articulate  directly  and  gave  it 
vidual  merits  from  the  stand-  impact.  Mr.  Jordan  al.so  con- 
point  of  engraving  and  print-  sidered  the  solid  black  back¬ 
ing,  all  of  which  could  be  a  con-  ffround  a  big  factor  in  establiih- 
tributing  factor  to  the  success-  •■'Sf  “punch”  of  the  ad. 
ful  overall  impact  of  this  par- 

ticular  campaign.  Some  of  the  Prim  .Studied 

ads  were  produced  in  as  many  Frost’s  feels  the  artistrv  nf 


ads  were  produced  in  as  many  Frost’s  feels  the  artistry  of 
as  five  versions,  depending  on  the  Express  and  News  craftsmen 
the  bread  label  and  whether  the  achiev^  as  much  beauty  in  the 
ad  was  to  be  in  full  color,  par-  dress’  print  on  paper  as  the 
tial  page;  full  color,  full  page;  gkilled  artisans  in  Italy  achieved 
or  in  black  and  white.”  when  they  printed  the  pattern 

Sam  Fink,  Y  &  R  Chicago  on  the  actual  fabric  of  the  dress, 
creative  director,  supervised  the  Mr.  Jordan  said  the  delicacy  of 
entire  campaign.  Ray  Lahvic  is  the  print  was  the  thing  to  con- 
the  account  executive  on  Amer-  gjder  for  it  gave  the  fashion  iU 


ican  Bakeries  advertising. 


personality  and  he  even  had  i 


The  Chicafp  office  of  Y  &  R  flat  area  of  the  dress  photostated 
has  had  considerable  experience  to  size  so  as  to  study  the  print 
in  using  newspaper  ROP  color  ^aphically,  although  he  exe- 
in  recent  years.  Back  in  1958,  cuted  the  drawings  of  the  print 
the  Chicago  Tribune  won  a  first  fabric  completely  freehand  to 
for  reproduction  of  a  food  su^  give  it  a  freer  look  and  to  give  it 
ject  in  three  colors  and  black  in  more  vivacity  and  appeal. 
E4P’s  second  annual  contest  for  Interesting  is  the  fact  that 
a  Borden  Cmnpany  ad  prepared  award-winning  ad  presented 
and  placed  by  Y  &  R.  In  the  a  fashion  by  one  of  America’* 
1960  E4P  color  contest,  the  foremost  couturiers,  Maurice 
Netoark  (N.J.)  Star-Ledger  was  Rentner,  whose  young  designer. 


an  award  winner  for  a  three 
colors  and  black  American  Bak- 


Bill  Blass,  won  the  coveted 
American  Fashion  Critics  Award 


eries’  ad  for  Taystee  hamburger  of  1961  for  his  outstanding 
and  hot  dog  buns,  prepared  by  achievements  in  fashion  design. 
Young  4  Rubicam,  Chicago.  He  receive  the  “Winnie," 

•  symbol  of  this  world-famou* 

‘Berkshire  Ea^le^  Coty  award,  at  a  ceremony  in 

Runs  First  Color  Ad  New  York’s  Metropolitan  Muse 

„  „  um  on  Sept.  28. 

Pittsfield,  Mass. 

England  Brothers,  local  de-  Two-Time  Winner 

partment  store,  became  the  first  .  ,,  ... 

advertiser  to  use  ROP  color  in 

the  Berkshire  Eagle  of  Sept.  6,  ^2  month  s  that  Frost 

according  to  Vincent  W.  Monte-  ®  top  newspa^r 


leone,  advertising  manager  of  ~lor  award  for  an  ad  run  in  the 


%he“‘’ full-page  ad  featured  won  the  medal  award  for  retril 
jewelers  green  fall  coats  and  tw^lor  ads  m  the  ^uthwest 


Express  and  News.  Last  year  it 


sifits  for  women. 

Donald  Wagner,  fashion  mer- 


Color  Awards  competition. 

“It  has  always  been  a  pleas- 


chandise  manager  of  the  store,  y™,”  Mid  Pi^uction  Mana^r 
reported  “excellent  results”  Cook,  “for  the  m^han^ 

from  the  color  page  and  indi-  departments  to  handle  Frost 
cated  he  would  use  it  again  color  because  of  the  tech- 

“very  soon.”  nical  simplicity  in  producing 

•  them.  The  only  difficulty  we 

1  j  Tw  experienced  in  printing  this  par- 

Colored  Newsprint  was  Frost^  unusual 

Sells  Furniture  use  of  the  solid  black  background 

P/v-KFORn  Til  which  is  always  hard  to  repro- 


NATIONAI  KIUT-SMITH  CO. 


R0CKFX>RD  III  IS  always  iiaru  w  icrpsv 

A  special  16-page  tabloid  sec-  pressroom.” 

tion  on  colored  newsprint  is  an-  • 

other  advertising  “first”  for  the  German  Travel  Section 
norfef  ord  ^tar  &nci 

Register-Republic.  “Travel  in  Germany,”  a  16- 

Printed  on  green  and  yellow  page  full-color  tabloid  supply 
stock,  the  section  advertised  the  ment,  will  be  distributed  with  w 
74th  anniversary  of  Rockford’s  Sunday  edition  of  the  New  Yo" 
oldest  furniture  firm  (Rockford  Ttme*  for  Sept.  24.  Reprints  will 
Standard  Furniture  CJo.)  In  ad-  be  made  available  to  travel 
dition  to  colored  newsprint,  agents.  The  supplement  was  pre¬ 
front  and  back  pages  of  the  pared  by  Stephen  Goerl 
section  were  printed  with  col-  ates.  New  York  advertising  and 
ored  ink.  public  relations  agency. 

EDITOR  4  PUBLISHER  for  September  23,  1961 


in  the  BMiion  Dollar  Valley  of  the  Bees 

The  Bees  pioneered  ROP  color  in  this  huge  inland  California  mar¬ 
ket  and  offer  it  as  an  extra  dimension  to  the  top  circulation  and 
news  coverage  of  the  three  Bees. 

There  are  27  counties  and  a  disposable  income  of  3  Vi  billions 
in  this  market  —  tap  these  riches  with  ROP  color  in  The  Bees. 


McCLATCHY  NEWSPAPERS 

NATIONAL  REPRESENTATIVES  . . .  O'MARA  A  ORMSBEE 

•  THREE  TYPES  OP  DISCOUNTS:  Th«  Bm*  oH«r  national  advartisart  (1)  Bulk _ (t)  Fra- 

quancy,  or  ...  (3)  Standard  Paga  Discount.  Chack  your  naarast  O'AAara  A  Ormibaa  offica. 


I 


Breads 

with  Character  • 


Burny  Bros.  Bread 
Ad  an  ‘Appetizer’ 


eago  Tribune  won  top  honors  in 
E&P  RETAIL  the  retail  creativity  categrory  of 

CREATIVITY  AWARD 

WINNER  awards  competition. 

•r  .  Seek  Wider  Market 

ISewspapers  with  circulation 

over  250,000.  Burins'  the  51  years  that  have 

Advertiser:  Bumy  Bros.,  Chi-  passed  since  three  Burny 
cago;  Advertising  Manager:  brothers  opened  their  first  retail 
Thomas  Flood;  Advertising  bakery  shop  in  Chicago,  the  firm 
Agency:  Henri,  Hurst  &  Me-  has  been  progressing  steadily — 
Donald;  Copy  Writer:  Martin  by  concentrating  on  the  baking 
Zitz;  Artwork:  Catherine  Spies,  of  superior  products,  and 
Richard  Boyer  and  Steven  attracting  customers  primarily 
Heiser;  Newspaper:  Chicago  through  the  taste  appeal  of  their 
Tribune.  goods,  and  through  the  public 

display  of  their  bakery  go^s  in 
the  windows  of  high-traffic  loca- 
CmcAGO  tions.  There  was  no  reason  why 
What  can  newspaper  color  Bumy  Bros,  should  advertise, 
advertising  do  for  a  business  according  to  Tom  Flood,  adver- 
which  has  been  successful  with-  tising  manager  for  the  firm, 
out  using  very  much  adver-  “unless  the  firm  was  dissatisfied 
tising?  with  its  rate  of  progress,  and 

It’s  a  question  that  has  been  wanted  to  achieve  new  and 
explored  and  answered  by  Bumy  higher  goals.” 

Bros.  Inc.,  Chicago-area  bakery  Since  the  firm  had  just 
firm  whose  appetizing  four-color  expanded  its  production  facili- 
page  advertisement  in  the  Chi-  ties  this  spring,  when  it  opened 


li.^  xt  n<M>  I'mdi  tamil;  amb  •Urn  Mmr  KmU  .rU  IWw-l 
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BURNY 

BROS. 


a  modem  new  baking  plant  in  acquired  advertising  agency, 
suburban  Northlake,  the  decision  Henri,  Hurst  &  McDonald.  The 
to  embark  on  a  full-color  ad  cam-  company  and  agency  agreed  that, 
paign  in  the  Tribune  was  although  appetite  appeal  was 
reached  after  a  careful  analysis  the  prime  motivating  factor  in 
of  the  potential  benefits  such  the  purchase  of  food,  its  adver- 
advertising  could  bring  to  the  tising  might  also  tap  other  fac- 
firm.  The  campaign  was  insti-  tors,  such  as  the  average  houae- 
t^ted  after  Bumy  Bros,  had  wife’s  need  for  affection  from 
reached  the  decision  that  the  her  family,  and  her  desire  to 
advertising  program  could  help  secure  approval  and  compli- 
the  firm  to  achieve  six  new  ments  from  her  family  group. 

goals:  “After  considering  the  factors 

1.  Streng^thening  brand  name  that  might  influence  the  pur- 
acceptance,  thereby  increasing  chase  of  bakery  good.s,”  Mr. 
assurance  of  success  in  market-  Flood  reports,  “our  creative  ob¬ 
jective  was  to  project  a  highly 


ing  of  new  products. 

2.  Directing  additional  sales  to  desirable  personality  for  Bumy 

higher  profit  items.  Bros.  Newspaper  color  adver- 

3.  Redirecting  sales  to  prod-  tising  was  chosen  because  we 
ucts  that  best  suit  production  felt  this  medium  could  best  pro¬ 
requirements  in  certain  periods,  ject  the  many  thoughts  we 

4.  Establishing  a  stronger  wanted  to  transmit  about  Bumy 
espirit  de  corps  by  projecting  a  Bros,  products. 

company  image  which  will  help 

attract  and  hold  better  people.  Mental  Image  Sought 

5.  Leveling  sales  curves  and 

rounding  out  seasonal  variations.  “Our  aim  was  to  create  » 

6.  Perpetuating  the  business,  campaign  that  would  transmit 
by  communicating  stability  and  an  appealing  mental  image  of 
character  which  will  help  the  our  products;  the  promise  of  s 
company  ride  out  taste  cycles.  top  quality  item  at  a  n  .isonabl* 

The  company’s  next  step  was  price — a  grood  buy;  an  appet**' 
a  creative  platform,  established  ing  taste  promise;  an  emotional 
with  the  assistance  of  its  newly  (Continued  on  page  46) 
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IN  CIRCULATION 
IN  ADVERTISING 
IN  AWARDS 


Member  Newspaper  Color  Advertising,  Inc. 
Continuity  Rotes  Apply  to  Bolb  Color  and  Block  and  White. 


RaprsMntad  by:  Sawyer,  Ferguson,  Walker— N.  Y.,  Chk.,  Det.,  Allonta,  Phila.,  Son  Fran.,  lot  Angeles;  Joshua  t.  Fowert,  lid.— lotxion;  Senor  G.  Enriguei  Swrreni-. 
MeiKO  City;  Allin  Assoc.- Toronto  &  Montreal;  Hoi  Winter  Co.,  Florido  Hotel  ft  Resorts,  Miami  Beoch;  Tom  McGill,  New  England  Hotel  ft  Retorts,  W.  Roxbury,  Mott.; 
lou  Robbins,  N.  Y,  ft  N.  J.  Hotel  ft  Resorts,  126S  ft' way,  N.  Y,;  Grant  Webb  Co.,  Fin.  Adv.— N.  Y.,  Chk.,  Son.  Fran.,  lot  Angeles,  Seattle,  Boston,  Philo.;  C.  E.  Storck, 
Pocono  Hotel  ft  Resorts,  86  E.  Beverly  Pkwy.,  Volley  Stream,  N.  Y.;  Puck,  The  Comk  Weekly;  Member,  Metropoliton  Sunday  Newspapers,  Itk. 


PRACTICALITY 


That’s  What  Associate  Managing  Editor  of  Parade, 

Ours  is  an  exciting  new  world  of  space... 
But  Morton  Yarmon  never  forgets  that  for  180  million  earthbound  Americans  it’s  a 
pretty  practical  world,  too.  A  world  of  grocery  lists,  light  and  heating  bills,  medical  and 
dental  expenses,  car  installments,  insurance  premiums,  school  taxes  and  other 
mundane  considerations.  That’s  Yarmon’s  world  as  well . . .  and  he  knows  his  way  around 
in  it.  As  newspaper  and  magazine  writer,  syndicated  columnist  and  author  of  eight 
popular  books  on  money  management,  he  has  clicked  off  thousands  of  words  that  help 
Americans  make  ends  meet.  Yarmon’s  practical  viewpoint,  his  pithy, 
down-to-earth  approach  to  family  finance  adds  materially  to  the  appeal,  power  and 


editorial  vitality  of  Parade.  He  is  another  reason  why  in  10  years  Parade  has  more  than] 
doubled  its  circulation  and  tripled  the  number  of  newspapers  distributing  it. 


Morton  Yarmon,  Aasociata  Managing 
Editor  of  Parada,  family  countalor 
to  milliona  on  monay  mattara. 


Morton  Yarmon,  Adds  to  a  Sunday  Newspaper 


The  Sunday  ma(azine 
section  of  strong  newspapers 
ttiroughout  the  nation,  reaching 
10  million  families  every  week 


Money  . . .  how  to  handle,  stretch  or  save  it ...  is  one  of  the  nation’s  major  preoccupations. 
Cut-out-and-save  articles  like  these  build  large  and  appreciative  audiences  for  Parade  . . . 
Mdiences  whose  response  offers  advertisers  a  prime  selling  opportunity.  Parade  not  only 
Doves  people  ...  it  moves  goods. 


Burny  Bros, 

(Continued  from  page  42) 

association  with  Vood  times’  and 
family  satisfaction  and  ap¬ 
proval;  a  highly  desirable  and 
believable  personality  for  Bumy 
Bros,  as  the  baker  of  a  wide 
range  of  appetizing  foods,  pro¬ 
duced  under  sanitary  conditions. 

“Obviously,  all  of  these 
thoughts  cannot  be  transmitted 
by  words  and  pictures  alone,” 
he  continued.  “The  overtones  of 
our  ads — their  potential  for  non¬ 
verbal  communication  —  were 
considered  in  our  .selection  of 
type  and  artwork,  the  amount 
of  white  space,  and  other  things 
we  felt  might  make  an  impor¬ 
tant  contribution  to  the  mental 
image  of  the  product  and  its 
baker.” 

The  campaign  was  written  by 
Martin  Zitz,  president  of  Henri, 
Hurst  &  McDonald.  Miss  Cath¬ 
erine  Spies  of  the  agency  made 
the  layouts  and  worked  closely 
with  Dick  Boyer  and  Steven 
Heiser  on  color  photography. 

The  agency’s  production  de¬ 
partment  consulted  with  the 
production  staff  of  the  Tribune. 
Beginning  in  the  planning 
stages,  before  any  photographs 
were  taken,  such  consultation 
insured  the  proper  lighting 
effects  to  use  for  best  reproduc¬ 
tion  in  newspaper  color. 


“Every  detail  of  production 
was  carefully  checked  with  the 
Tribune’s  production  department 
until  we  were  all  satisfied  that 
we  had  narrowed  our  margin  of 
error  to  such  an  extent  that 
every  housewife  who  looked  at 
an  ad  would  have  a  favorable 
representation  of  the  product 
and  of  our  company,”  said  Mr. 
Flood. 

Copy  Rings  Bell 

First  ad  in  the  campaign,  the 
one  which  won  E  &  P’s  creativity 
award,  was  publi.shed  in  the 
Tribune  on  March  3,  1961.  The 
ad  was  headlined  “Breads  with 
Character,”  and  closed  with  a 
reminder  to  “Bring  home  some¬ 
thing  good  from  Bumy  Bros.” 
Three-fourths  of  the  page  was 
occupied  by  a  four-color  photo¬ 
graph,  dominated  by  an  appe¬ 
tizing  di.splay  of  four  loaves  of 
♦'read.  The  sales  message  was 
colorfully  descriptive,  but  brief; 
praising  the  quality,  without 
.sounding  boa.stful;  written  so 
well  it  drew  complimentary  let¬ 
ters  from  Tribune  readers,  and 
even  inspired  one  woman  reader 
to  write  a  poem,  quoting  from 
the  ad’s  copy.  The  copy  talked 
of  “Long  loaves  of  crusty  French 
bread ;  smooth  golden  delicate 
breads;  well  flavored  substan¬ 
tial  breads;  all  with  .soft  velvety 
crumbs,  pleasing  fragrance,  and 
a  fine  eating  quality.  Our  butter 
’n  egg  baker  men  who  like  to 


take  their  yeast-raising  time  say 
it  takes  the  sun  and  soil,  a  care¬ 
ful  hand,  and  the  smile  of  God 
to  make  a  loaf  of  good  bread. 
Bring  home  something  good 
from  Bumy  Bros.” 

Later  ads  in  the  four-color 
series  have  featured  cakes,  rolls, 
and  coffee  cakes,  and  have  made 
allusions  to  Bumy  Bros,  variety. 

To  support  its  color  ad  cam¬ 
paign,  Bumy  Bros,  uses  point- 
of  -  purchase  -  materials.  These 
include  streamers,  cards,  and 
other  promotional  devices  to 
stimulate  on-the-spot  sales. 

The  results  of  this  advertis¬ 
ing  approach,  according  to  Mr. 
Flood,  “make  good  business 
sense  for  Bumy  Bros.  All  of  us 
have  been  pleased  and  surprised 
by  the  results  of  our  early  ad¬ 
vertising  efforts.  Not  only  did 
customers  flock  to  our  stores, 
but  a  leading  trade  paper  in  the 
baking  industry  wrote  an  edi¬ 
torial  on  what  a  fine  job  the 
advertising  was  doing  for  the 
baking  industry.  Newspapers  in 
other  sections  of  the  country 
requested  the  ads  for  use  with 
other  bakeries  in  non-competi¬ 
tive  areas.  Readers  sent  in  com¬ 
plimentary  letters.  Customers 
telephoned  to  ask  where  they 
could  buy  our  products.  Even 
our  agency  was  beseiged  by 
other  clients,  asking  them  to  buy 
some  of  the  adverti.sed  products, 
because  their  wives  found  our 
stores  were  sold  out  when  they 
went  shopping.” 


the  newspaper 
that’s  IN  THE  PINK 

We  print  six  supplements  of  four  to  forty  pages  on  pink  newsprint 
five  days  a  week.  These  locally  tailored  supplements  are  filled 
with  local  news  and  local  ads  (over  million  lines  last  year) 
for  each  section  of  our  11-county  Central  Florida,  area. 

■  This  means  maintaining  14  bureaus  throughout  Central  Florida, 
with  a  full  time  staff  of  more  than  fifty  ...  not  to  mention  some 
150  contributing  correspondents. 

■  Ask  any  Orlando  Sentinel  subscriber  at  Cape  Canaveral,  in 
Leesburg,  in  Sanford  or  wherever  it  may  be  in  Central  Florida  and 
they  will  tell  you  "The  Pink”  is  their  newspaper. 

■  These  six  supplements  cost  money  . .  .  plenty  of  money  ...  to 
produce  but  that’s  the  way  we  build  readership  and  advertising 
loyalty.  We  give  them  their  own  local  package  m  local  pictures 
and  news  for  their  money. 

MARTIN  ANDERSEN 

Editor/Owner/Galley  Boy/Ad  Writer/Pink  Paper  Buyer 


‘Top  Brands’ 
Drive  Jumps 
Color  Linage 

MlLWAUKfX,  Wii 

Launched  in  a  blaze  of  full 
page,  full  color  advertising  the 
Milwaukee  JoumoTs  recent 
“Top  Brands”  consumer  goods 
sale;  promotion,  Aug.  27-Sept 
2,  produced  51,000  lines  of  extra 
business. 

Tied  in  to  make  con.sumers 
conscious  of  their  product 
preferences,  the  campaign 
opened  with  a  full  page  in  full 
color  promotion  advertisement 
and  a  double  page  Standard  Oil 
ad.  With  excellent  retailer  co¬ 
operation,  it  resulted  in  an  over¬ 
all  aggregate  of  57,000  lines 
sold.  Of  this  sum,  27,550  lines 
ran  in  run  of  paper  color  ad¬ 
vertising  nationally  known 
products  and  35,000  lines  in¬ 
volved  food  commodities. 

Many  Use  Color 

Some  60  “Top  Brands”  were 
included  in  listings  prepared  for 
outlets  of  distribution,  these 
having  been  selected  on  basis  of 
findings  in  the  Journal’s  1961 
Consumer  Analysis.  Manufac¬ 
turers  whose  products  appear 
on  or  near  top  of  the  list  in 
their  category  in  the  newspa¬ 
per  study  of  buying  habits  were 
invited  and  encouraged  to  par¬ 
ticipate.  Color  accounts  in  the 
“Top  Brands”  sales  included 
O.scar  Mayer  Co.,  Pillsbury 
I  Flour  and  Cake  Mix,  Holsum 
Pickles  and  Olives,  Mrs.  Drenki 
I  Potato  Chips,  Hi-lex  Bleach. 
Heinz  Ketchup,  Borden  Dairy, 
Firestone  Tires,  Rambler  and 
I  Standard  Oil. 

Traditionally,  the  Journal 
j  has  recognized  the  manufac- 
!  turers’  need  for  strong  localised 
promotion.  Thus,  a  chosen  fe* 

'  products  went  “on  parade”  » 
'  to  speak,  on  dealer  shelves. 

showrooms  and  display  counten 
1  throughout  the  Milwaukee  mar¬ 
ket  area. 

The  Journal  backed  up  this 
particular  campaign  of  selling, 
first  time  ever  attemptc-tl  heit 
j  with  promotion  in  its  columns, 
I  with  announcements  over  its 
radio  and  television  stations  and 
by  direct  mail  with  related  ma¬ 
terial  for  store  display. 

• 

Bonlen  Div.  To  Y&R 


#rlanbo 

^pntinpl-^tar 

ORLANDO,  FLORIDA 


The  Pioneer  Ice  Cream  Divi- 
■  sion  of  The  Borden  Company 
(Borden,  Lady  Borden,  R«i 
Ricciardi,  Horton  brands). 
Brooklyn,  New  York,  has  an¬ 
nounced  appointment  of  Young 
&  Rubicam,  Inc.,  as  its  adver 
I  tising  agency,  effective  Jan.  1- 
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NEWS  COLOR 

is  climbing 
steadily 

in  BUFFALO  ^ 


FIRST  six  months  of  1959  LAST  six  months  of  1959  FIRST  six  months  of  1960  LAST  six  months  of  1960  FIRST  six  months 


The  regular  and  consistent  pattern  of  growth 
of  color  linage  in  the  BUFFALO  EVENING  NEWS 
demonstrates  its  solid  foundation  of  increasing  value 
to  the  advertisers.  In  all  classifications,  both  local  and  national, 
advertisers  in  The  NEWS  have  learned  that  the  realism 
of  process  color  and  the  impact  of  spot  color  can  be  relied 
on  to  bring  the  extra  sales  that  increase  profits. 
It  pays  to  add  NEWSco/or  to  NEWSpower. 
Ask  for  tearsheets  demonstrating  the  unexcelled  quality 

of  NEWSco/or  reproductions. 


Buffalo  Evening  News 


KELLY*  Smith  CO. — National  Raprasantativas 


ROCK  ISLAND  ARGUS 
MOLINE  'dispatch 


Offset  Color  Ad 
Praised  by  Judg' 


PROUD  OF  WORK — Ch«HM  Oim*iit  and  HmIN,  pl«H- 
making  foraman  and  prattreem  Mparvitor  raapactivaly  for  tkia  Arlingfen 
(Taiat)  Daily  Naws  Taian,  proudly  display  four-color  offsat  ad  whicli 
draw  praitas  of  judgas  in  SAP's  Third  Annual  compaction  for  bast 
craativa  usa  of  aithar  full  or  spot  color  by  a  ratailar. 


Split-Run  Test  Set 
For  Hi-Fi,  ROP  Ads 

Milwaukee 
A  split-run  test  of  a  full- 
pai^  Hi-Fi  and  a  full-color  ROP 
pa^c  is  scheduled  in  the  -Tfif* 
waukee  Journal  for  Sept.  28  to 
determine  the  relative  impact 
of  the  two-color  pag^es  beinif  run 
by  an  unidentified  food  adver¬ 
tiser. 

Two  research  firms  have  been 
enfcafced  by  the  Journal  to  tabu¬ 
late  results  which  will  cover 
readership,  retention  and  cou¬ 
pon  returns  with  keyed  coupons 
for  the  Hi-Fi  page  and  the  ROP 
color  ad. 

The  test  is  the  first  of  its 
kind  to  be  conducted  and  will 
mark  the  first  Hi-Fi  ad  to  be 
published  in  the  Journal. 
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Argus  and  Dispatch  people  know  how 
to  print  good  color  ads,  e.g.  two 
national  color  prizes  in  the  last  three 
years. 


Alto  equipped  to  handle  “Hi- 
Fi”  color  preprint  pages  and 
tabloid  supplements. 


Illinoii  zone  of  Quad-Citios 
rapretenti  56’/,  of  metro  population. 


Morning  •  Evening  •  Sunday 


Hw  CoMMiiity  Leadw  h  Sm  Aatoiio 
b  the  leader  by  Far  b  Color,  too! 


Illy 


For  quality  color  .  .  .  quality 
reproduction  . . .  quality  circula¬ 
tion  .  .  .  quality  reaulta  ...  the 
Quality  Buy  in  San  Antonio  ia 
the  ExpreM  and  Newa. 


#iiii(^irtonio<Sx|nv«(/^  NEWS 


Daily  Conbiiwd  Circulation:  140,099— A.B.C.  Publisher'a  SUtement  3/Sl/Ol 
Pnbliahad  by  the  Expreaa  Publiahinf  Co — Kcprcacntcd  by  The  Branham  Co. 


COlOe  M  SAN  ANTOMO  is  ayMOy- 
meua  with  the  Expreaa  A  Nawa  . . .  7th 
ia  Sunday  color  in  the  nation  in  1900 
and  ia  the  firat  aix  montha  of  1961. 
COUM  AOVamSMO.  Locally,  the  Ex- 
praaa  A  Newa  ran  1364,680  Haea  of 
color  advertiaiaf  ia  1960  —  more  than 
twice  the  oppoaition.  Figurea  for  firat 
aix  montha  of  1961  ahow  960,068  vemua 
only  493,122.  (All  color  figurea  baaed 
on  Media  Recorda.) 

COlOt  BMTOOIAL.  During  1960  the 
Expreaa  A  Newa  ran  409  pagea  with 
full  color  on  editorial  pagea.  Competi¬ 
tion  ran  3.  Firat  aix  montha  of  1961, 
we  publiahed  210  to  their  1. 


COUMI  BMMNCI  and  know-how 
make  tio  diffaroaee.  We  glee  you  better 
color  fir  half  the  coat  Modem  equip¬ 
ment  meana  better  repreductiea,  bettOT 
reaulta.  We  print  direct  froa  phAaa 
(we’re  aeeond  in  the  nation  to  plHMar 
thia)  and  make  "nickel’*  platee  for 
every  advertiaer,  national  or  local. 
COtOt  mOtAVINOS  AT  lOW  COH. 
We  will  make  three-color  platea  for  full 
color  reproduction  for  only  90  centa  a 
aquare  inch.  (Squared  colw  half  tonaa 
up  to  18’’xl7’’  run  Mtly  3283.60  combin¬ 
ation!)  And  our  rate  card  ia  leaa  than 
moat!  Aak  your  Branham  man. 


'ni  l^r  operation,  with  editorial,  circu-  The  technique  employs  use 

1 1 1^1  lation  and  advertising  depart-  of  a  fudge  bar  color  imprint  on 

mT  ments  taking  part.  The  basic  page  one,  calling  attention  to  the 

■■■  T  •  coordinated  cer-  particular  feature  and  the  fea- 

SlXlff  \^01.0]7  tain  editorial  features  with  a  ture  inside  set  off  with  color 
color-label  technique  designed  to  bars.  The  Cashword  Puzzle,  for 
dramatize  and  identify  them  instance,  bears  a  green  imprint. 
vrlT  J/  with  greater  emphasis.  Other  features  are  given  differ- 

Six  reader  features  form  the  ent  colors  to  add  variety  to  the 
Champaign-Urbana,  Ill.  basis  of  this  editorial-circulation  promotion. 

Use  of  “Color  Showmanship”  promotion  designed  to  hold  regu-  Mr.  Hundley,  in  introducing 
to  promote  regular  editorial  fea-  lar  readers  and  add  new  sub-  the  “Color  Showmanship”  pro- 
tures  of  the  C/iampaipn-f/rfcano  scribers.  Features  chosen  for  this  gram,  pointed  out  how  maga- 
New8-Gazette  five  times  a  week  front-page  and  inside  page  color  zines  make  good  use  of  color  on 


son,  Inc.  Full-color  pages  ap¬ 
peared  in  the  Chicago  Triinau 
and  Chicago  Daily  News  fore; 
sections  here  last  week.  Thp 
color  page  will  be  followed  by  a 
continuous  program  of  large- 
space  black  and  white  ads  in  th^ 
two  papers  extending  into  ^ 
cember. 

Entry  into  the  Cleveland  mar 
ket  this  week  followed  the  sarir 
promotional  pattern  with  simila* 
size  ads  in  color  appearing  ir 
the  Cleveland  Plain  Dealer  ari  : 
the  Cleveland  Press  &  Sev> 
according  to  Robert  Palaz?. 
sales  manager,  salad  dressing 
products,  Anderson,  Clayton  i 


ROCHESTER  NEWSPAPER  INCREASED 

ENGRAVING 


The  opening  ad  is  ilominatf 
by  a  full-color  illustration  sho? 
ing  vinegar,  oil  and  spices,  ur 
derlined  with  the  reminder  tha' 
“It  takes  all  three  .  .  .  plus  TI.'' 
(Tender  Loving  Care)  to  make 
new  Seven  Seas  salad  dressings 
so  good.”  Succeeding  ads  wiB 
feature  all  four  Seven  Seas  salad 
dressings  (Italian,  Rnssiar. 
French  and  Island  French) 
which  comprises  Anderson,  Clay 
ton’s  initial  entry  in  the  field. 


Lees  Ads  To  Push 
^Brhfht  Dream’  Carpet 

one  for  Reader' 


Two  ads, 

Digest  and  Look,  and  a  semr.; 
for  314  newspaper  .supplements 
(Parade,  Family  Weekly  and 
Sunday),  will  support  the  semi¬ 
annual  promotion  of  I-ees  car 
pets  timed  for  Oct.  8. 

The  full-color,  full-page  a;- 
(via.  N.  W.  Ayer  &  Son,  Inc.) 
promote  “Bright  Dream”,  a  ne* 
all-wool  patterned  carpet  tha’ 
will  sell  in  Lees  retail  .i<  rount= 
at  $10.9.0  a  square  yard.  Th« 
newspaper  ads  will  include  a 
column  listing  the  Lees  dealer 
in  the  area  w'ho  are  tying  i- 
with  the  promotion.  These  rr 
tailers  will  also  advertise  th* 
fabric  in  available  media  sen 
ing  their  areas, 


Many  newspapers  like  the  Rochester  Post-Bulletin  can  increase  their 
engraving  production  without  extra  cost  by  changing  their  engraving 
process.  A  survey  by  Imperial’s  Photoengraving  Engineering  Service 
tells  whether  you  can  make  a  worth  while  saving  in  your  plant.  With¬ 
out  obligation,  a  letter  brings  arrangements  for  a  survey. 


w’cll  as  sf- 
!  range  special  displays  .-ond  e*-. 
3a  ,  duct  promotional  events. 
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The  New  Dimension  in  Newspaper 

Advertising  Comes  of  Age... 

lliis  week  Amerioan  newspapers  carry  the  most 
,  explosion  of  color  by  a  sing^le  advertiser  in  history! 

t  More  tban  38,000,000  hill  color  Preprints  introduce  the 

new  Studebaker  line— in  386  newspapers,  including^ 

307  dailies  and  23  weeklies . . .  rangfing  in  size  from  the 
weekly  Florence  Wisconsin  Mining  News  with  1,300 
circulation  to  the  New  York  Daily  News  with  8,000,000. 


It  took  the  equivalent  of  30  freight 
cars  to  carry  the  3,000  rolls  of  Preprints 
weighing  600  tons... approximately 
13,750  miles  of  color  print.  And  to  sup¬ 
ply  the  rotonews  required  the  cutting  in 
Northern  Canada  of  1 1,000  trees... 
irowing  an  average  of  40  years... on 
Ifty  acres. 

Most  newspapers  received  the  Pre- 
.)  prints  in  36''  diameter  rolls,  wound  to 
].  Ihe  specific  size  of  their  page  width... 
:  md  43  newspapers  got  the  Preprints  in 
Atet  form. 


The  vast  outburst  of  color  in  the 
midst  of  black  and  white  pages  provided 
newspapers  with  new  excitement,  fresh 
interest,  eye-stopping  reader  appeal— a 
brand  new  dimension! 

And  Preprints  provided  newspapers 
not  only  with  a  wealth  of  conversational 
currency,  but  with  important  cash 
income! 

The  Preprint  Corporation  thanks  our 
friends,  the  newspaper  publishers  tot 
their  enthusiastic  cooperation,  and 
D’Arcy  Advertising  Company  for  the 


opportunity  of  participating  in  thn 
pioneering  occasion.  We  welcome  your 
comments  and  would  be  delighted 
supply  any  additional  information 
this  powerful  new  dimension  of 
newspaper  medium. 

And  millions  of  readers  will  thank 
the  newspapers  and  Studebaker  for  the 
privilege  of  previewing  a  beautiful 
model  line  —  via  the  most  spectacular 
and  colorful  introduction  in  history! 

For  a  flash  of  a  segment  of  what 
readers  saw— turn  the  page! 


Preprint  Corporation 

805  Eaat  46th  St.,  New  York  17,  New  York— PLaza  1-2056 
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NtM  •porit  car  type  Bucket  Seats-handaome, 
andy  conaole.  A/ill  Action  Styling  —  inaide 
nd  out.  i^EW^ood  •grained  inatrument  panel, 
pecially  padded  daah.  i\KW^aytona  eliding 
ikytop  aunroof  option. 

pt/OM/  4-$p—P  floor-mounM  g^trboK,  and  up  to  Iff  HP  gtua 
w  ipHt  Daytona  outatand/ng  parfOrmanea  etiaraetortat/ea. 


Oibor 

Iwwei 


EDI 


ANNOUNCING  THE  GLAMOROUS  N 


Today’s  most  advanced,  luxurious  fun  car.  Bucket-seati 
comfort,  lavish  appointments,  fully  carpeted  splendor.  A 
new  design  in  glamorous  excitement  for  the  Young  in  Hi 


Meister  Brau  Color 
Pages  Tops  in  Chi. 


Chicago 

Glances  are  that  should  the 
IHStion,  “Who  is  the  dominant 
hfcrai^e  ROP  color  newspaper 
liven iser  in  Chicago?”  be  asked 
it  a  bull  session  of  Madison 
Avenue  execs,  one  or  more  so- 
ailed  “national”  brands  would 
ki  named. 

This  would  not  be  surprising, 
1$r  Chicago  is  unique  in  the 
age  industry  in  that,  unlike 
here  else  in  the  country, 
t  is  heavily  dominated  by 
ptionally-advertised  beers. 

40  Pages  a  Year 

Tet,  since  1958,  Chicago’s 
er  Hand  Brewery  not  only 
held  its  own  in  this  unusual 
et  but  has  steadily 
sed  the  sale  of  its  Meister 
■nu  beer  and,  for  the  last  two 
considerably  more  than 
Im  industry  average. 

An  it  was  back  in  1958  that 
PMer  Hand  instituted  a  series  of 
P  -page  ROP  color  newspaper 
fids  with  a  “personality”  or 
'yrsonal  selling”  approach,  con¬ 
ed  by  the  Chicago  office  of 
n,  Barton,  Durstine  & 
^Mwme.  Largest  by  far  of  any 
Iwwcr  in  the  area,  the  Meister 


Brau  ROP  color  campaign  num¬ 
bers  40  pages  a  year,  divided 
equally  between  the  Tribune 
(standard  size)  and  Sun-Timeft 
( tabloid ) . 

.4ds  in  (hmnI  Taste 

Thierry  McCormick,  adver¬ 
tising  manager,  explains  that 
Meister  Brau’s  strategy  is  based 
on  dominance  in  every  medium 
used  and  at  the  same  time  must 
reflect  the  character  and  good 
taste  which  have  been  the  hall¬ 
mark  of  Peter  Hand  Brewery 
for  70  years.  Harry  P.  Heuer, 
grandson  of  the  founder  and 
president  since  1937,  has  carried 
on  the  Brewery’s  policy  of  never 
using  “paid  testimonials”  or 
allowing  wild  or  exaggerated 
claims  to  be  made  for  Meister 
Brau. 

Thus  it  was  that  10  of  Chi¬ 
cago’s  best-known  and  most 
popular  broadcast  personalities 
toured  the  brewery,  chatted 
informally  with  the  brewmaster 
and  other  key  brewery  people, 
and  got  to  know  the  company 
and  its  product. 

For  the  ROP  color  ads,  the 
personality  is  photographed  in  a 
believable  situation,  which  in  the 


1961  series  is  “one  of  those 
moments  for  Meister  Brau.”  He 
is  then  asked  by  M.  J.  Pulver, 
copy  group  hea[d  from  BBDO, 
to  suggest  in  his  own  words  what 
he  would  say  in  the  situation 
being  photographed. 

CJerry  Gazlay,  account  execu¬ 
tive  and  Gordon  White,  creative 
director,  plan  the  situations  and 
survey  locations,  keeping  in 
mind  the  professional  or  per¬ 
sonal  interest  of  the  personality. 
Then  the  BBDO  team,  of  which 
Charles  Hessemer  is  art  director, 
discuss  the  proposed  situation 
with  Mr.  McCormick  and  the 
Peter  Hand  advertising  commit¬ 
tee  composed  of  President  Heuer, 
Herbert  L.  Fisher,  executive 
vicepresident  and  Harry  Watt, 
assistant  advertising  manager. 
If  it  is  agreed  that  the  situation 
is  one  that  is  believably  “one  of 
those  moments  for  Meister 
Brau”  it  becomes  the  subject  for 
a  color  page. 

Run  Year  'Kimnd 

The  Meister  Brau  ROP  color 
pages  run  all  year  around, 
during  the  peak  summer  months 
on  a  once  a  week  insertion  sched¬ 
ule.  The  personalities  call  atten¬ 
tion  to  the  ad  on  their  broadcasts 
and  reprints  are  made  available 
to  retail  outlets. 

Personalities  who  are  mem¬ 
bers  of  the  Meister  Brau  team 
are;  P.  J.  Hoff,  tv  Weatherman; 
Howard  Miller  and  Jesse  Owens, 
disc  jockeys,  the  latter  the 


Olympic  athletic  great;  Art 
Mercier,  hunting  and  fishing 
expert ;  Fahey  Flynn,  sports- 
caster;  Alex  Drier  and  Joe 
Slattery',  news;  Paul  Gibson, 
commentary;  Frankljm  MacCor- 
mack,  all-night  music  show  and 
Manfred  Gursch,  German  lan¬ 
guage  .sportscaster. 

Just  as  in  the  newspaper  copy, 
the  Peter  Hand  Brewery 
encourages  the  personalities  to 
express  their  own  feelings  about 
the  product  in  their  broadcast 
commercial.s.  Frwjuent  visits  to 
the  brewery,  and  background 
material  provided  by*  agency  and 
client,  enable  the  personalities 
to  keep  their  comments  from 
becoming  trite  and  stereotype*!. 
• 

Wanl-Griffilli  (>|>ens 
Office  in  Pitt$*biirgli 

Ward-Griffith  Company,  Inc., 
national  newspa|>er  advertising 
representativ'es,  opened  a  new  of¬ 
fice  at  710  Grant  Building,  Pitts¬ 
burgh  Sept.  18,  with  Norman 
Hershorin,  manager.  For  the 
pa.st  seven  years,  Mr.  Hershorin 
has  been  in  the  national  adver¬ 
tising  department  of  the  Pittn- 
hurtfh  Pont-dazette. 

Opening  of  the  office  followed 
the  switch  of  the  Ogden  News¬ 
papers  in  West  Virginia  from 
Johnson,  Kent,  Gavin  &  Sinding 
to  Ward-Griffith,  which  has  also 
added  to  its  list  the  Coatn  Mem- 
Sewport  fteach  (Calif.)  (ilohe- 
Hernld  &  Pilot, 


makes  THE  difference 


in  REMARKABLE  ROCKFORD 


If  you  really  want  to  “apple  poli.sh”  those  sales 
figures,  just  add  the  impact  of  color  to  your 
ads  in  the  Rockford  newspapers.  Could  be  that 
remarkable  Rockford  month  after  month*  lead.s 
the  state  in  retail  sale.s,  outside  Chicago,  be¬ 
cause  so  many  adverti.sers  in  these  newspapers 
are  using  the  pulling  power  of  color.  The  Morn¬ 
ing  Star  and  Register- Republic  have  led  all 
lUinoia  newapapera  in  ROP  retail  color  for  over 
a  year,  rank  29th  in  the  nation  in  total  ROP 
color  for  the  first  six  months.  Color  adds  real 
.sales  impact  to  your  ads  in  .  .  . 


ROCKFORD  MORNING  STAR 

Barkforb 
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ROCKFORD  COLOR  MINDED 

Red  Means  $$Green 
For  Retail  Users 


Rockford,  Ill. 

Plus-power  of  color  adver- 
tisinf?  by  retailers  has  rocketed 
Rockford  business  firms  and 
daily  newspapers  of  this  North¬ 
ern  Illinois  city  into  a  unique 
llosition  of  dual  leadership. 

'*In  1960,  color  advertising  in 
Rockford  totaled  1,323,579  lines 
in  the  Rockford  Morning  Star, 
an  increase  of  34.6  per  cent  over 
1959  and  similar  linage  in  the 
Rockford  Register-Republic. 

ROP  color  has  catapulted  the 
Rockford  Newspapers  into  a 
high-ranking  national  position 
and  elevated  Rockford  retail 
sales  to  the  top  among  Illinois 
cities  outside  of  Chicago.  The 
Hoe  report  on  ROP  color  shows 
the  Rockford  Morning  Star  in 
third  place  in  the  United  States 
in  retail  ROP  color  for  June 
with  112,447  lines,  an  increase 
of  46.8  per  cent  over  June,  1960. 

It’s  an  advertising  success 
story  unrivaled  anywhere  in  the 
Midwest,  and  when  Rockford 


merchants  see  red  these  days, 
they’re  happy  and  well  pleased. 
Red  is  the  most  popular  basic 
color  being  used  in  unusually 
heavy  ROP  color  advertising 
budgets  here. 

Retail  ROP  color  linage  fig¬ 
ures  were  impressive  for  the 
.seven-month  period,  514,697 
lines  for  morning  editions  on 
weekdays,  104,209  on  Sundays^ 
for  an  over-all  total  of  618,906 
lines.  This  represents  a  gain  of 
36.9  per  cent  over  January-July 
linage  last  year. 

For  more  than  100  local  firms, 
color  is  the  biggest  five-letter 
word  in  the  Rockford  adver¬ 
tising  field.  Many  retailers 
caught  in  the  competitive  squeeze 
caused  by  mushrooming  neigh¬ 
borhood  shopping  centers  and 
big  chain  outlets  hailed  ROP 
color  as  a  merchandising  shot  in 
the  arm. 

One  merchant,  pleased  by  the 
upturn  in  retail  sales,  hailed 
effective  use  and  widespread 


appeal  of  color  used  in  adver¬ 
tising.  “It’s  just  what  we  needed 
— it’s  more  than  an  equalizer.’’ 
Others  cited  similar  sales  gains, 
heavier  store  traffic  counts,  and 
generally  favorable  reaction. 

More  than  40  firms,  members 
of  the  Downtown  Merchants 
Association,  were  equally  enthu¬ 
siastic.  They  have  been  praising 
color  ad  effectiveness  as  a  result 
of  a  two-year  institutional 
advertising  campaign.  All  agreed 
that  ROP  color  is  a  new  business 
stimulant  capable  of  amazing 
shopper  attraction. 

This  association  of  diversified 
business  concerns  promotes  the 
downtown  district  of  Rockford. 
By  pooling  a  small  part  of  their 
ad  budgets  for  association  pro¬ 
motions  in  Rockford’s  daily 
newspapers,  merchants  found  an 
effective  way  to  create  a  new 
image. 

But  not  to  be  outdone  by  their 
downtown  competitors,  one  shop¬ 
ping  center  called  North  Towne 
uses  spot  color  every  week, 
usually  a  page  and  sometimes  a 
double-truck. 

Other  retailers,  including 
Rockford  food  merchants  and 
dairies,  have  joined  the  swing  to 
ROP  color  here.  Several  inde¬ 
pendents  discovered  that  color 
ads,  with  proper  layout  and 
appeal,  put  them  in  a  favorable 
position  against  leading  national 
chains. 

Stimulales  Ad  Staff 

Advertising  staffs  of  the  news- 


In  the  first 
8  months  of  1961 

LOCAL  and  NATIONAL 
ADVERTISERS 
ran  more  than 

A  HALF  MILLION  LINES 

in  342  R«0«P« 
COLOR  ADS 

in  the  Call-Chronicle  J 
Newspapers 


/  Color  Reduces  Sales  Cost 

•  THE  MORNING  CALL 

•  EVENING  CHRONICLE 

•  Sunday  Call-Chronicle 

Allentown,  Pa. 

Rapratantad  NatioiMilly  by  Story,  Brooks  and  Finlay,  Inc. 


and  privately-owned  lots  haw 
attracted  wide  reader  interest 

Parking  Ads  Pay  Off 

Although  some  of  the  first 
maps  used  were  smaller  and  par¬ 
tially  effective,  it  was  not  until  a 
single  page  in  color,  devoted  en- 
tierly  to  downtown  parking, 
appeared  that  the  as.sociation 
achieved  a  major  impact.  Maps 
were  well  illustrated  and  easy  to 
read,  with  parking  lots  shaded 
for  easy  location  by  readers. 

“This  color  page  was  so  suc¬ 
cessful  that  our  promotional 
committee  urged  that  it  run  at 
least  once  a  month  for  duration 
of  the  campaign,’’  said  Mr. 
Nicholas. 

Eight  months  after  the  color 
page  appeared,  a  survey  pro¬ 
posed  by  the  Rockford  Chamber 
of  Commerce  and  conducted  by 
the  University  of  Illinois  pro¬ 
duced  interesting  but  not  unex 
pected  results.  Principal  reason 
given  by  persons  interviewed 
during  the  survey  on  why  they 
preferred  to  shop  in  Rockford 
was  “ample  parking.’’ 

“This  is  the  best  testimonial 
we  have  on  effectiveness  of  this 
campaign  in  general  and  the 
parking  pages  in  particular," 
Mr.  Nicholas  assert^.  “Use  of 
color  on  borders  surrounding  the 
actual  photos  helped  to  draw 
attention  to  these  pictures.” 

Food  Stores  Join  Parade 

Top  sections  of  these  color 
pages  are  used  for  promotional 
copy,  vrith  the  bottom  half 


papers,  aware  of  the  impact  of  ^j^j’ed  occasionally  into  boxes 
color  and  a|ded  by  penod.c  color  from  various 

clinics  and  “debates,”  have  gtores 

achmved  remarkable  results.  ^he  Rockford  group  of  six 
ROP  color  has  provided  sal^^  Cardinal  Food  Stores  also  has 
staffs  with  a  fre^,  profitable  plus-power  of  color 

i^en  ive.  They  have  little  advertising  ThL  stores. 
rouble  proving,  with  the  aid  of  ^rdinated  by  Consolidated  Foods, 
linage  and  sales  fibres,  that  Chicago,  have  run  at  least  a  full 
color  can  cr^te  and  hold  reader-  ^olor  to  best 

s^pjmpact  that  not  only  makes  ^y^appeal  advantage,  for  nearly 
advertising  pages  more  appeal-  *^rs 

ing  but  far  more  interesting.  Typical' of  Cardinal’s  success 

High  praiSe  for  “intelligent  was  a  unique  page  ad  using  red 
use  of  color”  came  from  the  with  black  and  white.  “What 
Downtown  Merchants  Associa-  this  country  needs  is  a  good 
tion,  of  which  Ben  Nicholas,  5^ent  sale,”  was  in  bold  type  at 
Rockford  Dry  Goods  Co.  man-  the  top  of  the  page,  which  fet- 
sger,  is  president.  “Color  has  tured  12  coupons  with  items  to 
been  used  in  most  of  pur  pages  be  sold  for  5  cents  each. 


because  it  is  the  most  effective 
way  to  attract  attention,” 


“Our  six  stores  drew  more 
than  20,000  coupons  as  a  result 


declared  Mr.  Nicholas.  “More  ©f  the  color  page,”  a  Cardinal 
important,  color  gives  the  ads  a  spokesman  said.  “This  is  a  fabu- 
tone  or  feeling  that  black  and  ]ous  amount,  and  our  Broadway 


white  just  cannot  achieve.” 


store  alone  took  in  5,100  cou- 


Forty-three  association  mem-  pons.”  This  Cardinal  color  page 
bers  use  an  average  of  40  pages  has  been  copied  by  food  chaini 
annually  for  institutional  adver-  in  other  communities, 
tising,  including  26  pages  for  Another  local  food  chain, 
promotions  to  sell  the  idea  that  Pacemaker  Stores,  with  five  out- 
the  downtown  area  is  still  the  lets  in  operation  and  a  sixth 
best  in  which  to  shop.  Well-  under  construction,  uses  full 
detailed  maps  emphasizing  avail-  color  every  week, 
ability  of  downtown  parking  Last  April  7,  the  Rockford 
spaces  in  both  municipally-owned  (Continued  on  page  56) 
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COLOR  ADVERTISING 

(1  or  2  colors  and  black) 

is  now  available 
in  the  ^ 

ELMIRA  STAR-GAZETTE 

Evening 

and  ADVERTISER 

Morning 

THE  SUNDAY  TELEGRAM 

Members:  The  Gannett  Group 


These  three  Elmira  newspapers  blanket  the  south  central 
New  York  State  ond  north  central  Pennsylvania  market. 

They  are  the  "home  town"  papers  for  the  263,098 
residents  of  this  area— rich  in  soles  potential  for  your 
products  or  services. 


A  PROVEN 


T  MARKET 


The  Elmira  Market  has  been  proven  to  be  particularly 
well  adapted  for  Test  Advertising.  It  is  on  "isolote’d 
area."  Circulation  of  "o  u  t  s  i  d  e"  newspapers  is 
exceptionally  small. 

The  Elmira  Newspapers  are  the  dominant  advertising 
media  for  this  entire  trading  area. 

Your  Test  Campaign  in  the  Elmira  Star-Gazette  and 
Advertiser  or  The  Sunday  Telegram  will  give  you  a  true 
picture  of  its  effectiveness  as  to  soles  results. 


Hepresenled  by 

GAI^ETT  ADVERTISING  SALES,  INC. 


NEW  YORK  •  PHILADELPHIA  •  HARTFORD  •  SYRACUSE 
DETROIT  •  CHICAGO  •  SAN  FRANCISCO 


Survey  Shows 
Women  Look 
To  Meat  Ads 

Chicago 

Three-fourths  of  the  women 
interviewed  declared  they  read 
the  weekly  meat  ads  in  their 
hometown  newspapers,  accord¬ 
ing  to  a  study  of  consumer 
preferences  presented  at  the 
56th  annual  meetinff  of  the 
American  Meat  Institute  here 
this  week. 

“A  whoppinsr  90%  of  the 
homemakers  who  read  the  ads 
say  they  buy  the  featured 
meats,”  report^  Karyl  Van,  ad¬ 
vertising  director,  and  Geoixe 
Sacks,  research  director  of  Fam¬ 
ily  Circle  magazine.  They  pre¬ 
sented  their  report,  based  on  a 
study  of  women  magazine  read¬ 
ers  conducted  by  Daniel  Starch’s 
research  firm  for  Family  Circle 
and  the  American  Meat  In¬ 
stitute. 

.Study  Kuying  Habile 

Only  10%  of  the  women  said 
the  retailers’  meat  advertising 
had  little  or  no  effect  on  their 
purchases.  The  questions  asked 
of  homemakers  were  prepared  by 


the  American  Meat  Institute  and 
were  aimed  at  subjects  where  it 
was  felt  more  information  was 
needed.  Following  are  other 
highlights  of  the  Starch  study: 

•  Nearly  half  of  the  women 
said  they  placed  greatest  re¬ 
liance  on  the  store’s  reputation. 

•  Nearly  half  buy  their  meat 
in  one  store. 

•  Approximately  70%  of  the 
homemakers  report  they  obtain 
their  meat  .supply  for  a  full 
week  or  more  in  one  trip  to  the 
store. 

•  About  60%  plan  for  the 
meats  they  will  use  in  their 
menus  for  a  week  ahead. 

•  Some  47%  of  the  women 
usually  have  their  shopping  list 
made  out  and  know  what  meats 
they  are  going  to  buy  before  they 
go  to  the  store. 

Among  the  Family  Circle 
readers  inter\dewed,  the  median 
figure  for  weekly  food  expendi¬ 
tures  was  above  average — gro¬ 
ceries  and  meat — $26.10,  of 
which  $9.41  represented  meat 
purchases.  “We  think  the  survey 
points  up  the  fact  that  there  is  a 
very  substantial  group  of  home¬ 
makers  who  spend  more  for  meat 
than  the  national  average — and 
that  these  homemakers  represent 
a  very  productive  market  for 
advertising  and  promotional  ef¬ 
forts  of  the  meat  industry,” 
.says  FC. 


Red  Means 

(Continued  from  page  54) 


daily  newspapers  invited  local 
retailers  and  their  agencies  to  a 
color  seminar.  About  150 
accepted  the  invitation  for  the 
program.  One  of  those  who 
attended  and  came  away  im¬ 
pressed  with  the  story  of  what 
impact  color  has  on  newspaper 
readers  was  John  M.  Powell, 
treasurer  of  Muller-Pinehurst 
Dairy,  Inc.  Mr.  Powell  and  his 
agency  decided  to  increase  their 
use  of  color  in  their  five-column 
ads. 

Roger  M.  Porter,  account 
executive,  Cummings,  Brand  & 
McPherson  Associates,  Inc., 
wrote  to  Richard  G.  Lundgren, 
advertising  director  of  the  Morn¬ 
ing  Star  and  Register- Republic: 

“I  have  always  been  fully 
aware  of  the  impact  of  color  in 
magazine  ads  and,  of  course, 
suspected  a  high  rate  of  impact 
for  newspapers.  However,  the 
percentage  figures  shown  during 
your  color  clinic  were  much  more 
impressive  than  I  could  have 
ever  imagined.” 

There  are  a  lot  of  reasons  why 
advertisers  buy  color  in  Rock¬ 
ford,  Mr.  Lundgren  and  Kenneth 
J.  Nattrass,  assistant  adver¬ 
tising  director,  pointed  out.  “One 


reason  is  that  we  sell  color.  Ou 
copy  service  department  makii 
color  layouts  on  speculation,  ud 
many  advertisers  find  them  im- 
sistible.  Our  staff  ha.s  a  grwt 
deal  of  know-how,  and  the  teaa- 
work  we  have  develii|)ed  k 
indispensable.” 

• 

Trenton  Timett  Names 
Dougherty  for  PR 

The  Trenton  Times  Newspt- 
pers,  Inc.  announced  here  this 
week  the  appointment  of  Joseph 
A.  Dougherty  Associates,  lat, 
Princeton,  N.  J.,  public  relatioM 
firm,  to  handle  its  account. 

Among  the  projects  planned 
will  be  the  official  opening  of 
the  papers’  new  multi-million 
dollar  facility,  and  the  iiapeii 
supporting  role  in  the  Greater 
Trenton  urban  rerlevelopment 
program. 

Cassidy  in  PR  Firm 

George  L.  Cassidy  has  been 
appointed  a  senior  a.s.sociate  and 
adviser  of  United  Public  Rela¬ 
tions,  Inc.,  New  York.  He  has 
been  at  various  times  editorial 
page  editor,  foreign  correspond¬ 
ent  and  managing  editor  of  the 
New  York  Post.  Recently  he  ha.<; 
been  executive  director  of  the 
America-Israel  Society,  Wash¬ 
ington. 


First  .  .  .  you  need  an  advertistr  who  knows  the  value  of  color 
advertising.  AMERICAN  BAKERIES  selected  full  color  newspaper 
advertising  to  more  effectively  tell  their  story,  “Taystee  Bread  Puts 
Flavor  First.” 


Second  .  .  .  you  need  an  agdncy  that  has  the  creative  ability  and 
productive  know  how  to  produce  copy  and  art,  making  the  most 
effective  use  of  newsprint  space.  YOUNG  fit  RUBICAM,  INC.,  work¬ 
ing.  closel3'  with  Lakeshore  Electrotype,  produced  the  high  quality 
newspaper  designed  printing  material. 


Third  .  .  .  you  need  a  newspaper  that  has  the  experience,  mechan¬ 
ical  skills  and  production  know  how  necessary  to  provide  the  accurate 
reproduction  advertisers  and  agencies  expect. 

This  is  why  the  DULUTH  HERALD  &  NEWS-TRIBUNE 
won  Editor  fir  Publisher’s  first  place  color  award. 


56 


EDITOR  OC  PUBLISHER  for  September  23,  1961 


*r.  Ow 


what's  op  rruM. 
that  counts 


aniMd 
n»  of 
niliion 
apen’ 
reater 
pm«it 


1  at  PRIZI 
4-COlOR 
Ntw  OHmm,  La., 
Stotts  Htai 


v»,hy  no»  I®'" 

the  win*’*'’*" 


lat  PRIZI 
a-coioR 
Stotaa  Islood, 
N.  Y.,  Advtact 


961 


8  PR  Firms  Pool 
Staffs  in  Venture 


Formation  of  Northeast  Public 
Relations,  Inc.,  was  announced 
this  week  by  John  Moynahan  & 

Company,  Inc.,  New  York. 

The  new  PR  service  combines 
the  staffs  of  eifi^ht  leading:  PR 
firms  in  the  New  England  and 
New  York  State  area  and  has 
been  established  to  service 
national  accounts  in  the  seven- 
state  area.  All  member  firms 
will  continue  to  operate  inde¬ 
pendently  in  their  own  .states  in 
addition  to  pooling:  resources. 

Northeast  Public  Relations, 

Inc.,  is  headed  by  John  W.  Tier¬ 
ney  of  John  W.  Tierney  As¬ 
sociates,  Hartford,  Conn.  Other 
officers  of  the  firm  which  has 
been  incorporated  in  New  Hamp¬ 
shire  are:  Paul  A.  Newsome, 
president  of  Newsome  and  Com¬ 
pany,  Boston,  executive  vice- 
president;  Alleyn  H.  Beamish, 
president  of  Alleyn  Beamish  corporation  as  “a  new  concept 
and  Associates,  Albany,  vice-  in  public  relations  which  pro¬ 
president;  Hamilton  S.  Putnam,  vides  expert  familiarity  with  on< 
president  of  Hamilton  Putnam  of  the  country’s  most  progn^ 
and  Associates,  Concord,  N.H.,  sive  marketing  areas”  anc 
treasurer;  and  Will  Barbeau,  added,  “it  fills  a  need  in  the  ex 
president  of  Will  Barbeau  As-  panding  public  relations  fielc 
sociates.  Providence,  R.I.,  secre-  for  experienced  professiona 
tary-  services  on  the  state  and  re 


Ihtil  f/tu't'  n  fftr-iil  /myt  Hm  nnmc 
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Nartbwesum  Buki  N 


HONORABLE  MENTION — HonorabU  Mantion  for  full-color  anfriat  want  to  Allan  A  Raynolds,  lae, 
Omaha,  Neb.,  for  pa9a  ad  for  Fairmont  Foods  Company  (left),  and  to  Tracy-LocEo  Company,  Dallas. 
Texas,  for  full-pa9e  ad  for  Pearl  Brawin9  Company  (center).  Campball-Mithun,  Inc.,  Minneapolis,  ra- 
caived  Honorable  Mention  for  its  full-pa9a,  one-color  and  black  entry  for  Northwestern  National  Bank  of 

Minneapolis  (ri9ht). 


Milwaukee,  Wis.  Vancouvek,  B.  C. 

A  team  of  photographers,  Charles  “Pat”  Belcher  retires 
color  lab  technicians,  artists  and  ^0  as  manager  of  the 

editors  worked  around  the  clock  I"** 

..  -uiaoiso*  j  Shell  Oil  Co.  of  Canada,  Ltd.  He 
the  night  of  Sept.  13  to  produce 

run  of  color  news  photos  taken  gg  years  and  retires  at  age  60. 
on  Sept.  13  of  Hurricane  Carla  s  j|g  ^jjj  jjg  succeeded  by  David 
havoc  in  Texas  for  the  Milwau-  Webster  who  has  been  with  the 
kee  Journal’s  first  edition  at  PR  department  of  the  company 

at  Toronto  for  14  years. 


noon  on  Sept.  14. 


when  you  get  quality  and  quantity 


that's  NEWS! 


last  year 

In  1960  Lancaster  Newspapers 
ran  mare  lacal  ROP  calor  lin¬ 
age  than  any  ather  newspaper 
in  Pennsylvania,  including 
Philadelphia  and  Pittsburgh. 

In  1960  the  per  household 
overage  effective  buying  in¬ 
come  in  the  Lancaster  Metro¬ 
politan  Area  climbed  to  $7,772 
.  .  .  second  only  to  Philadelphia 
in  Pennsylvania. 

From  1950  to  1960  Lancaster 
was  the  fastest  growing  Metro¬ 
politan  Area  in  Pennsylvania. 
Population  increased  18.6%! 


In  1961  Lancaster  Newspapers 
won‘  the  E  &  P  Color  Award 
for  creative  retail  color  adver¬ 
tising  in  newspapers  under 
100,000  circulation. 

In  1961  circulation  of  the 
INTELLIGENCER  JOURNAL, 
LANCASTER  NEW  ERA  and 
SUNDAY  NEWS  climbed  to 
the  highest  July  in  hjstory. 

In  1961  total  employment  in 
Lancaster  reached  a  new  July 
record. 


Our  Thanks 


The  winning  ad  was  placed  by 
the  Philadelphia  office  of  the 
American  Stores  Co.  It  was 
one  of  a  series  of  full  pa9e, 
full  color  ads  that  appeared 
in  the  Lancaster  Newspapers. 
Like  many  other  progressive 
stores,  ACME  realizes  that  in 
the  growing  Lancaster  market 
COLOR  SELLS! 


litbUiotiKvrfiftiilaufkiaL  HBI^ncaster  New  Era  SUNDAY  NEWS 

Ert.  im  Bat  Itn  KaL  ltt3 

8  West  King  Street,  Lencoeter,  Penno.  55 1o  Fifth  Ave.,  New  York  17,  N.  Y. 

Express  7-5251  YUken  6-0866 
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PULLING 


POWER 


To  sell  Detroit,  buy  The  News!  Here’s  why:  •  Advertising  in  The  News  gets  results  because  it  goes  into  4 
out  of  5  metropolitan  area  homes  that  get  a  Detroit  newspaper  •  Advertising  in  The  News  is  read  by  both 
husband  and  homemaker  at  home,  where  family  shopping  decisions  are  made  •  Advertising  in  The  News 
goes  into  73%  of  metropolitan  Detroit  homes  where  income  exceeds  $7,000;  and  74%  of  those  where 
income  exceeds  $15,000.*  To  sell  Detroit  effectively,  at  the  lowest  milline  rate  available  in  the  nation’s 
top  five  markets,  just  use  The  News. 


•Siilh  Ouirqucr^ntal  Surw  y  ol  the  Detroit  Market.  1961  — ^  ^ 

The  Detroit  News 

733,S83  weekdays— 970,607  Sundoys  abc,  unm-viiit- 

Hni  Twk  Oeici:  Suite  1237,  60  E.  47nd  St.  •  Cluuc*  OOlce;  43S  N.  MKlutan  A«e..  Tribune  Tower  •  Picitk  Once:  7tS  Market  St..  San  FraneiKO  ■  Miann  leKk:  The  leonard  Co..  311  lincoln  Road 


White  Scales  Differences  In  Large  and  Small  Papers 


Des  Moines 

What’s  it  like  to  be  a  New 
York  publisher?  How  does  it 
compare  with  running  a  small 
paper  in  mid-America? 

There  are  some  basic  differ¬ 
ences  between  small  and  large- 
city  newspapers  but  f  u  n  d  a  - 
mentally  their  problems  and  re¬ 
sponsibilities  are  the  same,  ac¬ 
cording  to  Robert  White  II,  w’ho 
has  had  experience  on  both. 

Mr.  White,  co-e<litor  and  pub¬ 
lisher  of  the  .Mexico,  (Mo.)  Led- 
!/er  and  former  president  and 
editor  of  the  New  York  Herald 
Tribune,  addressed  the  annual 
dinner  of  the  Iowa  Daily  Press 
Association  here  Sept.  9. 

He  made  these  points: 

— Newspapers  are  read  by  one 
human  being  at  a  time. 

— The  basic  fundamentals  of 
good  editing  are  universal  be- 
cau.se  human  nature  is. 

— A  nc'wspaper  can  neither 
rise  nor  fall  beyond  or  below  the 
staff  ...  or  its  leadership. 

— Bigness  in  size  increases  the 
opportunity  for  specialization, 
and,  also,  quality. 

— But  bigness  does  not  assure 
quality  or  mean  .smaller  papers 
cannot  have  cjuality.  P'or  they 
can,  and  do.  But  small  papers 
sometimes  must  overcome  the 


weakness  of  their  strength. 

— The  publisher  of  a  large 
paper  can  have  more  assistance 
and  tools  with  w'hich  to  reach 
decisions.  And  he  needs  them. 

— The  large  paper  is  more 
often  read  in  higher  places. 

Measure  of  Influence 

Mr.  White,  said  he  felt  the 
Ledger  and  most  small  news¬ 
papers  have  far  more  influence 
with  their  Ckingressmen  than  do 
most  large  newspapers.  “And,” 
he  continued,  “I  think  it  may  be 
valid  to  claim  that  most  small 
newspapers  have  more  influence 
with  their  readers  simply  be¬ 
cause  they  are  closer  to  their 
readers.” 

But  the  Herald  Tribune,  he 
noted,  does  have  some  very  real 
and  meaningful  claims  to  fame. 
“It  is  read  daily  in  the  White 
House.  If  an  editor  or  a  reporter 
should  receive  a  direct  or  an  in¬ 
direct  call  from  the  President,  it 
would  not  be  the  first  time  such 
a  call  was  made. 

“The  Herald  Tribune  also  is 
read  in  the  Kremlin  every  day. 
As  a  matter  of  fact,  Mr.  Khru¬ 
shchev  has  quoted  Herald  Trib¬ 
une  editorials  a  number  of 
times,”  he  commented. 

The  former  New  York  pub¬ 


lisher  made  a  comparison  be¬ 
tween  the  Tribune’s  trade  area 
and  that  of  the  Ledger.  “The 
Ledger’s  immediate  area,”  he 
.said,  “totals  about  42,0(X)  people. 
It  has  six  full  timers  on  the 
news  staff  or  one  to  every  7,000 
people.  The  Herald  Tribune’s  im¬ 
mediate  area  totals  about  15,- 
000,0(X)  people,  has  something 
over  300  on  its  newside,  or  about 
one  to  every  50,000.  For  the 
Herald  Tribune  to  have  the  same 
news  side  ratio  to  population 
as  the  Ledger,  it  would  have  to 
have  one  newsman  per  7,000 
people  or  a  total  of  2,100  on  the 
news  staff  alone. 

“The  Ledger  averages  about 
12  pages  per  day  for  its  40,000 
people.  To  have  this  much  white 
space  per  1,0(X)  people,  the 
Herald  Tribune  would  have  to 
average  4,.500  pages  per  day.” 

Ciommunity  .Service  (iiled 

Paul  G.  Norris  Jr.,  publisher 
of  the  Marshalltown  Times-Re- 
publican,  was  elected  president 
of  the  Iowa  Daily  Press  Associa¬ 
tion,  an  organization  of  38  news¬ 
papers.  He  succeeds  John  H. 
Notman,  co-publisher  of  the 
Clinton  Herald. 

A  highlight  of  the  annual 
clinic  was  presentation  of  a 


community  service  award  to  th» 
Marshalltown  Times-Rt-publicu 
for  its  part  in  supporting  a 
successful  $360,000  bond  election 
for  a  municipal  airport.  Seven 
previous  bond  elections  over  a 
20-year  period  had  failed. 

In  a  two-month  campaign  thi* 
summer  the  Marshalltown  news¬ 
paper  carried  1,785  column 
inches  on  the  airport  bond  elec¬ 
tion. 

• 

Football  Section 

Montgo.mery,  Au. 

The  Montgomery  Advertiser- 
Journal  published  a  64-page  sec¬ 
tion  containing  outlook  stories 
on  all  Southeastern  Conference 
football  teams  plus  Alabama 
high  school  teams.  The  section 
was  prepared  by  Sam  Adams, 
Journal  sports  editor  and  Max 
Moseley,  Advertiser  sports  edi¬ 
tor.  This  was  the  13th  year  for 
the  section. 

• 

Sat.  Sports  Extra 

Gadsoen,  Ala. 

The  Gadsden  Times  has  in¬ 
troduced  a  Sunrise  Sports  Extra 
which  is  delivered  early  Satur¬ 
day  morning.  The  Times  is  an 
afternoon  and  Sunday  news¬ 
paper. 
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a  natural  in 


NORTHWEST 


News-Journal 


A  Perry  Florida  Newspaper 
Represented  by  John  H.  Perry 
Associates 
Offices  in: 

New  York,  Chicago,  Detroit, 

^  Philadelphia,  Atlonta, 

San  Francisco 


Pensacola 


When  you  snap  it  up  with  color, 
you've  used  your  best  lure  for 
attracting  the  rich,  fast-grow¬ 
ing  Northwest  Florida  market. 
Skilled  production  by  the  Pen¬ 
sacola  News  and  Journal — now 
tops  among  the  Nation's  best 
in  color  technique  —  assures 
maximum  precision  and  grati¬ 
fying  results  from  your  R.O.P. 
color  advertising.  Try  us  and 
see! 


PENSAC(XA— Home  of  the  Gulf's 
beoutiful  and  world  -  famous  Red 
Snapper. 


ANOTHER  QUALITY  MAT  FOR  NEWSPAPER  REPRODUCTION 


JUST  DEVELOPED  BY  ^  RT  I  F  I  E  [3 


BE  OUR  GUESTI  TRY  THE  WONDER¬ 
FUL  NEW  CERTIFIED  PINK  COMAT 

ORDER  A  CASE  OR  A  COMPLIMENTARY  PACKAGE  OF 
SAMPLES.  ONE  OF  joUR  REPRESENTATIVES  WILL  CALL 
AND  HELP  YOU  GET  OPTIMUM  RESULTS  FROM  THE 
COMATS.  STEREOTYPERS  WHO  TRY  THEM  ARE  ENTHU¬ 
SIASTIC  OVER  THE  RESULTS. 

TELEPHONE:  MURRAY  HILL  2-6112 

CERTIFIED  DRY  MAT  CORPORATION 
555  Fifth  Avenue-New  York  17,  N.Y. 


Symbolic  Elements 
Tell  Peoples’  Story 


This  prize-winner  is  just  a 
part  of  an  overall  campai^  to  greater  Promotion 
focus  attention  on  Peoples  Druf?  r  c  j  c  • 

Stores’  prescription  depart-  In  Sunday  ^ectIOn8 

iii^nts.  Philadelphia  ' 

Each  ad  in  the  series,  which  Robert  Bruce,  Inc,,  brand- 
ran  last  January  and  February  name  producer  of  men’s  and 

in  the  Washington  (D.  C.)  Star  boys’  sweaters,  knitted  shirts 

and/or  the  IPas/iingrton  (D.  C.)  and  swimwear,  will  use  color  ^ 

Post,  spotliffhted  one  aspect  of  advertisements  in  Sunday  news- 

Peoples’  prescription  operations,  paper  supplements  as  well  as  j 

Ad.  Make  Point  national  magazines  for  the  holi-  W 

day  period  and  for  the  spring- 
One  ad  stressed  the  fact  that  summer  1962  season. 
all  pharmaceutical  stocks  are  Harold  L.  Neuman,  president  1 

checked  monthly  and  outdated  of  Robert  Bruce,  Inc.,  said  that 

drugs  are  removed.  Another  ad  his  company  expects  an  increase 

emphasized  availability  of  all  in  business  of  about  30%  and  it 

new  drugs  of  proven  effective-  is  boosting  the  ad  budget 

ness.  Another  dramatized  the  accordingly.  .  .  ’ 

fact  that  Peoples  Drug  Stores  The  company’s  “St.  Andrews’’ 

fill  4,000,000  prescriptions  an-  100%  Orion  acrylic  cardigan  (kOfl  I  •n.xi  Wm»I 

nually,  and  a  fourth  ad  in  the  will  be  promoted  for  the  holiday  ^  ^  j  i  j  i.  ■> 

series,  headlined,  “Peoples  Never  selling  season  with  full-color  ads  Scneouled  by  Litt  Kosfl 

Sleeps,”  pointed  out  that  because  in  the  November  19  Sunday  Between  Oct.  1  and  year’s  ( 

several  stores  are  open  all  night,  supplements  of  the  Philadelphia  La  Rosa  &  Sons  Inc.  i 
Peoples  provides  ’round-the-  Inquirer,  Chicago  Tribune,  Los  Hiippr  of  macaroni  snairhet’ti 
clock  prescription  service.  Angeles  Times,  Boston  HeroM 

Symbolic  Sign  f"**  Atlanta  Constitution  and  feting  area  with  30,000  line! 

the  Detroit  News.  newspaper  advertising  ( 

To  dramatize  each  featuretl  The  company  is  planning  a  Rj^lcs  &  Greist,  Inc.)  e 
aspect  of  Peoples’  prescription  consumer  ad  program  for  a  new 

service  N.  W.  Ayer  used  sym-  line  of  baseball-theme  Roger  During  the  same  period, 

bolic  design,  with  the  central  Maris  shirts  for  boys  and  a  new  more  than  1 

idea  of  each  ad  visualized  by  a  line  of  Arnold  Palmer  shirts  and  radio-TV  spot  commercials, 
grouping  of  symbolic  elements  sweaters.  Vincent  S.  La  Rosa,  vicepi 

with  short  copy  detailing  the  Werman  and  Schorr,  Inc.,  charge  of  advertii 

mes.sage.  Advertising,  is  the  agency.  g^lee  nromotion.  called 


The  new  IPI  ROP  Color  Guide  presents  the  12  standard 
base  colors  approved  by  the  American  Association  of 
Advertising  Agencies  and  the  American  Newspaper 
Publishers  Association  for  ROP  color  printing.  Also 
included  are  36  ROP  color  mixtures  which  can  be  made 
from  formulas  supplied  by  IPI  branches. 

ipi  onrf  K  or*  trodmmaHtt  of 


Each  color  page  contains  tear-out  swatches  which  can 
be  enclosed  with  copy  for  accurate  color  interpretation. 

Publishers,  advertisers  and  advertising  agencies  are 
invited  to  secure  free  copies  of  the  ROP  Guide  from  any 
IPI  branch,  or  by  writing  direct  to  the  IPI  Promotion 
Department  at  the  address  below. 

Iuhrchoimkol  CorporoWow 


■  ^  0  ^  ^  m.M  I  ^  ja  ■  ...  ^  ^  ^  ^  ^ 


NEW  ROP  COLOR  GUIDE 
hcM  handy  tear-out  swatches 


■ 

)  ■  '§ 


co» 


1\ON 


EXECUTIVE  OFFICES:  67  WEST  44th  STREET.  NEW  YORK  36.  N.  Y. 


JOURNAUSM  EDUCATION 


96  Enroll  at  Medill 
For  Master’s  Degree 


Evanston,  Ill. 

The  lar^^est  class  of  candidates 
for  the  Master  of  Science  in 
Journalism  degree  since  the  post¬ 
war  bulge  registered  at  North¬ 
western  University  this  week. 

The  96  Medill  School  of  Jour¬ 
nalism  graduate  students  toured 
Chicago  as  guests  of  the  city. 
Later  this  year  they  will  use  the 
city  as  a  journalism  laboratory. 

Medill’s  la'rgest  class  of 
M.S.J.  candidates  was  119  in 
the  fall  of  1950  when  many 
post-war  students  had  reached 
their  graduate  year.  This  fall’s 


enrollment  is  an  increase  of  27 
over  last  fall’s. 

“Many  factors  contribute  to 
our  increased  enrollment,”  Dean 
Ira  W.  Cole  of  the  School  of 
Journalism  said.  “One  major 
factor  is  that  employers  of  jour¬ 
nalism  graduates  for  the  past 
several  years  have  been  carry¬ 
ing  on  a  stepped  up  campaign 
to  publicize  opportunities  in 
journalism.” 

An  advertising  specialist  and 
two  newsmen  have  joined  the 
faculty  of  the  Medill  School. 

John  S.  Wright,  new  associate 


See  for  yourself 
how  much  more  you  get 
with  Burgess  Color -Tex 


have  to  lee  the  BURGESS  COIXJR-'l'EX  Mat . . .  you  have  to 
uae  it  to  really  believe  how  much  it  can  mean  in  simplified  operation 
and  greater  fidelity  in  your  ROP  color  work. 

BURGESS  COLOR-TEX  is  a  new  idea.  A  color  mat  that  can  be 
cold-molded  yet  give  faithful  reproduction.  Shrinkage  is  so  low  that 
registration  problems  are  avoided.  It's  softer,  more  flexible.  It  com- 
m  m  mm  presses  to  the  thickness  of  rerjlar  mats.  Even  if  you  now  uae  regular 

Cv  mats  packed  head  and  foot,  you  can  get  the  superb  benefits  of 

COLOR-TEX  wM  no  equipment  change*. 

CELLULOSE  COMPANY  ACT  NOW  and  see  for  yourself  what  BURGESS  COLOR-TEX 

_  Mats  can  do! 

FREEPORT,  ILLINOIS 

Write,  phone  or  wire  and  are'll  arrange  a  practical  demonstration  in 
your  own  plant  under  operating  conditions! 


M*nufKlunr*  end  Ditiributofs  of  Burgess  Newsptpir,  CommtrcisJ  *fid  Suprtmt  Tont-Tts  Mats 
Ctneditn  KtpnstnUUn:  R.  M.  Lousen  4  Co.,  ltd.,  Ktnntdy  Road,  hgincourt,  Ontario 


professor  of  advertising,  was  reporter  and  copyreader  for  the 
visiting  professor  in  the  School  Wathington  (D.  C.)  Daily  Sem. 
of  Business  during  1960-61.  Last  Instructing  in  reporting  will 
sununer  he  was  with  J.  Walter  be  Richard  Hainey,  executive 
Thompson  Company.  He  is  editor,  Chicago’s  Anurieon; 
former  chairman  of  the  Depart-  Eric  Lund,  assistant  city  edi- 
ment  of  Marketing,  San  Diego  tor,  Chicago  Daily  Newit,  and 
State  College,  and  professor  of  David  Kamo,  assistant  foreign 
business  administration,  Mon-  editor,  and  Ralph  Otwell,  news 
tana  State  University.  editor,  both  of  the  Chicago  Sun- 

Richard  G.  Gary,  assistant  Times.  Frank  Jordan,  NRC  news 
professor  of  journalism,  was  a  director  for  Central  States,  will 
reporter,  rewriteman,  and  fea-  instruct  in  radio  and  television 
ture  writer  on  the  St.  Louis  news  writing  and  editing.  Nicho- 
(Mo.)  Post-Dispatch.  He  form-  las  Schuman  and  David  T. 
erly  worked  on  weekly  news-  Sulkson,  both  of  the  Daily  News, 
papers  in  Washington  state.  will  instruct  in  copyreading. 

Neil  V.  McNeil,  instructor  in  • 

journalism,  was  with  the  Wash-  JQ  Students  Picked 
ington  bureau  of  Scripps-How-  w  i  .. 
ard  Newspapers.  He  was  a  Elducalion  Course 
Nieman  Fellow  at  Harvard  Uni-  Ten  students  who  will  receive 
versity  during  1959-60.  He  has  grants  of  $2,000  each  while 
been  a  reporter  on  the  El  Paso  working  toward  a  Master  of 
(Texas)  Herald-Post  and  a  Science  degree  in  an  experi¬ 
mental  education  writing  course 
at  (Columbia  University  were 
named  this  week. 

The  curriculum  is  being  devd- 
oped  at  the  Graduate  School  of 
Journalism  through  a  |79J)0(i 
grant  from  the  Fund  for  the 
.  Advancement  of  Education. 

The  first  participants  in  the 
program  are: 

^  \  Paul  L.  Brown,  a  former  dty 

I  editor  of  the  Oelwein  (Iowa) 

■  j  Daily  Register, 

fl/y*  I  Peter  C.  Babcox,  formerly  on 

the  (Columbia  College  campus  ra- 
'  dio  station  staff. 

William  E.  Delaney  Jr.,  for 
i  mer  reporter  for  the  Port*  At- 
,  thur  CTex.)  News. 

Phyllis  De  Sena,  former  editor 
;  of  the  Brooklyn  (College  campu.< 
newspaper. 

April  E.  Lawrence,  formerly 
an  art  editor  for  the  Fire  Island 
'  (N.Y.)  News. 

Diana  L.  Maxwell,  formerly  s 
I  wire  editor  for  AP  in  Omaha 
and  reporter  for  the  Grand  Is¬ 
land  (Nebr.)  Independent. 

Anthony  H.  Sargent,  former 
newscaster  for  WTIC-TV,  Hart¬ 
ford. 

Ann  M.  Skinner,  former  re¬ 
porter  for  the  Greenfield  ( Mass.) 
Recorder-Gazette. 

Owen  N.  Williamson,  former 
reporter  and  telegraph  editor  of 
!  the  Johnson  City  (Tenn.)  Press- 
j  Chronicle. 

...you  have  to  Deborah  M.  Willson,  formerly 

>lified  operation  in  the  public  relations  office  of 

the  University  of  Pittsburgh, 
ut  that  can  be  * 

te  ia  ao  low  that  BcrkfiOU  ScholaT 

Joseph  Saltzman  of  Alhambra, 
lerb  benefiu  of  Calif.,  was  named  to  receive  the 

Seymour  Berkson  Memorial 
1  roi/iR.TEX  Scholarship  of  $1,000  at  the 

COLOR  TEX  Graduate  School  of  Journalism 

emonatration  in  Columbia  University.  He  ^ 

graduated  in  June  from  the  uni¬ 
versity  of  Southern  California, 
where  he  majored  in  journalism 
Sals  and  was  editor  of  the  college 

newspaper. 
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The  Roanoke  World-News 
wins  Annual  ROP  Color 
SWEEPSTAKES 
AWARD 


■TDP  COLOR  ATO) 


FOR  DCOXENCC  W  PRINTWO  KCWSPAFCR  ROR  COLOR 


The  top 
award  among 
Newspapers  in 
the  Southeast 
for  Excellence 
of 


T'  HE  Roanoke  World-News  won  the  First  Place 
for  full  color  advertising,  as  well  as  the  Sweep- 
stakes  Award,  in  the  annual  competition  for  excel¬ 
lence  of  ROP  color  printing,  sponsored  by  the 
Eastern  Division  of  the  Southern  Newspapers  Pub¬ 
lishers  Association. 

Fifty-two  newspapers  in  eleven  states  east  of  the 
Mississippi  River  submitted  nearly  400  entries  in 
the  contest.  The  award  winning  1500  line  color  ad 
is  reproduced  on  the  right. 


This  4-(x>lor  a<l  (oriKinally  1500  linrwi  piiblisheri  in 
The  Roanoke  Worlii-New*  %ton  the  Sweepstakes  Award 


THE  ROANOKE  TIMES 


UWYB  -FBNUSON-WAUa,  Nat  l 


ROP  color 


A  walking  storehouse  of  knowledge  and 
experience,  gained  from  working  with  every  size 
and  type  of  newspajser  operation.  That’s  your 
Goss  man,  who  will  be  happy  to  discuss  the  new¬ 
est  ROP  color  developments,  techniques  and 
equipment  with  you. 

Here  are  a  few  of  the  Goss  achievements  he’ll 
mention:  An  exclusive  new  inking  method  that 
gives  a  finer  pattern  ink  flow  and  better  quality 
reproduction.  New  innovations  that  enable 
color  changes  faster  than  you  can  lead  a  web. 
New,  easy,  speedy  operation.  New  color  decks 
that  give  you  maximum  flexibility. 

Invest  an  hour  with  a  Goss  man— the  finest, 
fastest  way  to  keep  abreast  of  what’s  new  in 
ROP  color.  Get  in  touch  with  Goss. 


The  new  Headliner*  Mark  II  and  improved  Headliner 
Mark  I  are  outstanding  examples  of  Goss  color  research 
paying  off  for  you.  Whether  your  needs  are  for  letterpress, 
offset  or  rotogravure,  Goss  has  the  press  to  fit  your  needs. 


3  out  of  4  American  daily  newspapers 
are  printed  on  6oss  presses 


CHICAOO  50.  ILLINOIS 
Specialists  in  newspaper,  magazine  and  roto  presses 


I  Mi  o 


A  DIVISION  or  MICMLE-60SS  DEXTER.  INC. 
The  leader  m  graphic  arts. .  engineering,  service 
and  manufacturing. .  .industry. wide  and  world-iMide 


Preliminary 


on  the  SHELL  NEWSPAPER  CAMPAIGN 


Last  fall,  newspapers  all  over  the  country  carried  the 
story  of  an  extraordinary  advertising  campaign,  one 
without  precedent  in  the  petroleum  industry :  the  Shell 
Oil  Company  had  decided  to  place  its  multi-million 
dollar  budget  almost  entirely  in  daily  newspapers. 

The  campaign  was  reportedly  designed  to : 

1.  Stand  out  by  its  dominant  po.sition  in  a  major 
medium.  2.  Get  additional  impact  by  appearing  in  a 
medium  where  a  long  product  .story  could  be  told 
effectively.  3.  He  of  a  “new.sy”  nature  in  the  primary 
news  medium. 

A  campaign  of  this  nature  was  bound  to  be  watched 
closely,  not  only  by  oil  men  and  newspaper  men,  but 
by  people  in  advertising  and  marketing.  As  the  cam¬ 
paign  progresses,  questions  are  a.sked.  How  well  is 
the  campaign  doing?  Are  the  ads  making  an  impres¬ 
sion  on  newspaper  readers?  What  is  the  reaction  of 
the  dealers— the  all-important  point  of  consumer 
contact  in  the  va.st  Shell  .sales  organization? 

Readership  Records 

Preliminary  studies  have  been  made  by  independent 
re.search  firms  both  for  Shell  and  for  the  Bureau  of 
Advertising  of  the  American  Newspaper  Publishers 
A.s.sociation.  The.se  studies,  conducted  during  the  first 
half  of  the  year’s  drive,  provide  .some  of  the  answers 
to  the.se  que.stions. 

A  Bureau  analysis  of  readership  .studies  by  the 
Daniel  Starch  organization  covered  more  than  18,000 
newspaper  ads  from  1952  to  1959,  including  all  gaso¬ 
line  and  oil  ads  in  the  size  category  into  which  the 
Shell  ads  fall.  The  average  “noted”  .score  by  men  for 
all  the  petroleum  ads  was  32'; ,  and  the  highe.st  ob.ser- 
vation  attained  by  any  one  of  them  in  the  eight-year 
period  was  59'"; . 

Fourteen  ads  in  the  current  Shell  campaign  have 
now  been  measured  in  similar  fashion.  Every  one  of 
the  fourteen  exceeded  the  eight-year  average;  eight 
of  them  even  topped  the  previous  record  score,  and 
one  .set  a  new’  high  of  81'; . 

Al.so  significant  were  the  “read  mo.st”  .scores,  in 
which  a  respondent’s  “yes”  answer  indicates  he  read 
at  lea.st  half  the  copy.  Again.st  a  10';  “read  mo.st” 
average  for  petroleum  ads,  the  Shell  copy  has  been 
averaging  almo.st  double  this,  and  has  attained  .scores 
as  high  as  41'^  —a  notable  performance  in  view  of  the 
fact  that  Shell’s  ads  carry  long,  detailed,  and  some¬ 
times  technical  text  matter.  The.se  results  confirmed 
Shell’s  confidence  that  a  long  copy  .story  can  get  across 


to  new.spaper  readers -one  of  the  major  rea.sons  for 
Shell’s  choice  of  the  medium. 

''Before  and  After" 

The  ads’  impact  on  consumers  was  measured  by  a 
two-city  “before  and  after”  .study  made  for  the  Bureau 
of  Advertising  by  ARB  Surveys,  Inc.  Before  the  .start 
of  the  campaign,  the  respondents  were  te.sted  on  their 
general  advertising  awareness-did  they  recall  .seeing 
any  gasoline  advertising?  In  both  cities,  7'/'  named 
Shell  advertising.  Only  three  weeks  after  the  new 
campaign  .started,  a  similar  que.stion  produced  17', 
and  19',  unaided  recall  for  Shell  ads  in  the  two  cities. 
With  aided  recall -did  they  remember  seeing  any 
Shell  advertising?— the  positive  respon.ses  jumped  to 
32',  and  40',.  (Sub.setpient  research,  in  later  stages 
of  the  campaign,  has  produced  even  higher  .scores.) 

In  another  study,  comparative  attitudes  toward 
Shell  and  the  respondent’s  usual  brand  of  gasoline 
w’ere  .sought  in  three  cities -a  ca.se  of  “stacking  the 
deck  again.st  yourself,”  as  it  were.  “Which  company,” 
the  consumers  were  a.sked,  “Shell  or  (the  respondent’s 
own  brand),  is  doing  the  mo.st  work  in  product  re¬ 
.search  and  .scientific  develo|)ment?”  Consumers  actu¬ 
ally  rated  Shell  ahead  of  their  “own  brands”  by  a 
margin  of  37',  to  22', .  The  (jnestion  was  al.so  asked, 
“Which  company.  Shell  or  (the  respondent’s  own 
brand),  is  doing  the  be.st  job  of  giving  people  the 
straight  facts  about  gas  and  oil?”  The  .score  was: 
Shell  26';  :  “own  brands”  25';. 

Dealers  Say  "  Yes" 

Li  a  survey  designed  to  determine  dealers’  reactions 
to  the  campaign,  interviewers  a.sked  6,000  of  them : 
“Is  the  new  campaign  better  than,  as  good  as,  or  not 
as  good  as  last  year’s?”  Nine  out  of  ten  of  the  dealers 
who  expre.s.sed  an  opinion  called  the  campaign  “as 
good”  or  “better.”  By  far  the  majority  answered 
“better.” 

Thus,  at  the  halfway  point  in  Shell’s  1961  news¬ 
paper  campaign,  it  was  clear  that  the  persuasive 
selling  me.s.sages  were  reaching  a  record  number  of 
new.spaper  readers,  regi.stering  a  di.stinct  impre.ssion 
with  them,  and  developing  new  high  levels  of  dealer 
support. 

An  appropriate  summing  up  of  the  preliminary 
evidence  is  this  .statement  by  one  of  the  |)rime  movers 
behind  the  project : 

“The  campaign  is  working.  The  voice  of  Shell  is 
being  heard  this  year.  We  intend  to  keep  it  that  way.” 


ANOTHER  EXAMPLE  OF  NEWSPAPER  SELLING  POWER  AT  WORK 
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‘Teem  Ad  Started 
As  Simple  B&W  Job 


mmu  [)0I1[M§2 


To  SELL  in  AKRON 
only  the  BEACON 


can  do  the  job! 

HOW  DO  YOUR  PRODUCTS  RANK  IN 


fern' 


In  tJi/'  hriyhi  gran  hfifth  ' 

t 

TlngUnffJt^hshingLpa^cUy  Ug/u. 


papers  on  direct -casting  mats. 
E&P  AWARD  WINNER  Press  plates  were  made  by  rarh 

.  daily  directly  from  the  agency- 

Newspapers  with  circulation  supplied  mats  so  as  to  avoid 

■ader  100,000.  intermediate  reproduction  steps 

One  color  and  black.  and  loss  of  value. 

Staten  Island  (N.  Y.)  Ad-  “Our  production  people  feel 
Tsnce.  fhis  was  a  bifc  factor  in  the 

Teem  Div.  of  Pepsi-Cola  Com-  ‘he  reproduction,”  an 

agrency  spokesman  said.  Eveor- 
o  one  at  Teem  is  so  pleased  with 
Batten,  Barton,  Durstine  &  campaign  that  it  has  been 
Usoom,  Inc.  expanded  in  coverajfe  and  will 

”■  run  well  into  1962.” 

Teem’s  prire-winning  green  ^ 

uid  black  page  ad  originally 
rtart^  out  as  a  black  and  white 
job.  It  was  converted  into  one 
eolor  and  black  simply  by  over¬ 
printing  a  green  plate  on  the  James  B.  Beam 
»rea.s  where  color  was  desired.  Company  is  releasing 
The  bottle,  for  example,  was  a  series  of  newspaper 
Nack  and  white  but  was  made  four-color  ads  and 
irreen  with  the  use  of  a  fine  white  copy,  telling  th 
IfPeen  tone  created  to  careful  Beam  Bourbon  and 
‘pecifications  to  give  it  definite  family,  dating  back 
mlues  and  so  as  not  to  appear  Full-page  and  1000- 
u  flat  as  a  simple  Ben  Day  color  ads,  plus  a  ^ 

(creen.  black-and-white  ads  w 

The  ad  was  serviced  to  news-  in  565  newspapers. 
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Color  Ad  SerieM 

Chicago 

James  B.  Beam  Distilling 
Company  is  releasing  this  month 
a  series  of  newspaper  full-page, 
four-color  ads  and  black  and 
white  copy,  telling  the  story  of 
Beam  Bourbon  and  the  Beam 
family,  dating  back  to  1795. 
Full-page  and  1000-line  four- 
color  ads,  plus  a  variety  of 
black-and-white  ads  will  be  used 
in  565  newspapers. 


«  urniwl  Mm  kMM  Mwvtaw  Cm-  " 

HMT  IwMtenr.  cMdflliii  M  IM  — 

MfliTMi  tmtattm  am  kruu  mmim 
kf  lacom.  MM  MuiMf  1  homm  i 
Mr  tawMM.  a  Mwt  nrMtk  |Mr 
■MTMl  sianr.  IraMi  •  rMty  HIc*.  I 


Hero  ore  th#  facts 

about  th#  AKtON  BIACON  JOURNAL  area  of  inRuenc# 


DOLLAR  MARKET 

popuuTioN  77i,i»i... families  m,m 


TOTAL  BEACOS  JOURS AL  i  OAILY-.....I67,704 

emevurmt,  )  SUNDAY...  178, 499 

Plan  your  tales  promotions  in  Akron's  ONLY  doily  and 
Sunday  newspaper  and  be  sure  your  messoges  go  home. 
ROP  1  color  and  block,  2  color  and  black  and  full  color 
available  Doily  and  Sunday.  Rotogravure  and  Color  Comics 
available  on  ^ndayt. 

AKRON 

BEACON  JOURNAL 

"Ohh's  Atost  Complof*  NmwMpapw” 

JOHN  t.  KNIGHT,  PwblblMr 
Raprasaiitad  Notfenally  by  STORY,  BROOKS  A  PINlfY 
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Personnel  Changes 
Around  AP  Bureaus 

Joseph  W.  Feather, 


iNeit  Wednesday,  September  27th, 
DRUG  NEWS  WEEKLY  will  join 
the  Fairchild  family  of  8  other  busi¬ 
ness  publications  with  its  Vol.  1 
No.  1  issue. 


DRUG  NEWS  WEEKLY  will  be 
the  drug  industry’s  only  national, 
weekly  newspaper  and  the  only 
publication  to  cover  drugs  and  cos¬ 
metics  everywhere  they  are  sold,  in¬ 
cluding  drug  stores  (from  the  mam¬ 
moth  omnibus  drug  store  to  the 
neighborhood  apothecary ) ,  depart¬ 
ment  stores,  supermarkets,  discount 
houses,  variety  stores,  mail  order 
and  door-to-door. 


MAKING  CHANGE— As  of  Oct. 
I,  Harold  M.  Utley  will  become 
publisher  of  the  Lansing  (Mich.) 
State  Journal  in  the  Federated 
Publications  group.  A  native  of 
Hint  he  has  been  with  the  Booth 
Newspapers  all  his  career.  He  re¬ 
signed  as  vicepresident  of  that 
group  Sept.  I. 


DRUG  NEWS  WEEKLY  will  fol¬ 
low  the  tabloid  format  of  Fair¬ 
child’s  three  daily  newspapers  and 
four  other  weeldies.  It  will  be 
served  by  the  vast,  worldwide  Fair- 
child  News  Service  of  more  than 
850  reporters  and  38  news  bureaus. 

Coverage  will  stretch  across  every 
phase  of  the  drug  industry,  from 
producer  to  retailer,  in  six  sections 
— promotion  news,  general  news, 
pharmacy,  operations,  sundries,  cos¬ 
metics  and  toiletries. 


RETIRING  —  Concluding  a  nawt- 
papar  caraar  of  52  yaars,  Paul  A. 
Martin  (abova)  ratirat  Oct.  I 
aftar  33  yaart  as  aditor  and  pub- 
lishar  of  tha  Lansing  Stata  Journal, 
with  Pednelton  (Ore.)  East  Ha  will  continua  as  sacratary  and 

Oregonian  —  to  church  editor,  mambar  of  tha  board  of  Fadaratad 

Klamath  Falls  (Ore.)  Herald  &  Publications,  Inc. 

News. 

♦  *  *  Louis  C.  Riggs,  formerly  with 

WiLUAM  H.  Anderson,  ad  the  Hillsboro  (Ore.)  Argus — to 

staff,  Coos  Bay  (Ore.)  World  advertising  staff,  Astoria 
—  to  ad  staff,  Salem  (Ore.)  (Ore.)  Daily  Astorian. 

Capital  Press.  *  *  ♦ 

•  *  *  Don  Zita,  editor.  Fossil 

Joseph  N.  Hartmann,  De-  (Ore.)  Journal  —  resigned  to 

troit  (Mich.)  News  city-county  take  newspaper  job  in  Ohio, 
bureau — to  executive  assistant,  Publishers  Mr.  and  Mrs.  Dick 
Wayne  Road  Commission.  Zita  have  taken  over  manage- 

*  ♦  *  ment  of  the  paper.  They  also 

Webster  Ruble  Jr.  —  to  news  publish  a  Ckmdon  (Ore.)  weekly. 

staff,  LaGrande  (Ore.)  Oh-  ♦  •  • 

server.  Walter  Bunge,  former  news 

*  *  *  editor,  Elkhom  (Wis.)  Inde- 

WiLLiAM  F.  Miller,  recent  pendent,  and  education  writer 

graduate  of  the  Medill  School  for  the  University  of  Wisconsin 
of  Journalism  at  Northwestern  News  Service — to  instructor  in 
University  —  to  Cleveland  journalism.  University  of  Idaho. 
(Ohio)  Plain  Dealer.  He  for-  *  *  * 

merly  worked  at  the  Chicago  Jerry  Deal,  formerly  with 
City  News  Bureau  and  at  the  the  Harlingen  (Tex.)  Valley 
New  Kensington  (Pa.)  Daily  Star — to  police  reporter.  Son 
Dispatch.  Antonio  (Tex.)  News. 


Frandeen  Made 
UPI  Manager 

Washington 
Realignment  of  the  .staff 
makes  Julius  Frandsen  the  oper¬ 
ating  head  of  the  Washington 
staff  of  United  Press  Inter¬ 
national,  under  Lyle  C.  Wilson, 
Washington  vicepresident. 

Mr.  Frandsen  has  been  named 
Washington  manager  with 
Grant  Dillman,  as  news  editor, 
taking  over  the  responsibilities 
of  Ernest  Barcella,  who  left  the 
service  recently  to  join  the 
General  Motors  public  relations 
staff  in  Detroit. 

Other  appointments  are: 
William  E.  Zimmerman,  night 
editor;  Robert  J.  Serling,  avia¬ 
tion  editor;  George  Marder, 
radio  manager. 


DRUG  NEWS  WEEKLY  will  be 
read  by  top  industry  executives, 
pharmacists,  store  and  department 
managers  and  everyone  responsible 
for  selling  in  the  wholesale  and 
manufacturing  end  of  the  business. 
Initial  guaranteed  distribution  will 
total  30,(X)0  copies.  Paid  subscrip¬ 
tions  already  total  over  6,3(X)  and 
early  response  to  promotion  efiorts 
for  paid  circulation  is  the  largest 
ever  recorded  for  any  new  Fair- 
child  publication. 


Editor  of  DRUG  NEWS  WEEK¬ 
LY  is  Morton  Stark,  formerly  news 
editor  of  F'airchild’s  SUPERM.AR- 
KET  NEWS.  He  heads  a  New  York 
news  staff  that  includes  Stanley 
Siegelman,  news  editor,  Alan 
Ternes,  Patricia  McCktll,  Joel  Tau, 
Mitchell  Russakow,  ^tty  Jean 
Skrefstad,  Norma  Levine. 


Advertising  director  is  Robert  S. 
Stainton,  who  holds  the  same  post 
on  SUPERMARKET  NEWS.  His 
advertising  sales  staff  consists  of 
Douglas  Schwalbe,  Fred  Dieffen- 
bach,  John  Heaney  in  New  York, 
and  Richard  Stauffer  in  Chicago. 
William  L.  Nightingale  is  adver¬ 
tising  promotion  manager  of  both 
DRUG  NEWS  WEEKLY  and 
SUPERMARKET  NEWS. 


1  Wins  Bar^s  Award 

11  I  Los  Angeles 

II  M  Gene  Blake,  Los  Angeles 

jam  Times,  won  the  State  Bar  of 
California’s  annual  $500  press- 
bar  award  for  a  series  on  the 
functions  and  procedures  of  the 
superior  court. 

Awards  of  merit  went  to 
Arthur  M.  Berman,  Los  Angeles 
Mirror;  Robert  Keatley,  Wall 
Street  Journal,  and  Willys  Peck, 
San  Jose  Mercury. 

The  honors  included  an  honor- 
able  mention  to  Warden  Wool- 
ard,  editor  of  the  Los  Angeles 
Examiner,  editorial  com- 

ment  on  “Justice  for  All.” 
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Daily  News  Racord,  Woman'i  Wear  Daily, 
Homa  himishingt  Daily,  Footwaar  Nawt, 
Svparmarkat  Nawt,  Drug  Nawt  Waakly, 
Man't  Waar  Elactronic  Nawt,  Bookt, 
Matalworling  Nawt,  Diractoriat. 


ui  pa 


r 


mention 


( 

f 


Jack  Williams,  former  sub¬ 
urban  editor,  Providence  (R.  I.) 
Journal  —  to  copy  desk,  Hono¬ 
lulu  (Haw.)  Star-Bulletin. 

♦  «  « 


Ann  Alford — from  copy  jfirl 
to  reporter,  Cincinnati  (Ohio) 
Enquirer. 

♦  *  • 


Frank  O’Neill — to  deskman, 
Winston-Salem  (N.  C.)  Senti¬ 
nel.  He  formerly  worked  on  pa¬ 
lmers  in  Newport  News,  Va.; 
Baltimore,  and  Schenectady, 
N.  Y. 

*  *  * 


Jack  Trawick — from  three- 
year  tour  in  Navy  to  Wi?iston- 
Salem  (N.  C.)  Journal  reporter. 

*  ♦  • 


Bob  Carrell  Jr.,  information 
representative  at  Texas  A&M 
College  —  to  assistant  professor 
of  journalism  at  Texas  Chris¬ 
tian  University  here. 

*  *  * 


Gus  Utter,  formerly  with 
Cleveland  (Ohio)  News  —  to 
copy  desk.  Heights  Sun-Press 
in  Cleveland  Heights. 


Teacher*  Name  Neill 


NEW  TITLE— Theodor*  J.  Shili. 
who  joined  Pared*  magazine  in 
1942  at  an  accountant,  has  been 
named  vicepresident  of  the  com¬ 
pany.  He  has  been  secretary- 
treasurer  and  business  manager. 

Don  Rabin,  assistant  tele¬ 
graph  editor,  W  a  t  e  r  b  ury 
(Conn.)  Republican  —  to  copy 
desk.  New  Haven  (Conn.)  Reg¬ 
ister.  John  Nelson,  Republican 
reporter  —  now  attending  Uni¬ 
versity  of  Missouri  School  of 
Journalism.  Bruce  Porter,  Re¬ 
publican  reporter  —  now  at¬ 
tending  Columbia  University 
School  of  Journalism.  Merrill 
Bailey,  recent  Yale  University 
graduate  —  now  Republican  re¬ 
porter.  George  T.  Foster,  gen¬ 
eral  news  reporter,  Waterbury 
American  —  transferred  to  Re¬ 
publican. 


Bitrlingame.  Calif. 

George  W.  Neill  has  been 
named  director  of  press  relations 
for  the  California  Teachers 
Association.  His  former  posts 
include  managing  editorship  of 
the  Costa  Mesa  (Calif.)  Orange 
Coast  Daily  Pilot  and  Sunday 
editorship  of  the  Pasadena 
Independent.  Star-News.  He 
writes  Opinionmakers  Speak,  a 
weekly  syndicated  column. 

* 

’62  Chairman 

Chicago 

Elinor  Lee,  Washington 
(D,  C.)  Post,  was  named  chair¬ 
man  of  the  advisory  cmnmittee 
of  the  1962  Newspaper  Food 
Editors  Conference  to  be  held  in 
New  York.  Miss  Lee  succeeds 
Thelma  Machael,  Indianapolis 
(Ind.)  News,  who  served  with 
Dave  Preston,  Chicago  Sun- 
Times  and  Daily  News,  chair¬ 
man  of  the  19th  annual  confer¬ 
ence  here  last  week. 


IN  EDITOR'S  CHAIR  —  Charles 
Lucey,  formerly  chief  correspond¬ 
ent  and  political  writer  for  Scripps- 
Howard  Newspapers,  is  taking  up 
new  duties  as  editor  of  the  Trenton 
(N.  J.)  Times  Newspapers. 


Ve.s  Sprague,  Pawtucket 
(R.  I.)  Times — new  president. 
New  England  Associated  Press 
News  Executives  Association, 
succeeding  Leslie  Moore,  Wor¬ 
cester  (Mass.)  Telegram  and 
Gazette. 

e  *  « 

Charles  .A.  Sprague,  pub¬ 
lisher,  Salem  Oregon  Statesman 
and  former  governor — named 
chairman  of  the  Oregon  State 
Capitol  Planning  Commission. 

*  e  * 
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CAREER  GIRL— With  the  help  of 
a  $250  tuition  award  and  a  $1,000 
summer  job  with  the  London 
(Ont.)  Ft**  Press,  t8-y*ar-old 
Charlene  Armstrong,  school  news 
columnist  of  the  weekly  Sarnia 
Observer,  is  on  her  way  to  a  career 
in  journalism.  She's  the  second 
winner  of  the  Newspaper  Editorial 
Award  offered  by  the  Free  Press 
to  stimulate  interest  in  newspaper 
work. 

J.  A.  Johnston,  Houston 
(Tex.)  Post  —  to  manager  of 
retail  advertising  department, 
Houston  Chronicle,  succeeding 
William  L.  Snell  Jr.,  pro¬ 
moted  to  assistant  to  the  adver¬ 
tising  director.  Mr.  Johnston  be¬ 
gan  his  advertising  career  with 
the  Chronicle  in  1947.  He  was 
a  member  of  the  retail  adver¬ 
tising  staff  for  seven  years  be¬ 
fore  joining  the  Post. 

*  *  * 

James  Lehrer,  Dallas  (Tex.) 
Morning  News  —  to  Dallas 
Times  Herald  as  reporter.  Ann 
Adams  —  to  reporter.  News. 
Bill  Morgan,  News  sports 
writer  —  resigned.  Roy  Ed¬ 
wards,  former  Fort  Worth 
(Tex.)  Star-Telegram  sports 
writer  —  to  Dallas  News  sports 
staff. 


Associates  Honor 
R.  L.  Heminger  at  70 

Findlay,  Ohio 

Friends  and  associates  gave  a 
70th  birthday  testimonial  lunch¬ 
eon  Sept.  13  to  Russell  Lowell 
Heminger,  editor  and  publisher 
of  the  Findlay  Republican- 
Courier  and  president  of  the 
affiliated  radio  stations  in  Find¬ 
lay,  Columbus,  Ind.  and  Fort 
Lauderdale,  Fla. 

Chief  Justice  Carl  Weygandt 
of  the  Ohio  Supreme  Court 
saluted  his  fraternity  brother 
(Delta  Tau  Delta)  as  “a  man 
who  has  dedicated  his  life  in 
service  to  the  community.” 

• 

Has  Own  PR  Firm 

Chicago 

Stephen  T.  Donohue,  former 
managing  editor  of  the  Bemidji 
(Minn.)  Pioneer  and  one-time 
member  of  the  Chicago  bureau 
of  the  United  Press  in  1947,  is 
resigning  from  the  American 
Medical  Association  staff,  effec¬ 
tive  Oct.  1,  to  form  the  Stephen 
T.  Donohue  Co.,  public  relations 
counseling  organization,  special¬ 
izing  in  the  health  fields. 

* 

Bill  Palmroth,  former  sports 
editor.  Grants  Pass  (Ore.) 
Courier  —  to  news  editor.  Sweet 
Home  (Ore.)  New  Era. 

*  *  * 

Mrs.  Lyle  Brunp,  formerly 
with  Forest  Grove  (Ore.)  News- 
Times  —  to  news  editor,  Sandy 

(Ore.)  Post. 

*  *  « 

Roger  Cantwell,  Madison 
Wisconsin  State  Journal  sports 
news  editor  —  promoted  to 
sports  editor,  succeeding  the 
late  Henry  J.  McCormick,  who 

died  last  month. 

*  *  * 

Fred  L.  Ranf,  advertising 
staff,  Helena  (Mont.)  Independ¬ 
ent  Record  —  promoted  to  retail 
advertising  manager  in  charge 
of  local  advertising  and  promo¬ 
tions. 


Howard  Whitman 

TMs  About 

YOlJR  MIDDLE  YEARS 

In  His  Brand  New 
12-Instalment  Series 

.  .  .  AND  yee  eee  wie  reader*  oad  make  meeey  wHk  tMs  greet 
Special.  Tk*  Booklet  Offer  la  cooeectioa  wHk  tke  teries  cae  be  a 
boagaig. 

Mav  IFe  Send  Samples? 


Tk*  ■•viBtffp  ••*4  TrikMne  SyM^kale 
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Frederic  Babcock,  retired 
literary  supplement  editor,  Chi- 
caqo  (Ill.)  Tribune — new  gen¬ 
eral  manager  of  the  Winter 
Park  (Fla.)  Sun  Herald.  He 
moved  to  Florida  after  his  re¬ 
tirement  last  year. 

He  *  Kr 

WiLLiA.M  L.  Snell  Jr. — from 
manager  of  the  retail  advertis¬ 
ing  department  to  assistant  to 
the  advertising  director,  Houit- 
ton  (Tex.)  Chronicle. 

*  ♦  * 

Gforge  J.  Gross — promoted 
from  office  manager  to  con¬ 
troller.  Pafer.'fon  (N.  J.)  Ece- 
ninq  Newsi.  Raymond  McCoy — 
from  assistant  offi^-e  manager  to 
office  manager. 

*  *  * 

Margaret  Thompso.n  Hill, 
publisher,  Parkrose  Enterpriae, 
Portland.  Ore.  —  named  to 
Multnomah  County  Public  Wel¬ 
fare  Commission  by  Gov.  Mark 
Hatfield. 

♦  *  * 

John  Nolen,  assistant  sports 
editor,  Klamath  Falh  (Ore.) 
Herald  and  New.'t  —  resigned 
to  reenter  college. 

*  *  « 

Harry  Fuller,  reporter.  The 
Dallen  (Ore.)  Chronicle  —  pro¬ 
moted  to  news  editor,  succeed¬ 
ing  Jack  Groutage,  now  man¬ 
aging  editor,  Kalispell  (Mont.) 
Interlake. 

THE  WIDE  SCOPE  OF 
SCIENCE  SERVICE 

is  so  geared  that  newspapers  in 
every  circulation  bracket  can  make 
enthusiastic  use  of  our  accurate,  in¬ 
formative  coverage  of  every  field  of 
scientific  research. 

From  the  metropolitan  daily  to 
the  opinion-molding  weekly  the 


John  M.  Jenkins,  publisher, 
Brookinqs-Harbor  (Ore.)  Pilot 
—  stricken  by  heart  attack, 
forced  away  from  news  jKJst. 

*  *  * 

John  H.  McMillan  —  from 
city  staff  to  editorial  writer, 
irorcc.sfcr  (Mass.)  Teleqram 
and  Cazette. 

*  « 

Hal  Cowan,  sports  .  .staff, 
Salem  Oreqon  Stateamari , —  re¬ 
signed  to  return  to  college. 

*  *  * 

B<»b  York  Rejoins 
A<1  Bureau  Staff 

J.  Robert  York  has  joined  the 
Chicago  sales  staff  of  the  Bureau 
of  Advertising,  as  an  account 
executive.  He  was  a  mem¬ 
ber  of  the  Bureau’s  .sales  depart¬ 
ment  1944-15)415,  then  entered 
the  advertising  agency  field. 
Most  recentlv  he  was  an  account 
executive  with  MacFarland  Ave- 
yard  &  Company  and  before  that 
he  was  with  Erwin,  Wasey, 
Ruthrauff  &  Ryan,  Inc.,  in 
Chicago. 

He  is  a  former  advertising 
manager  of  the  Tul.'iu  (Okla.) 
Tribune. 

• 

ME  Named 


Golfers  Pay  06.f««ry  i 

Respects  to  -  ' 

Louis  T.  Golding,  96,  editor- 
U.  publisher  of  the  St.  Joseph 

(Mo.)  Seu's-Press  until  retire- 

Houston  ment  in  1927;  onetime  New 

Doyle  Beard,  Houston  Chron-  York  World  rejwrter;  Sept.  11. 
icle  assistant  sports  editor,  was  *  *  * 

honored  by  the  Houston  Munici-  Elbert  Floyd  Hall  Sr.,  67, 
pal  Golf  .Association  at  its  publisher,  .Myrtle  Point  (Ore.) 
annual  awards  dinner  recently.  Herald,  and  formerly  connected 
It  was  announced  that  a  per-  with  newspapers  at  Medford, 
petual  Doyle  Beard  Trophy  will  Toledo,  Oregon  City  and  Canby, 
lie  awarded  each  year  to  the  low  Ore.,  and  at  Buhl,  Idaho;  re¬ 
net  winner  in  the  Houston  cently. 

Chronicle- .M.G. A.  r)4-hole  touma-  ♦  ♦  *  | 

ment.  Eai’.l  M.  Treadwell,  57,  cir- 

The  M.G. A.  also  presented  culation  manager,  Pontiac  j 
Beard  with  a  plaque  in  behalf  (Mich.)  Press;  recently, 
of  all  the  contributions  he  has  *  *  * 

made  to  golf  during  his  87  years  JamI':s  Angell  Hardman,  81,  j 

with  the  Chronicle.  retired  editor/publisher  of  the 

The  pla()ue  was  inscribed:  North  .Adams  (Mass.)  Tran-  2. 

“Doyle  Beard,  Houston  Chron-  script;  Sept.  13.  His  maternal  ^ 

icle.  The  Municipal  Golf  Asso-  grandfather,  James  Angell,  pub- 
ciation  of  Houston,  Texas,  is  lished  the  Hoosac  Valley  News, 
happy  to  make  this  award  to  a  which  was  absorbed  by  the  Tran- 
fine  gentlemen  sportsman  and  script.  Mr.  Hardman  became  5 

sjKirtsw'riter  in  recognition  and  managing  editor  of  the  Tran- 
appreciation  of  the  splendid  script  following  his  father’s 

endeavors  toward  the  success  of  death  in  1926,  and  publisher  7_ 

all  golfing  activities  in  the  State  following  his  mother’s  death  in 


.Memphis 

•Appointment  of  Alfred  C. 
.Andersson  as  assistant  man- 
airing  editor  of  the  Memphis 
Press-Scimitar,  was  announced 
by  Edward  J.  .Meeman,  editor, 
and  J.  Z.  Howard,  managing 
editor.  This  is  a  new  jKisition  on 
the  paper.  Mr.  Andersson,  47,  is 
a  third  generation  Scripps  news- 
nanerman.  He  has  been  on  the 
Press-Scimitar  since  Jan.  5, 
1936.  He  started  as  a  copv  boy 
on  the  old  Dallas  (Tex.) 
Dispatch. 

ft 

R-J  Lists  Shifts 


of  Texas  and  jiarticularly  those 
in  Houston  and  Gulf  Coast 
areas.’’ 

Telegrams  received  from  pro¬ 
fessional  golfers  and  other 
sports  greats  on  the  occasion 
commended  Mr.  Beard  and  the 
Chronicle  for  the  sportsmanship 
and  good  feeling  they  helped 
create,  resulting  in  a  definite 
upgrading  of  golf  in  Houston. 

Earlier  this  year  Mr.  Beard 
was  elected  to  the  Houston 
Bowling  Hall  of  Fame. 

.An  audience  of  350  attended 
the  1961  Bowlers  banquet  where 
nine  Houston  snorts  figures  were 
named  to  the  Houston  Chronicle 


1932.  Among  the  survivors  are 
two  sons,  James  A.,  editor  of 
the  Transcript,  and  Robert, 
Transcript  business  manager. 
Both  are  now  co-publishers. 

*  *  * 

Ethel  Rose  Peyser,  74,  from 
1912  to  1914  with  the  editorial 
staff  of  the  New  York  Tribune, 
later  with  the  New  York  Eve- 
ninq  .Mail,  and  more  recently  a 
writer  on  music;  Sept.  12. 

*  *  * 

Edgar  Mitchell  McLendon, 
52,  linecasting  machine  opera¬ 
tor  for  the  San  Antonio  CTex.) 
Express,  and  formerly  for  15 
years  owner  of  the  weekly  Junc- 


8. 

9. 

10 

11 

12 

13 

14 

15 

16 

17 

18 


news  in  science  is  of  page  one  im¬ 
portance.  affecting  the  lives  of 
youthful  as  well  as  adult  readers. 


For  the  daily  newspaper:  the  News 
Report — by  wire,  by  mail.  Many 
stories  exclusive,  by-lined.  Dynamic. 
Understandable.  Backgrounded.  For 
the  small  newspaper,  the  weekly: 
The  Science  Service  Roundup  —  a 
compilation  of  the  top  news  stories; 
released  each  Wednesday.  The  ac¬ 
cent  on  progress  is  retained,  em¬ 
phasized. 


Practical  no-contract  rates. 


Samples,  trials  on  request. 


SCIENCE 

SERVICE 


1719  N  Street,  N.  W. 


Washington  6,  D.  C, 


,  Los  .Angeles 

James  Vento  has  advanced  to 
managership  of  the  Los  .Angeles 
office,  Ridder-Johns,  Inc.,  to  suc¬ 
ceed  A.  P.  Hartman,  resigned. 
Mr.  Vento  joined  the  representa¬ 
tives’  organization  from  the 
Lonq  Beach  (Calif.)  Independ¬ 
ent,  Press-Teleqram.  Virgil  Dion 
of  R-J’s  San  Francisco  office  has 
lieen  transferred  to  Los  Angeles 
to  succeed  George  West,  re¬ 
signed. 


Bowling  Hall  of  Fame.  (Tex.)  Ea.We recently. 

Mr.  Beard  joined  the  Houston  . 

Chronicle  as  a  copy  boy  at  the  CoLiN  Sabiston,  68,  one-time 
age  of  15.  h’;  music  and  drama  editor  of  the 

^  y^Toronto  (Ont.)  Globe  and  Mail, 

l'[and  a  member  of  its  editorial 
CD  Facts  Re-Rllll  Jv’ooard  until  his  retirement  two 

Farmington,  N.  M.y  *  *  « 


Heatls  .4<l  Group 


Kansas  City,  Mo. 

George  Gearhart,  general 
manager  of  the  Fayetteville 
Northwest  Arkan.sas  Times,  was 
elected  president  of  the  Mid¬ 
west  Newspaper  Advertising 
Executives  Association  at  the 
89th  semi-annual  meeting  here 
recently.  Eleven  former  mem¬ 
bers  were  honored  at  a  jubilee 


The  Farminqton  Daily  Times^  o.rTO  Carl  Thumm,  52,  fore- 
is  re-running  on  Sent.  29  a  CiviLf^an  of  the  Norwich  (Conn.) 
Defense  information  fcatureg!gjj^^^tm’s  advertising  composing 
which  it  published  last  March.|Ifepjjrtment;  Sept.  9. 

Publisher  Lincoln  O’Brien  .said:E|  »  *  * 


“We  don’t  want  to  scare  people,Wi  . . 

but  we  f^l  It  our  duty  that  they|l  publisher  of  the 

be  warned.  ^Lexinqton  (Va.)  Gazette;  Sept. 

•  B13.  He  worked  on  newspapers 

l.IMMl  Scl.olar»l.i,.  wTa”: 

The  Major  General  JuliusI  and  taught  mathematics  at  vari- 


S1,0(M)  Scholarnhip 


Ochs  Adler  Scholarship  of  $l,000Bous  colleges  before  buying  the 
at  the  Columbia  Graduate  SchoolS  weekly  Gazette  in  1924.  He  pub- 


of  Journalism  was  awarded  tol  lished  it  for  37  years.  Among 
William  W.  Hagen,  former  copySthe  survivors  is  a  son,  F.  Hous- 


boy  and  renorter  on  the  SawRton  Harlow,  publisher  of  the 
Dieqo  (Calif.)  Eveninq  Tribune. 9: Gazette. 
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fsstest  color  growth  in  the  nation 

FROM  33RD  TO 
5TH  PLACE  IN  4  YEARS 


R.  O. 

As  Reported 


1957 


P.  COI 

by  Media  Records 

1958 


LOR  RANKINGS 


1. 

Milwaukee  Journal 

1.  Milwaukee  Journal 

1. 

2. 

Los  Angeles  Times 

2.  Los  Angeles  Times 

2. 

3. 

.Atlanta  Journal  & 

3.  Miami  Herald 

3. 

(  amstitution 

4.  Chicago  Tribune 

4. 

4. 

Nashville  Tennessean 

5.  Salt  I.ake  City  Tribune 

5. 

5. 

Birmingham  News 

6.  Atlanta  Journal  & 

6. 

6. 

Miami  Herald 

('onstitution 

7. 

I 


7.  Long  Reach  Independent- 
Press  Telegram 

8.  St.  Louis  Post-Dispatch 

9.  Salt  Lake  City  Tribune 

10.  Ixjng  Beach  Independent 

11.  New  Orleans  Times- 
Picayune  &  States 

12.  Houston  Chronicle 

13.  St.  Louis  Ci lobe- Democrat 

14.  Chicago  Tribune 

15.  Seattle  Times 

16.  Cincinnati  Enquirer 

17.  San  Jose  News  & 

Mercury  News 

18.  Cincinnati  Post 

19.  Columbus  Dispatch 

20.  Fort  Worth  Star-Telegram 

21.  Dallas  News 

22.  St.  Paul  Pioneer  Press  & 
Dispatch 

23.  Toledo  Blade 

24.  Dallas  Times- Herald 

25.  San  Diego  Union 

26.  Altanta  Constitution 

27.  Salt  Lake  City  Deseret  i 

News  Telegram  M 

28.  Minneapolis  Star  &  m 

Tribune  K 

29.  St.  Petersburg  Times  m 

30.  San  Diego  Tribune  M 

31.  Omaha  World  Wvrixjm 

32.  Houston  Post'  K 


34.  Akron  Beacon  Journal 

35.  Miami  News 


7.  St.  Louis  O lobe- Democrat 

8.  Houston  Chronicle 

9.  Birmingham  News 

10.  Nashville  Tennessean 

11.  New  Orleans  Times- 
Picayune 

12.  Dallas  Times-Herald 

13.  Long  Reach  Independent- 
Press  Telegram 

14.  Salt  Lake  City  Deseret 
News  Telegram 

15.  Minneapolis  Star  & 
Tribune 

16.  Seattle  Times 

17.  Fort  Worth  Star-Telegram 

18.  Columbus  Dispatch 

19.  St.  I.rf}uis  Post-Dispatch 

20.  San  Jose  News  & 

Mercury  News 

21.  Dallas  News  i 

22.  Omaha  World  Herald  m 


'24.  Long  Beach  Independent 

25.  Cincinnati  Enquirer 

26.  St.  Paul  Pioneer  Press  & 
Dispatch 

27.  Des  Moines  Tribune 
Register 

28.  Washington  Post  & 
Times-Herald 

29.  San  Diego  Union 

30.  Toledo  Blade 


.Editor  and  Pubfisher: 
Represented  nationally  by  Moloney,  Regan  4 


1959 

Milwaukee  Journal 
Chicago  Tribune 
Los  Angles  Times 
Miami  Herald 
Salt  I.^ike  City  Tribune 
Fort  Worth  Star-Telegram 
Houston  Chronicle 
Nashville  Tennessean 

Salt  I..ake  City  Deseret 
News  Telegram  , 

Minneapolis  Star  &  i 

Tribune  J 

New  Orleans  Times-  ■ 

Picayune  m 

Atlanta  Journal  &  M 

Constitution  m 

Cincinnati  Enquirer  S 
,  Dallas  Times-Herald  m 

St.  Paul  Pioneer  Vreg  & 
Dispatch  g 

.  Columbus  DispatchV 
,  Birmingham  NewsM 


19.  Cincinnati  Post &Times-Star 

20.  Omaha  World  Herald 


1960 

1.  Milwaukee  Journal 

2.  Los  Angeles  Times 

3.  Fort  Worth  Star-Telegram 

4.  Chicago  Tribune 

16.  Dallas  News 

7.  Dallas  Times-Herald 

8.  Nashville  Tennessean 

9.  Minneapolis  Star  & 
Tribune 

10.  Miami  Herald 

11.  St.  Paul  Pioneer  Press  & 
Dispatch 

12.  Columbus  Dispatch 

13.  Omaha  World  Herald 

14.  Houston  Chronicle 

15.  Salt  I.^ke  City  Tribune 

16.  Long  Beach  Independent- 
Press  Telegram 

17.  New  Orleans  Times- 
Picayune 

18.  Cincinnati  Enquirer 


and  mora  to  comef 

Denver’s  growing!  Business  is  booming!  And  to 
keep  pace  with  this  growth,  The  Denver  Post  has 
just  completed  a  million-dollar  expansion  program. 
Five  new  press  units  have  been  installed  to  give 
The  Post  even  greater  color  capacity  seven  days 
a  week  without  restriction. 


Palmer  Hoyt 
Schmiii,  Inc.  \ 


WiUt.  0^ 

GfHjsjblC 


INSTANT  HISTORY — Patricia  Doyscher  makes  a  reproduction  from 
microfilm  of  a  Civil  War  newspaper  in  seconds  on  a  reader-printer 
with  an  assist  by  Mrs.  Karen  Avaioz  of  the  Minnesota  Historical  Society 
at  the  Minnesota  State  Fair. 


Civil  War  News  Hot  Off  Press 

St.  Paul,  Minn,  nesota  Legislature  scuttled  I 
Sponsored  by  the  Minnesota  budget  proposals  by  the  Histori-  | 
Historical  Society,  an  unusual  cal  Society  for  an  observance 
exhibit  at  the  State  Fair  recent-  of  the  Civil  War  Centennial, 
ly  made  available  microfilm  At  the  time,  possibilities  of  par- 
copies  of  front  pages  from  the  ticipation  in  the  State  Fair  were 
St.  Paul  Pioneer,  the  St.  Paul  dim,  but  by  utilizing  material 
Press  and  other  Minnesota  already  available  at  their  offices, 
newspapers.  After  selecting  the  they  worked  out  a  solution.  A 
newspaper  they  desired.  Fair  long-range  plan  of  the  Society’s 
visitors  “printed”  a  copy  in  sec-  Newspaper  Collection  staff  un- 
onds  on  a  reader-printer  made  der  Tom  Dehl  has  been  micro- 
by  Minnesota  Mining  and  Manu-  filming  25,000  volumes  of  news- 
facturing  Co.  papers  dating  back  to  the  1700s. 

Available  for  reproduction  As  part  of  this  program,  the 
were  microfilmed  copies  of  the  Society  had  acquir^  the  reader- 
Pioneer  and  the  Press  announc-  printer  to  facilitate  reproduc¬ 
ing  Civil  War  events  and  the  tion  of  copies  of  the  newspapers 
assassination  of  President  Lin-  from  microfilm.  Mr.  Dehl  rea- 
coln.  Sales  averaged  40  and  50  soned  that  by  installing  the 
copies  a  day  at  25c  each.  His-  reader-printer  at  the  Fair,  the 
torical  Society  officials  said.  Society  would  add  an  unusual 
Some  visitors  bought  complete  display  at  no  cost  for  its  Civil 
sets  and  seemed  most  intrigued  War  observance, 
with  the  idea  of  being  able  to  To  further  conserve  funds, 
make  their  own  copies  in  a  few  the  Society  used  as  a  booth  a  i 
seconds  and  take  the  newspa-  display  originally  designed  for 
pers  home.  the  Minnesota  Publishers  Asso- 

The  idea  for  this  microfilm  elation  convention  here  in  Feb- 
application  came  after  the  Min-  ruary. 
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I  I 

I  By  Roy  H.  Copperud  | 

a  3 

I  Another  Look  at  You-All  | 

3  I  don’t  know  when  a  column  has  stirred  up  as  much  j 
1  mail  as  the  one  in  which  I  discussed  the  Southern  you-all  j 

a  (E&P,  June  3).  This  obviously  is  a  subject  of  which  g 

8  some  Southerners  are  hypersensitive.  What  irks  them  is  § 

I  not  to  suggest  that  you-M  is  used  somewhat  differently  | 

1  and  far  more  often  in  the  South  than  elsewhere,  but  1 

J  that  it  is  ever  anything  but  plural  in  sense,  even  though  1 
J  addressed  to  a  single  person.  i 

g  I  am  ready  to  admit  that  you-all  as  a  singular  is  con-  f 
g  sidered  as  much  an  illiteracy  in  the  South  as  youse  is  j 

B  anywhere.  Some  of  my  Southern  correspondents  con-  | 

m  ceded  that  the  singular  you-all  is  indeed  heard,  but  only  1 

g  on  the  lips  of  those  who  might  also  say  “We  was”  and  | 

S  “He  don’t.”  j 

1  Allowing,  then,  that  the  Southern  you-all  is  properly  a 
H  a  plural,  let  us  try  to  define  its  peculiarities:  j 

3  1.  Southerners,  like  non-Southemers,  say  you-all  in  | 

B  addressing  a  group,  under  the  same  circumstances  in  1 

B  which  all  of  you  might  be  used.  There  is  nothing  excep-  | 

a  tionable  about  this;  numerous  examples  are  to  be  found  i 

1  in  all  writing,  including  the  Bible  and  Shakespeare.  They  a 

1  are  often  irrelevantly  cited  by  Southerners  defending  i 

1  the  peculiarly  Southern  you-all.  j 

S  2.  Southerners,  perhaps  out  of  the  famous  Southern  g 
J  hospitality  are  likely  to  address  a  single  person  as  you-  | 

1  all,  implying  the  inclusion  of  his  friends  or  family,  espe-  | 

1  daily  in  casual  invitations  and  inquiries  about  health  g 

g  and  so  forth.  1 

a  In  general,  perhaps,  they  are  likely  to  say  you-all  when  j 

■  non-Southemers  would  rely  on  the  plural  you;  you-all,  | 

H  in  fact,  may  have  displaced  the  plural  you  in  the  South,  | 

5  especially  in  conversation.  | 

1  3.  Southerners  often  place  the  stress  on  you  (YOU-all),  | 

S  though  sometimes  they  make  it  yawl.  The  distinctive  | 

1  pronunciation,  together  with  frequency  of  use,  makes  j 

1  the  expression  more  conspicuous  than  it  might  otherwise  f 

8  be.  B 

3  Helpful  commentary  on  this  subject  came  to  me  from  | 
B  Tom  Flake,  associate  director  of  the  Southern  Education  g 

J  Reporting  Service,  and  William  D.  Workman,  the  well-  J 

1  known  Hall  Syndicate  columnist  and  author.  | 

I  Wayward  Words  | 

m  Alright  may  some  day  establish  itself  as  acceptable,  | 
1  but  the  correct  form  still  is  all  right.  f 

^  i/i  m  *  = 

i  “Kennan  set  himself  the  job  of  ameliorating  the  single-  j 
3  minded  fascination  the  Soviet  problem  holds  for  Ameri-  1 

■  cans.”  Mrs.  Malaprop  rides  again.  Ameliorate  means  1 

1  improve,  and  anyway,  it’s  a  bookish  word.  What  the  j 
a  writer  really  meant  is  a  question;  mitigating  or  counter-  1 
1  acting,  possibly.  i 

B  ♦  ♦  *  g 

1  Both  is  often  redundantly  used  with  words  like  equal,  1 
i  alifce,  apree,  together.  Both  indicates  duality,  or  twoness;  | 
§  duality  is  already  established  by  such  words  as  those  | 
1  cited.  “They  are  both  equally  deadly”  and  “Both  are  j 
1  equally  liberal”  should  be  “They  are  equally  deadly”  | 
I  and  “They  are  equally  liberal.”  “Both  appeared  together  | 
1  in  a  new  Broadway  show”  should  be  “They  appeared  1 
1  together  .  .  .”  Both  agreed  is  unsuitable  if  the  agreement  | 
i  is  reciprocal ;  it  should  be  They  agreed.  “Both  looked  alike  j 
1  is  illogical.  “They  looked  alike.”  Fowler  noted  that  both  I 
3  with  os  well  as  is  ungrammatical.  The  exegesis  is  not  | 
B  simple,  but  the  construction  offends  the  ear;  “Both  stu-  3 
3  dents  as  well  os  teachers  protested  the  ruling”  should  be  | 
3  “Students  as  well  as  teachers”  or  “Both  students  and  | 
1  teachers.”  Both  in  constructions  of  this  kind  should  I 
1  always  be  paired  with  and,  never  with  but.  “The  story  1 
1  prompted  both  a  slow  but  methodical  investigation”  is  g 
1  impossible;  ‘“The  story  prompted  a  slow  but  methodical  | 
1  investigation.”  M 

^iiMiiiiiwiiiiiiiiiiiiiif""™"^  iiiiiiiiwiiiiyiiiiiiiniiiiiiiiiiiiiiiiiiiiiiiiiiii» 
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Sinclair  and  Car 


NEWSPAPER 


Our  newly  printed  Color  Book  has  been  mailed 
to  you.  This  1961  edition  continues  to  display 
the  exact  and  identical  standard  process  colors 
and  toners  selected  in  1955  by  the  joint  ANPA- 
AAAA  Committee  on  Ink  Standardization.  Be 
sure  to  replace  your  old  color  book  with  the 
1961  edition  which  includes  new  colors  pro¬ 
duced  with  SINCLAIR  &  CJVRROLL  ANPA- 
AAAA  APPROVED  Standard  Process  Colors 
and  Toners. 


When  you  buy  SINCd^AIR  &  CARROLL  ANPA- 
AAAA  APPROVED  Colors  you  speed  the  way 
to  uniform  and  faithful  reproduction  of  adver¬ 
tising  and  editorial  copy.  These  inks  are  recog¬ 
nized  by  mechanical  production  departments  of 
progressive  newspapers  for  their  outstanding 
press  performance.  You  get  maximum  value 
for  vour  ink  dollar  when  vou  choose  and  use 
SINCLAIR  &  CARROLL  ANPA-AAAA  Ap¬ 
proved  C^ilors. 


591 11th  Ave.,  New  York 
440  W.  Superior  St.,  Chicago 


Retired  Ad  Art  Director 
Gives  Zip  to  Edit.  Page 


I.«Hal  Editorial  Column  l  u  !  JT  .  • 

approached,  and  he  accepted.  • 

A  full,  locally  written  edito-  He  was  an  art  school  gradu-  Xllis  Hurricane  Extra 
rial  column  was  begun;  staff  ate  and  a  long-time  ad  artist  p  At!  W*  r1 
members  were  given  free  rein  to  who  retired  to  free  lance.  rree  ASllie  winU 
write  columns  about  local  af-  He  at  first  had  trouble  find-  IX)NGVIEW,  Tex. 

fairs,  and  two  syndicated  col-  ing  a  cartoon  style  that  would  The  Longview  Morning  Jour- 

umnists  were  kept.  lend  itself  to  plastic  engravings,  nal  put  out  a  hurricane  extra, 

To  add  spice,  an  editorial  car-  but  the  problem  has  been  solved,  containing  news  up  to  12:45 
toonist  was  believed  a  necessity.  His  pay,  a  sliding  scale  de-  a.m.  Monday,  Sept.  11,  and  dis- 
But  where  to  get  one?  pending  on  increases  in  circula-  tributed  it  free  to  regular  sub- 

Then  it  was  discovered  that  tion,  is  within  the  budgets  of  scribers.  The  Journal  doesn’t 
the  society  editor’s  husband,  most  papers.  publish  a  Monday  edition. 
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8  times  more 
rural  electric 
power  needed 

by  1985 


During  the  short  twenty-five  years  they've  requirements — installing  bigger  poles,  larger 

had  electric  power,  consumer-owners  of  rural  wires,  heavier  transformers.  This  requires 

electric  systems  have  been  increasing  their  adding  annual  investments  of  8  to  12  per  cent 

use  of  electricity  100%  every  six  years.  of  the  original  value  of  each  system— dou- 

Independent  studies  show  an  ever-increasing  investment  in  just  ten  years. 

demand  for  rural  electric  power.  The  desire  Long-range,  low-cost  financing  is  necessary 

for  modern  conveniences  in  the  home,  cou-  {q,  jural  electrics  to  properly  serve  their 

pled  with  farm  and  rural  industry  needs  for  sparsely  settled  areas.  They'll  continue  to  sup- 

electricity,  will  multiply  present  rural  electric  pjy  areas-all  consumers,  large  or  small, 
power  consumption  8  times  more  by  1985.  ur  far-with  electricity  at  the  lowest  pos- 

America's  Rural  Electric  Systems,  financed  sible  cost.  And  rural  electrics  will  repay  every 
by  Rural  Electrification  Admin-  cent  of  their  REA  loans,  with  interest.  Already 
istration  loans,  are  working  now  they  have  repaid  nearly  $1V2  billion  in  prin- 
to  meet  these  future  rural  power  cipal  and  interest  on  their  $3'/2  billion  loans. 

AMERICA’S  RURAL  ELECTRIC  SYSTEMS 


©  NRECA 


John  Wheeler  Tells  Hilarious  Stories 


By  Ray  Erwin 

When  the  thought  of  news¬ 
paper  syndication  pioneering 
flashes  through  a  newspaper¬ 
man’s  mind  he  immediately 
thinks  of  John  Wheeler.  For 
years,  Mr.  Wheeler  firmly  has 
cast  aside  suggestions  he  write 
an  autobiography  or  formal 
memoirs.  But  at  last  and  at 
least  he  has  jotted  down  some 
amusing  anecdotes  about  some 
colorful  and  celebrated  charac¬ 
ters  in  a  “fond  and  fun-filled 
backward  look  at  more  than  50 
years  in  the  newspaper  syndica¬ 
tion  business.” 

He  has  titled  the  book  “I’ve 
Got  News  for  You.”  (E.  P.  Dut¬ 
ton  &  Co.  320  pages.  $5). 

Upon  his  graduation  from 
Columbia  in  IMS,  Mr.  Wheeler 
became  a  baseball  writer  for 
James  Gordon  Bennett’s  New 
York  Herald  and  in  1911  may 
have  been  the  first  ghost  writer 
when  he  wrote  a  series  under 
the  byline  of  pitcher  Christy 
Matthewson  for  the  McClure 
Newspaper  Syndicate.  He 
formed  the  Wheeler  Syndicate 
in  1913,  the  Bell  Syndicate  in 
1916  and  became  head  of  the 


North  American  Newspaper 
Alliance  in  1933. 

Funny  Stories 

There  are  many  intimate  and 
hilarious  stories  about  such 
newspaper  personalities  as 
Grantland  Rice,  Bill  Corum, 
Richard  Harding  Davis,  Irvin 
S.  Cobb,  Frank  Ward  O’Malley, 
Walter  Winchell,  Westbrook 
Pegler,  Ring  Lardner,  Bud 
Fisher  (Wheeler  took  over  Fish¬ 
er’s  “Mutt  and  Jeff”  in  1913  and 
became  executor  of  Fisher’s  es¬ 
tate  in  1954),  Herbert  Bayard 
Swope,  Billy  Rose  (who  was  his 
stenogfrapher  and  secretary  and 
much  later  one  of  his  column¬ 
ists),  William  Allen  White, 
Frank  Knox,  Rube  Goldberg, 
George  Ade,  Kent  Cooper,  W.  R. 
Hearst,  Billy  de  Beck,  creator 
of  “Barney  Google.” 

In  a  chapter  on  “Ladies  of 
Note,”  there  are  stories  about 
Sheilah  Graham,  Fannie  Hurst, 
Edna  Ferber,  Clare  Boothe 
Luce,  Marilyn  Monroe,  Emily 
Post,  Mary  Martin,  and  others. 

Personal  experiences  of  the 
author  with  public  figures  are 


recalled  with  great  gusto.  In 
this  category  fall  Pancho  Villa, 
Pershing,  Jack  Dempsey,  Jess 
Willard,  Lindbergh,  Woodrow 
Wilson,  Bernard  Baruch,  Wins¬ 
ton  Churchill,  Booth  Tarking- 
ton,  Lloyd  George,  Coolidge, 
Hoover,  Theodore  Roosevelt, 
Franklin  D.  Roosevelt,  Truman, 
Eisenhower,  Frank  Crownin- 
shield. 

Hemingway's  Inscription 

Hemingway  inscribed  a  copy 
of  “For  Whom  the  Bell  Tolls”: 
“To  Jack  Wheeler,  who  gave 
me  the  chance  to  go  to  that 
war.” 

One  chapter  title  is  “Selling 
Other  People’s  Brains,”  which, 
incidentally,  was  Mr.  Wheeler’s 
preference  for  the  book  title. 
An  illustration  in  the  book  is 
the  first  “Mutt  and  Jeff”  comic 
strip  drawn  by  Bud  Fisher  in 
1907.  Actually  there  was  no  Jeff 
at  first  and  the  strip  is  entitled 
“Mr.  A.  Mutt  Starts  in  to  Play 
the  Races.” 

Mr.  Wheeler  approvingly 
quoted  the  reply  of  Broadway 
wit  Wilson  Mizner  when  asked 
to  write  his  memoirs:  “I  ain’t 
old  enough  to  write  my  memoirs 
yet  and  what’s  more  I  never  am 
going  to  be  old  enough — and 
neither  is  anybody  else.  You 
don’t  live  long  enough  to  tell 
the  truth  and  so  you  have  to 
leave  out  the  most  interesting 
parts.”  Mr.  Wheeler  concluded: 

Not  Memoirs 

“Since  in  this  I  ag^ree  with 
Mizner,  I  have  not  written  my 
memoirs,  but  hope  I’ve  managed 
to  include  in  this  book  some 
interesting  anecdotes  from  my 
long  experience  in  the  news 
syndicate  business.  I’m  74,  and 
I  look  back  with  pleasure  on  my 
life.  Yet  I  would  not  advise  any¬ 
one  to  start  in  the  business  now. 
But  maybe  that  is  only  the 
viewpoint  of  an  old  and  jaun¬ 
diced  gent. 

“I  would  like  to  add  a  little 
boast.  I  have  probably  made 
more  out  of  the  syndicate  busi¬ 
ness  than  any  individual  who 
ever  started  in  it.  Of  course,  the 
big  syndicates  owned  by  the 
Hearst  papers  and  the  Chicago 
Tribune  have  been  more  profit¬ 
able,  but  I  have  no  kick.  How¬ 
ever,  I  think  the  best  days 
are  now  over  with  news¬ 
paper  mergers  and  shrinking 
markets.” 

Just  as  the  author  has  no 
kicks  with  his  long  and  lusty 
life  in  a  fascinating  enterprise, 
so  will  the  reader  have  no  kicks 
with  the  risable  and  sometimes 
risque  sayings  and  doings  of 
John  Wheeler  and  such  pals  as 


Bud  Fisher  and  Grantland  Rice 
and  Bruce  Barton  and  Deac 
Aylesworth. 

• 

ANPA’s  Labor 
Committee  Named 

President  Mark  Ferree  has 
announced  the  members  of  the 
Special  Standing  Committee  of 
the  American  Newspaper  Pub¬ 
lishers  Association  in  the  labor 
relations  field.  The  members 
are: 

George  N.  Dale,  Chicago, 
chairman;  Richard  H.  Amberg, 
St.  Louis  (Mo.)  Globe-Demo¬ 
crat;  Eugene  C.  Bishop,  Penin¬ 
sula  Newspapers,  Inc.,  Palo 
Alto,  Calif.;  William  A.  Dyer 
Jr.,  Indianapolis  (Ind.)  Star 
and  News;  Robert  C.  Millar, 
Jacksonville  (Fla.)  Times-Un- 
ion;  Hugh  B.  Patterson  Jr., 
Little  Rock  Arkansas  Gazette; 
and  Albert  Spendlove,  Philor 
delphia  (Pa.)  Bulletin. 

• 

Russian  Popular 
In  Language  Records 

Toronto 

The  Toronto  Globe  and  Mails 
“  Learn- A-Languagre”  promotion 
which  sold  90,145  records  to 
readers,  revealed  an  interesting 
division  in  the  order  of  popu¬ 
larity  of  foreign  languages 
among  Canadians. 

The  five-month-promotion 
offered  courses  in  French,  Ger¬ 
man,  Spanish  and  Russian.  The 
demand  for  French  was  so  far 
in  the  lead  with  50,965  records 
sent  to  customers.  Spanish  with 
16,964  requests  was  ahead  of 
German  with  14,447.  Russian 
proved  exceptionally  popular 
with  a  total  of  9,729  records  re¬ 
quested. 

Wall  Street  Journal 
Makes  Facsimile  Tests 

San  Francisco 

Experimental  work  to  improve 
facsimile  transmission  is  being 
conducted  by  the  Wall  Street 
Journal  in  preparation  for  its 
production  from  a  Riverside, 
Calif.,  plant. 

George  Flynn,  production 
manager,  reported  to  the  Pacific 
Newspaper  Mechanical  Confer¬ 
ence  this  week  that  the  edition 
designed  for  70,000  subscribers 
in  Southern  California,  Arizona 
and  Utah  is  scheduled  to  be 
under  way  in  February. 

The  “Fax”  experiments 
designed  to  improve  the  quality 
of  this  type  of  transmission  are 
being  conducted  in  New  York  on 
a  400-mile  closed  circuit. 
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NOTHING  SELLS  Like  color  makes  a  sunset  something  special  —  studies  show  that  color 

LIKE  increases  newspaper  ad  readership  as  much  as  80%.  □  Big  D’s  high  income  —  and  the  highest  sales 
I  activity  index  of  any  major  metropolitan  area  in  the  nation  —  makes  color  a  good  investment 
in  the  climate-right  Dallas  News!  □  Sales  Management:  May  lO.  1961 


NOTHING  SELLS  Nothing  sells  like  color  —  except  when  you  implant  the  strong  attrac- 
BIG  D  UKE  COLOR  tion  of  color  in  the  favorable  selling-climate  of  The  News.  □  Like 

11^1  color,  this  climate-rightness  of  The  News  is  an  impelling  extra 

1 I  11  iZ  1^  C  W  ingredient.  It  adds  belief,  the  recommendation  of  a  respected  friend,  to  your  sales 


11^1  color,  this  climate-rightness  of  The  News  is  an  impelling  extra 

1 I  11  iZ  1^  C  W  ingredient.  It  adds  belief,  the  recommendation  of  a  respected  friend,  to  your  sales 
story  in  The  News.  □  The  News’  rapport  with  its  readers  . . .  even  more  than  its  larger  circulation ...  is  why  The  News 
THE  CLIMATE’S  THE  THINGI  carries  the  majority  of  color  advertising  in  Dallas!  Because  it  pays! 


I 


CRESMER  A  WOODWARD,  INC.,  National  Rapraaantativa 
THE  LEDNARD  CO.,  Florida  Trawl  Roprowntatiw 


Before 


Transformation — for  $325,000 


Des  Moines  Then  the  “hangers”  were  were  constructed  on  top  of  the 
Vertical  lines  of  glass  and  secured  in  the  old  stone  facing  four  stories  behind  the  original  ^  1  IVf 

aluminum  have  transformed  the  and  the  glass  and  aluminum  structure.  iiational  Aa  luana 

13-story  Des  Moines  Register  added.  When  the  outside  was  Today  the  modem  Register  Poeition  Is  FiUed 
and  Tribune  Building  into  one  completed,  workmen  went  inside  and  Tribune  Building  covers  MONTGOW 

of  the  most  modern  buildings  in  and  removed  the  old  windows,  almost  an  entire  half-block.  The  PmmnfrtTic  •« 
this  city.  building  new  modem  window  Register  and  Tribune’s  Commer-  department  of  the  ^Mo 

Work  has  been  completed  on  casings  with  ceramic  tile  sills  cial  Printing  plant  is  on  another  h  / 

three  sides  of  the  structure  and  out  to  the  new  siding.  half-block  directly  north  of  the  \  ,  a,vm  o 

only  the  east  side,  where  an  Total  cost  of  the  project  is  main  building.  announc  y 

entire  outside  fire  escape  is  being  about  $325,000.  •  ^  ising  meager, 

enclosed,  remains.  The  13-story  building  being  -■  r  .1  ’  a-  * 

The  new  exterior  has  been  remodeled  was  built  in  1918.  In  iSO-Day  Buil^  advertising  d.r^tor, 

“hung”  on  the  outside  of  the  old  1947-49  a  four-story  addition  For  Atchison  Globe  me  place  oi  Kot^rt  w 

building.  First,  however,  pro-  was  added  to  the  west  and  behind  ATmicoK  Kne  ising 

tmding  features  of  the  old  the  original  building.  In  1956  ^he  Atchison  ttn” 

building,  including  a  another  three  stories  of  office  tracted  for  constmction  of  a  new  ^s  shopping  center  ad 

cornice  at  the  top,  had  to  be  space,  plus  almost  four  stones  one-floor  building  with  brick  and  Les  Daughtry  wil 
removed.  of  air  conditioning  equipment  grlass  front.  It  will  nrovide  nf 


CAPCO  IMPROVED  PORTABLE 

INK  FOUNTAIN 

•  SAVES  TIME  OF  PRESSME24— NO  COSTLY 
INSTALLATIONS 

•  CAN  BE  USED  ON  NEW  OR  OLDER  EQinP- 
MBNT 

•  EASILY  OPERATED  AND  ElASILY  MAIN¬ 
TAINED 


newspaper  in  1904.  The  old  • 

building,  and  an  addition  which 

was  built  in  1954,  will  be  razed  * 

and  made  into  a  parking  space.  Portland,  Ore. 

•  Dave  Roberts,  bowling  editor 

I«h  at  Fair  Oregon  Journal,  has  been 

lakes  JOD  at  r air  recipient  of  the  “Mr. 

Cleveland  Bowler”  award  of  the  Oregon 
Mrs.  Frances  Snyder,  who  was  State  Bowling  Proprietors  Asso- 
club  editor  of  the  old  Cleveland  elation  for  1961.  He  writes  the 
News,  has  come  out  of  retire-  “Head  Pin  Hits”  column  for  the 
ment  to  serve  as  group  activities  Journal  and  is  active  in  the 
director  of  the  Home  Furnish-  statewide  “Learn  to  Bowl”  pro- 
ing  Exposition  and  World  Trade  gram.  And — in  his  spare-time — 
Fair  of  Cleveland  this  fall.  Mr.  Roberts  bowls. 
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Installation  on  late 
model  Goss  Headliner 


4  Installation  on  Du¬ 
plex 


Let  ■■  tell  7oa  ehoot  the  manr  other  featnreel 
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The  Weekly  Editor 


A  WAY  OF  LIFE 
By  Arthur  W'ichern 

Chandler  F.  Harris,  energetic, 
32-year-old  editor  and  publisher 
of  Wisconsin’s  award-winning 
semi-weekly  Door  County  Advo¬ 
cate,  is  typical  of  today’s  young 
crop  of  newspapermen. 

Recently,  when  word  came 
that  a  car  had  rolled  off  a 
launching  ramp  into  the  water 
at  the  Sturgeon  Bay  Yacht 
Club,  Mr.  Harris  not  only 
snapped  a  picture  of  two  men 
trying  to  haul  the  car  back  to 
dry  ground,  but  he  donned  his 
skin  diving  suit  and,  plunging 
in,  attached  the  cable  hook  to 
the  car.  Then,  he  sat  at  the 
wheel  of  the  car  as  a  wrecker 
pulled  it  out  of  the  water. 

Later  he  wrote:  “Saturday, 
I  flew  down  to  the  prosperous 
little  city  of  Hartford  to  watch 
the  state’s  best  Class  B  track¬ 
men  perform.  Sturgeon  Bay  had 
an  outside  chance  to  win  the 
trophy  again  and  I  wanted  to 
be  on  hand.” 

Strong  Editorial  Vien!* 

Mr.  Harris  also  likes  to  take 
the  lead  editorially  and  has 
strong  views  on  what  a  paper 
should  be. 

“It  seems  to  me,”  states  Mr. 
Harris,  whose  publication  has 
won  just  about  every  state 
award  available,  from  general 
excellence  to  best  editorial  and 
farm  page,  “that  people  have 
more  respect  for  a  paper  if  it 
takes  a  strong  editorial  stand, 
even  though  it  might  be  un¬ 
popular.” 

He  adds:  “My  father  im¬ 
pressed  on  me  the  responsibili¬ 
ties  of  running  a  newspaper.  It 
has  a  responsibility  to  lead.  If 
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Chandler  F.  Harris  stands  beside  a 
picture  ot  Joseph  Harris,  his  great¬ 
grandfather  who  founded  the  Door 
County  Advocate. 

you  give  the  reader  only  what 
he  wants,  only  reflect  his  views, 
you’re  not  doing  your  job.” 

Last  year  the  Advocate  spear¬ 
headed  a  campaign  for  a  new 
high  school  for  southern  Door 
county  and  the  consolidation  of 
25  school  districts  into  one.  At 
a  time  when  the  late  Senator 
.loseph  McCarthy  was  highly  re¬ 
garded,  the  Advocate  came  out 
against  him.  Although  his  fath¬ 
er  was  a  staunch  Republican, 
Chan  Harris  championed  the 
candidacy  of  John  F.  Kennedy 
for  president. 

The  paper’s  news  columns  are 
just  as  aggresive  and  diversified 
as  is  Mr.  Harris.  During  its  99 
years  of  existence,  it  has  chron¬ 
icled  the  ups  and  downs  of  the 
entire  Door  County  peninsula, 
following  the  progress  of  the 
ship  building  industry,  the 
cherry  industry  and  the  com¬ 
mercial  fishing  industry. 


Have  you 
sold  America 


lately? 


Los  Angeles 
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Weekly  Uses  Color 
In  Souvenir  Eviition 

West  Alus,  Wis. 

The  Weet  Allis  Star,  a  6,845- 
circulation  tabloid  offset  week¬ 
ly,  used  color  in  a  souvenir  edi¬ 
tion  commemorating  the  open¬ 
ing  of  the  West  Allis  Memorial 
Hospital. 

In  a  four-section,  52-page  pa¬ 
per  on  Aug.  10,  the  weekly  came 
up  colorfully  with: 

(1)  A  front-page  full-color 
artist’s  sketch  of  the  entrance 
to  the  hospital ;  a  two-page  full- 
color  architect’s  drawing  of  the 
hospital;  and  a  full-page  full- 
color  ad.  All  were  in  Section 
One. 

(2)  Three  blue-over-black  pic¬ 
tures;  a  blue  two-line  eight- 
column  headline;  and  two  full- 
page  blue-over-black  ads  (one 
for  Blue  Cross).  All  were  in 
Section  Two. 

(3)  Four  orange-over-black 
pictures;  three  ads  (one  a  full- 
page)  in  orange-over-black;  and 
the  editorial  page  and  woman’s 
page  flags  in  orange-over-black. 
All  were  in  the  third  section. 

(4)  A  yellow-over-black  flag; 
two  yellow-over-black  ads  (one 
a  full-page),  both  in  the  State 
Fair  Section. 

It  has  come  a  long  way  since 
Chan  Harris’  great-grandfath¬ 
er,  Joseph  Harris,  printed  the 
first  issue  on  a  press  brought 
in  on  a  horse-drawn  sleigh.  But 
not  so  far  but  what  the  first 
editor  would  have  agreed  with 
his  descendant  that,  “Putting 
out  the  Advocate  isn’t  really  a 
job  so  much  as  it  is  a  way  of 
life.” 

*  *  « 

WEEKLY  S.4LES 

Mobridge,  S.  D. 

The  Mobridge  Tribune  and 
Mobridge  Reminder  have  con¬ 
solidated,  with  L.  L.  Coleman 
taking  over  the  Reminder  from 
Bob  Bickett,  and  the  latter 
taking  over  the  office  supplies 
end  of  the  Tribune. 

\  The  Reminder,  an  offset  adver- 
I  tising  publication,  will  continue 
j  to  be  published  in  the  rear  of 
the  Bickett  Office  and  Business 
Machines  store.  James  E.  Stroh 
will  manage  the  Reminder  and 
other  members  of  the  staff  will 
I  be  retained. 

I  *  « 

Port  Orford,  Ore. 

Louis  L.  Felsheim,  co-pub¬ 
lisher,  Bandon  (Ore.)  Western 
World,  and  Mrs.  Felsheim  have 
purchased  the  weekly  Port  Or¬ 
ford  News  in  a  transaction  han¬ 
dled  by  Harris  Ellsworth  of 
Roseburg,  Ore. 

Paul  L.  Peterson,  former 
I  publisher,  continues  with  the 
i  News  as  managing  editor. 


THURSDATA 


WINNER— Bob  Broad,  Globe 
Arizona  Record  advertising 
manager,  took  both  first  place 
awards  in  advertising  contests 
sponsored  by  the  Arizona  News¬ 
papers  Association.  His  entries, 
all  advertisements  for  local  mer¬ 
chants,  won  for  the  best  indi¬ 
vidual  ad,  and  for  the  best  ad 
campaign  in  weekly  newspapers. 

*  *  « 

MAILER — A  recent  issue  of 
the  Madras  (Ore.)  Pioneer  con¬ 
tained  a  special  cut-out  page, 
“Things  You  Want  to  Know 
about  Madras  and  Jefferson 
County,  Oregon.”  The  section 
was  printed  so  that  by  cutting 
and  folding  the  piece,  readers 
would  have  a  four-page  folder 
to  keep. 

•  ♦  * 

TIME  OFF— “For  the  third 
time  in  our  almost  13  years  of 
ownership  of  the  Mail,  the  pub¬ 
lisher  and  his  wife  are  off  for  a 
vacation  at  one  and  the  same 
time,”  read  an  editorial  in  the 
Myrtle  Creek  (Ore.)  Mail.  Hal 
and  Portia  Schiltz  visited  New 
Mexico,  Colorado,  Kansas,  Iowa 
and  Illinois. 

*  «  « 

BIG  ISSUE  —  The  Jewish 
News,  an  English-language  tab¬ 
loid  weekly  published  in  New¬ 
ark,  N.  J.,  had  one  of  its  big¬ 
gest  issues  in  several  years  on 
Sept.  8,  when  it  keyed  an  80- 
page  edition  to  Rosh  Hashanah, 
the  Jewish  New  Year.  The  pa¬ 
per  circulated  to  some  23,000 
families  in  Essex  County,  and 
is  edited  by  Harry  Weingast, 
formerly  with  the  Newark  Star- 
Ledger. 

*  «  * 

RECALLED  —  Paul  Pitman, 
editor/ publisher  of  the  Tyler- 
town  (Miss.)  Times,  noted  in 
personal  column  of  Sept.  7  that 
the  Times  had  been  scooped  on 
its  own  story.  The  Jackson 
(Miss.)  Daily  News  broke  the 
story  on  Mr.  Pittman’s  recall 
to  duty  with  the  Naval  Air 
Corps. 

*  *  * 

OPEN  HOUSE  —  The  Capi- 
tola  (Calif.)  Central  County 
News  recently  opened  new  of¬ 
fices  and  celebrated  the  publi¬ 
cation  of  its  10th  edition.  The 
weekly,  previously  housed  in  a 
store  building,  is  on  the  second 
floor  of  a  shopping  center.  To 
stimulate  circulation,  the  News 
is  sponsoring  a  short  story  con¬ 
test.  Writers  may  enter  any 
short  piece  of  fiction,  poem  or 
other  creative  writing.  At  least 
one  entry  a  week  is  published. 
The  winner  will  receive  a 
Writers  Award  plaque  and  $76. 
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In  an  era  when  many  forms  of  advertising  are  criticized  by  the  public,  daily  newspaper  ad¬ 
vertisements  have  retained  their  popularity.  Most  people  not  only  like  newspaper  ads,  but  want 
them.  And  one  of  the  most  important  reasons  is  “comparison  shopping.”  Through  their  daily 
newspapers  people  check  the  features,  benefits  and  prices  of  competitive  products  and  services. 
They  also  discover  where  to  buy.  They  find  newspaper  advertising  definite,  informative  and . . . 
IN  PRINT.  Print  advertising  can  be  reviewed  and  remembered.  Retailers  who  sell  your 
merchandise  spend  82%  of  their  own  advertising  money  in  daily  newspapers. 

Daily  Newspapers  —  the  best  meeting  place  for  advertisers  and  their  customers. 

CANADIAN  DAILY  NEWSPAPERS  PUBLISHERS  ASSOCIATION 
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Waddell  Associate 
Mike  Grehl  Is  M.E 


Waddell  Grehl 


Memphis 

St.  John  Waddell  is  the  first 
associate  editor  of  the  Com¬ 
mercial  Appeal. 

The  announcement  of  his  pro¬ 
motion  from  managing  editor 
was  made  by  Frank  R.  Ahlgren, 
editor.  He  will  be  replaced  at  his 
old  desk  by  Michael  Grehl,  who 
becomes,  at  32,  one  of  the  young¬ 
est  managing  editors  of  a  metro¬ 
politan  daily. 

Mr.  Waddell  was  named  man¬ 
aging  editor  in  October,  1959. 
Mr.  Grehl  and  James  McDaniel 
were  named  assistant  managing 
editors.  Mr.  McDaniel  continues 
as  assistant  managing  editor. 

Other  staff  changes  are: 

Reese  Wells,  education  editor, 
to  assistant  city  editor;  Archie 
Quinn,  amusements  editor,  to 
night  city  editor;  and  Miss  Con¬ 
nie  Richards,  society  reporter,  to 
amusements  editor. 

Mr.  Waddell  was  educated  at 
Webb  School,  Phillips  Academy 
and  Yale  University,  and  served 
overseas  in  World  War  I.  After 
the  war,  he  worked  for  the  Com¬ 
mercial  Appeal,  the  New  Orleans 
Times-Picayune  and  then  went 
overseas  again  to  work  for  the 
North  China  Press  in  Shanghai; 
returned  to  Memphis  to  become 
secretary  to  the  late  Mayor 
Rowlett  Paine,  and  was  ap¬ 
pointed  by  Mayor  Paine  as  city 
commissioner  of  finance.  He  re¬ 
turned  to  the  newspaper  busi¬ 
ness  in  1936  as  financial  and  real 
estate  editor  of  the  Commercial 
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Appeal.  At  the  outbreak  of 
World  War  II  he  became  a  de¬ 
fense  industry  co-ordinator  with 
the  Office  of  Production  Manage¬ 
ment. 

In  January,  1943,  he  was  com¬ 
missioned  as  a  first  lieutenant 
and  within  the  year  was  back 
overseas.  His  appointment  as  as¬ 
sistant  managing  editor  greeted 
his  return,  almost  before  he 
hung  up  his  major’s  tunic. 

Mr.  Grehl  joined  the  news¬ 
paper  in  May,  1957,  as  a  general 
assignment  reporter.  A  graduate 
of  the  University  of  Illinois,  he 
was  briefly  the  managing  editor 
of  the  Morris  (Ill.)  Daily  Her¬ 
ald,  and  joined  the  Southern  Illi¬ 
noisan  at  Carbondale  as  a 
reporter-photographer  in  1952, 
becoming  managing  editor  in 
1954.  He  left  in  1956  to  become 
police  reporter  for  the  Anchor¬ 
age  Daily  Times. 

• 

3  Newsmen  Join 
Journalism  Faculty 

Three  newsmen  will  join  the 
faculty  of  New  York  University 
as  full  or  part-time  journalism 
instructors  in  the  fall  semester. 
Professor  Hillier  Kreighbaum, 
chairman  of  the  department  of 
journalism  has  announced. 

Meyer  L.  Stein  comes  from  the 
San  Francisco  Examiner,  where 
he  served  as  a  reporter  and 
rewrite  man  since  December 
1951.  He  will  teach  full-time.  He 
was  telegraph  editor  of  the 
Royal  Oak  (Mich.)  Daily  Trib¬ 
une  from  1946  to  1951.  He 
received  his  bachelor  of  journal¬ 
ism  degree  from  the  University 
of  Missouri  in  1942  and  his 
master  of  arts  degree  from  Stan¬ 
ford  University  this  year. 

William  C.  FitzGibbon,  copy 
editor  of  the  New  York  Times 
since  1947,  will  teach  courses  in 
critical  writing  and  copy  edit¬ 
ing  as  a  part-time  member  of  the 
faculty.  Mr.  FitzGibbon  received 
his  bachelor  of  science  degree 
from  Indiana  University  in  1940. 

Ted  White,  news  editor  and 
producer  for  Radio  Station 
WOR,  will  be  a  part-time 
instructor  in  radio  and  television 
news.  He  has  a  journalism 
degree  from  NYU  (1952). 

• 

Takes  GOP  Staff  Job 

Washington 

Louis  R.  Lautier,  chief  cor¬ 
respondent  here  for  the  Na¬ 
tional  Negro  Press  Association, 
has  accepted  appointment  to  the 
staff  of  the  Republican  National 
Committee. 


Students  Report 
On  Nebraska’s 
Unicameral  System 

Lincoln,  Nebr. 

An  experiment  in  government 
has  become  the  subject  for  an 
experiment  in  education  at  the 
University  of  Nebraska  School 
of  Journalism. 

Aided  by  the  Newspaper 
Fund  of  the  Wall  Street  Jotir- 
nal,  the  University  of  Nebraska 
Depth  Reporting  project  has 
produced  a  36-page  publication 
examining  the  successes  and 
failures  of  the  state’s  Unicam¬ 
eral  Legislature. 

Neale  Copple,  former  Lincoln 
Journal  and  Milwaukee  Journal 
newsman  who  instructs  the  sen¬ 
ior  level  depth  reporting  class, 
served  as  ^itor. 

The  results,  in  Sunday  maga¬ 
zine  section  format,  are  being 
distributed  to  daily  newspaper 
editors  and  schools  of  journal¬ 
ism. 

By  1962,  the  Nebraska  Uni¬ 
cameral  Legislature  will  have 
been  in  operation  a  quarter  of  a 
century.  No  other  state  has 
adopted  the  system. 

The  students’  assignment  was 
to  tell  the  story  of  the  Uni¬ 
cameral  from  the  viewpoints 
and  experiences  of  those  who 
had  built  it  and  those  who  had 
served  in  it. 

In  all,  47  young  journalists 
were  exposed  to  some  of  the 
practical  problems  involved  in 
telling  the  story. 

• 

Publicist  for  Zoo 

Cleveland 

Doris  O’Donnell,  who  was  with 
the  old  Cleveland  News,  is  work¬ 
ing  for  the  Cleveland  Zoo,  plan¬ 
ning  publicity  for  the  passage  of 
a  $2,500,000  bond  issue  for  the 
zoo.  Her  husband,  Howard  Beau- 
fait,  former  News  writer,  has 
joined  the  Stouffer  restaurant 
firm. 


Virgin  Isles  Triples 
Annual  Promotion  $$ 

St.  Thomas,  V.  I. 

With  $750,000  budgeted  for  ' 
this  fiscal  year’s  campaign,  the 
U.  S.  Virgin  Islands  is  launch¬ 
ing  a  stepped-up  program  to  in¬ 
crease  tourism  and  the  sale  of 
Virgin  Islands  rums.  The  1961- 
62  figure  is  three  times  larger 
than  the  total  amount  spent  last 
year. 

The  marketing  program  for 
the  Islands  was  presented  by 
the  territory’s  new  agencies: 
McCann-Erickson,  Inc.  for  ad¬ 
vertising,  and  Hal  Leyshon  & 
Associates  for  public  relations. 

Under  a  cooperative  plan, 
$250,000  will  be  spent  in  news¬ 
paper  and  magazine  advertis¬ 
ing  to  promote  tourism  from 
the  Mainland  and  Puerto  Rico. 
Forty  per  cent  will  be  provided 
by  the  government,  40%  by 
tourist  interests,  and  20%  by 
carriers  serving  the  islands. 

Mainland  advertising  will  be 
concentrated  in  New  York, 
Boston,  Philadelphia,  Cleveland, 
Chicago,  and  Miami. 

For  the  first  time  a  campaign 
to  promote  sale  of  Virgin  Is¬ 
lands  rums  has  been  developed. 
The  territorial  government  will 
bear  the  entire  cost  of  the  $250,- 
000  program  which  will  be  con¬ 
centrated  mostly  in  magazine 
advertising,  with  advertise¬ 
ments  also  containing  messages 
boosting  travel  to  the  islands. 

• 

Administrative  Aide 
At  Herald  Tribune 

Walter  N.  Thayer,  president 
of  the  New  York  Herald  Trib¬ 
une,  has  announced  the  appoint¬ 
ment  of  Robert  T.  MacDonald 
as  an  administrative  vicepresi¬ 
dent. 

For  the  past  three  years  Mr. 
MacDonald  has  been  a  manage¬ 
ment  consultant  with  McKinsey 
&  Co.,  Inc.  Before  that  he  was 
with  Shell  Oil  Co.  and  Interna¬ 
tional  Business  Machines  Corp. 
He  is  a  specialist  in  marketing. 


A  FAMILIAR  FACE — As  Miss  Mary  Kimbrough  arose  to  preside  (or 
the  last  time  as  national  president  of  Theta  Sigma  Phi,  she  looked  out 
into  a  sea  of  faces,  all  hers.  Delegates  held  up  portraits  of  her  to  cover 
their  own  faces.  Miss  Kimbrough,  a  copywriter  for  the  Gardner  agency 
in  St.  Louis,  was  a  feature  writer  for  the  St.  Louis  Post-Dispatch  for 
many  years. 
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Growing  COLOR  USAGE 

in  a  growing  market 


COLOR  LINAGE  UP  36.5% 

More  and  more  color  splashed  the 
pages  of  the  already  colorful  Okla¬ 
homan  and  Times  during  the  first 
six  months  of  1961,  A  total  of  608 
r.o.p.  color  ad  units  totaling  972,013 
lines  appeared  in  the  first  six  months 
this  year,  compared  with  443  units 
totaling  711,956  lines  during  the 
same  period  last  year. 

This  is  a  36.5%  increase  in  linage, 
37.2%  increase  in  units,  compared 
with  a  national  increase  of  only  7.6%. 

It  is  growth  on  top  of  growth, 
because  1960’s  total  r.o.p.  color 
linage  was  up  22.9%  over  1959. 

GRAVURE  OFFERS  NEW  COLOR  OPPORTUNITY 

Now  that  The  Sunday  Okla¬ 
homan’s  magazine  “Orbit”  is  going 
rotogravure  October  1,  a  new  color 
opportunity  in  Oklahoma  exists  for 
advertisers. 


Since  1948  this  locally  edited  Sun¬ 
day  magazine  has  been  a  top  reader 
attraction  in  Oklahoma.  Now  in  new 
full  color  rotogravure,  it  will  have 
new  reader  interest,  with  heightened 
pictorial  coverage  and  a  continua¬ 
tion  of  the  editorial  policy  of  Okla¬ 
homa-oriented,  Oklahoma-written 
material. 

COLORFUL  COVERAGE 

No  major  outside  Sunday  supple¬ 
ment  penetrates  Oklahoma  as  much 
as  2%.  No  general  magazine  provides 
as  much  as  12%  coverage  of  the 
state.  The  Sunday  Oklahoman 
“Orbit”  covers  71%  of  the  urban 
households  in  Oklahoma  City’s  26- 
county  retail  trading  zone,  65%  of 
the  urban  households  in  the  58- 
county  Greater  Oklahoma  City 
Marketing  Area,  and  32%  of  the 
entire  state. 


LARGEST  SUNDAY  CIRCULATION  IN  THE  SOUTHWEST 

254,526 

(total  circulation,  six  months  overage 
March  31.  1961,  ABC) 

It’s  the  MARKET  DELIVERED  that  counts! 


OKLAHOMA  CITY  TIMES 
THE  DAILY  OKLAHOMAN 


Published  by  The  Oklahoma  Publishing  Company 
Represented  by  The  Katz  Agency 


The  newspapers  that 
belong  on  every  national 
advertising  schedule! 
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250,000  Averagi 
Sale  for  Sunday 


In  a  66-page  promotion  bro-  first  appeared  on  April  29,  1956. 
chure,  Wilhelm  Bettges  of  West  These  two  Sundays  reached  a 
Germany  tells  some  historical  combined  circulation  of  2,200,000 
facts  about  Sunday  newspapers  copies. 

around  the  world  and  sings  their  An  interesting  and  not  widely 
current  praises.  known  fact  emerges  from  the 

Mr.  Bettges,  who  is  advertis-  section  of  the  study  dealing  with 
ing  manager  of  the  Bild  am  Belgium’s  Sunday  press.  The 
Sonntag  (Sunday  Pictures)  of  postal  delivery  of  Sunday  papers 
Hamburg,  in  the  Axel  Springer  was  prohibit^  by  the  Govern- 
group,  titled  his  research  mono-  ment  in  1958,  so  as  to  enable 
graph  “Sonntags  Lektuere  in  Post  Office  employees  to  have 
Aller  Welt”  (Sunday  Reading  their  rest-day.  Since  then. 
Throughout  the  World).  Belgium’s  12  Sunday  papers  are 

According  to  the  author,  Lon-  delivered  on  Saturday,  although 
don’s  Observer,  founded  in  1791,  their  titles  retain  the  word 
is  the  world’s  oldest  surviving  “Sunday”,  such  as  Le  Phnre- 
Sunday  paper,  and  is  credited  Dimanche,  Le  Rappel-Dimanche, 


FOR  FIGHTING  COMMUNISM — American  Legion  Commander  Wil. 
liam  R.  Burke,  at  left,  presents  the  Fourth  Estate  Award  to  Jack  R. 
Howard,  president  of  Scripps-Howard  Newspapers,  at  Denver  convention. 


Fashion  Section  Well-Groomed 


One  in  Russia 


Dallas,  Texas 

The  Dallas  Times  Herald 
IS  offering  readers  a  new  con¬ 
cept  in  the  presentation  of 
fashion  news  on  Sunday. 

The  approach  disregarded 
traditional  newspaper  make¬ 
up  patterns  and  drew  heavi¬ 
ly  upon  magazine  techniques 
in  a  completely  art-directed 
section,  with  editorial  copy 
and  ads  integrated  on  each 
page. 

The  section’s  final  form, 
described  by  Executive  Edi¬ 
tor  Felix  McKnight  as  “dra¬ 
matic  and  imaginative,”  was 
the  result  of  self-analysis 
and  readership  studies  by  the 
newspaper  going  back  five 
years. 

“There  has  been  a  grow¬ 
ing  demand  from  today’s 
modem  and  active  women  for 
newspaper  fashion  and  so¬ 
ciety  pages  that  are  better 
dressed  .  .  .  better  groomed,” 
Mr.  McKnight  said. 

“This  has  been  expressed 
in  our  studies  both  conscious¬ 
ly  with  growing  emphasis, 
and  by  indirection  in  depth 
interviews.  We  believe  the 
evidence  to  be  overwhelm¬ 
ing.” 

Once  thoroughly  convinced 
of  the  need  for  complete  re¬ 
designing,  Times  Herald 
staffers  went  carefully  over 
every  major  newspaper  and 
magazine  in  the  country. 

“Brainstorming”  sessions 
of  employes  furnished  a  num¬ 
ber  of  suggestions.  Creative 
experts  from  outside  the 
newspaper  staff  were  called 
in  for  consultations. 

Bob  Solender,  department 
store  advertising  manager, 
worked  closely  with  Graydon 
Heartsill,  fashion  editor,  and 


Women’s  Editor  Vivian  Cas¬ 
tleberry  in  developing  the 
final  form. 

“We  think  the  results  re¬ 
flect  the  exquisite  taste  of 
Dallas  women,  who  are 
among  the  most  fashion  con¬ 
scious  in  the  world,”  Mr. 
McKnight  said. 

“The  section  is  clean,  crisp, 
open,  very  imaginative.  The 
writing  is  colorful  but  suc¬ 
cinct.” 

Because  of  the  need  for 
time  in  layout,  editing  and 
writing,  deadlines  for  the 
section  are  Monday  preced¬ 
ing  publication  for  space 
reservations,  Tuesday  pre¬ 
ceding  publication  for  final 
copy. 

No  furniture,  food  or  simi¬ 
lar  ads  will  be  accepted  in 
the  section,  and  the  Times 
Herald  reserves  the  right  not 
only  to  reject  any  advertis¬ 
ing  which  does  not  conform 
to  the  general  characteristics 
of  the  presentation,  but  to 
screen  reverses  if  they  are 
judged  too  black. 
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AUSTRALIA'S 

Expanding  Wealth 
Offers  Opportunities 


Week-End  Tabloid 
Added  by  2  Papers 

West  Point,  Miss. 

A  16-page  tabloid  section,  the 
Week-Ender,  has  been  added  to 
the  Friday  afternoon  edition  of 
the  West  Point  Times-Leader 
and  Saturday  morning  edition 
of  the  Starkville  (Miss.)  News. 
Both  newspapers  are  published 
by  William  Henry  Harris. 

The  Saturday  afternoon 
Times-Leader  and  the  Monday 
morning  News  were  susp>ended 
during  the  vacation  cycles  of  the 
staffs  of  both  papers. 


invMtigate  the  developments 
that  are  taking  place  —  In¬ 
creased  population.  Industrial 
development,  high  standard 
of  living,  and  the  mounting 
tucceaeee  of  over  800  U.  S. 
companies  that  are  operating 
and  have  1800,000,000  Invested 
In  Australia. 

fe  keep  la  touch  with  marketing, 
advertidng,  publlthino  and  graphic 
arts  In  Australia  read 
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Mechanical  Cost 
Challenges  Given 


QUICK  TRIP— Clair  C.  Stebbins, 
aviation  writer  for  the  Columbus 
(Ohio)  Dispatch,  president  of  the 
Aviation/Space  Writers  Associa¬ 
tion,  hops  via  TWA  superjet  to 
West  Berlin  and  England  to  report 
the  Farnborough  Air  Show. 


nilQinO  highly  entertaining 

III  llllirt  memoir,  John  Wheeler, 
MHi”  elder  statesman  of  the 
newspaper  syndication  business,  takes  an  affectionate  backward 
glance  at  50  crowded  years  in  the  business  and  the  hundreds  of 
colorful  |>ersonalities  with  whom  he  worked  and  played — from 
Teddy  Roosevelt  to  Dwight  Eisenhower;  Sally  Rand  to  Marilyn 
Monroe;  Ring  Lardner  to  Ernest  Hemingway;  Christy  Mathew- 
son  to  Yogi  Berra. 

"A  rare  treat  .  it  literally  gallops  along  to  the  very  end." 

—RUBE  GOLDBERG 

“From  Billy  Sunday  to  Winston  Churchill,  Wheeler  has  syndi¬ 
cated  most  of  the  great  and  not-so-great  writers  and  columnists 
of  our  generation.  He  has  held  their  hands,  bailed  them  out  of 
police  court,  nursed  them  back  to  health,  but  all  the  time  he 
stood  toe-to-toe  and  drink-for-drink  with  every  last  one  of 
them.” — HARRY  GOLDEN 

"It's  the  meatiest  book  I've  read  in  many  years." 

-GEORGE  PATTULO 

With  photographs  and  drawings.  $5.00 


murri  rn  of  the  Wheeler  Syndicate,  the  Bell 

WUrFl  fn  Syndicate;  Past  President,  North  American 
■■IILLLIill  Newspaper  Alliance 

At  all  bookstores 

E.  P.  DUTTON  A  COMPANY 

300  Park  Avenue  South,  New  York  10 


Journalism  Is  Liberal  Art 


By  L.  J.  Hortin 

Director,  School  of  Joumali$ini. 

There  seems  to  be  a  year- 
around  “open”  season  for  speak¬ 
ers  and  writers  to  take  pot¬ 
shots  at  journalism  schools  be¬ 
cause  they  allegedly  aren't 
teaching  the  good  old  “liberal 
arts.” 

“Personally,  I  never  studied 
journalism  in  college,”  a  head¬ 
lined  speaker  will  say  at  a  jour¬ 
nalism  convention.  “I  got  my 
degree  in  the  liberal  arts.”  Then 
he  will  proceed  to  tell  what  is 
wrong  with  the  joumalism 
schools,  although  the  only  time 
he  was  ever  inside  one  was  when 
he  made  a  speech. 

Joumalism  today  is  about  the 
only  profession  where  people 
still  argue  that  you  shouldn’t 
study  in  that  field.  It  would  be 
silly  today  for  a  doctor  to  say 
he  didn’t  study  medicine.  Who 
would  assert  that  a  historian 
shouldn’t  study  history  or  a 
scientist  shouldn’t  study  sci¬ 
ence?  Yet  joumalism  schools 
are  urged  to  prevent  students 
from  studying  too  much  jour¬ 
nalism. 

The  truth  of  the  matter  is: 
Joumalism  as  it  is  taught  to¬ 
day  in  joumalism  schools  is 
more  liberal  than  the  so-called 
^‘liberal  arts"  or  “arts  and 
sciences"  courses  offered  in 
American  colleges  and  universi¬ 
ties. 

Liberal  Arts  Defined 

What  is  meant  by  “liberal 
arts”  ?  The  dictionary  does  a 
fair  job  of  defining  it  .‘.s  “com¬ 
prising  arts,  natural  sciences, 
social  sciences,  and  humanities.” 
The  following  general  education 
courses  are  ordinarily  regarded 
as  being  “liberal  arts”  subjects: 
history,  political  science,  eco¬ 
nomics,  social  science,  sociology, 
psychology,  English,  humani¬ 
ties,  literature,  foreign  lan¬ 
guage,  science,  and  mathema¬ 
tics.  The  word  liberal  is  taken 
from  the  word  meaning  “free.” 
It  means  “favorable  to  progress 
or  reform,  favorable  to  leaving 
the  individual  unrestricted  for 
self  expression.” 

Courses  in  zoology  naturally 
would  be  classed  as  “liberal.” 
Here  is  the  catalogue  descrip¬ 
tion  of  one  such  course:  “A 
practical  course  designed  to 
give  the  student  extensive  ex¬ 
perience  in  the  use  of  bacterio¬ 
logical  technics  and  equipment. 
4  lab.  Prereq.,  311  or  241,  or¬ 
ganic  chemistry.”  Yet  the  “lib¬ 
eral  arts”  critics  complain  that 
joumalism  courses  are  too  tech¬ 
nical  and  too  specialized. 


,  Ohio  University 

Why  is  a  history  course  de¬ 
scribed  as  liberal  if  it  is  taught 
in  a  non-journalism  school  but 
called  “technical”  or  non-liberal 
if  taught  by  a  journalist? 

Courses  in  “Propaganda  Anal¬ 
ysis”  are  termed  liberal  if  they 
are  in  the  catalog  as  a  part  of 
the  .sociology  or  psychology  de¬ 
partments.  If  they  are  listed  as 
journalism  classes  they  are  de¬ 
scribed  as  non-liberal. 

“Public  Opinion  and  Mass 
Communications”  is  taught  in 
many  universities  in  the  arts 
and  science  colleges,  where  it 
would  be  termed  a  liberal  art. 
The  same  course  is  likewise 
taught  in  several  joumalism 
schools.  Labeled  as  “Joumalism 
347,”  it  would  be  condemned  as 
too  technical,  specialized  and 
not  a  liberal  art.  Are  the  “lib¬ 
eral  arts”  critics  of  joumalism 
really  liberal? 

It  is  strange  that  editors 
formerly  complained  that  col¬ 
leges  weren’t  teaching  the  craft 
or  techniques  of  the  newspaper 
world.  Now  a  few  of  them  say 
joumalism  schools  are  teaching 
too  much  technique. 

T€K*hnique  Defined 

After  all,  what  is  so  non¬ 
liberal  about  techniques  and 
.specialties?  Art  itself  is  basic¬ 
ally  a  technique.  The  word  “tech¬ 
nique”  merely  means  that  which 
is  or  can  be  taught.  Languages 
today  are  universally  recognized 
as  a  part  of  a  liberal  education, 
but,  as  everyone  knows,  lan¬ 
guages  are  basically  “tools”  of 
expression  and  are  techniques. 
Incidentally,  they  are  more 
easily  learned  in  the  grades  than 
in  college. 

Science  is  particularly  con¬ 
cerned  with  methodology  and 
techniques.  It  is  certainly  not 
to  be  condemned  and  it  is  most 
assuredly  a  liberalizing  subject, 
viewed  in  its  broadest  sense. 
But  why  should  it  be  categor¬ 
ized  as  more  broadening  and 
cultural  than  are  the  technique 
courses  taught  in  joumalism 
and  communications  courses? 

It  is  apparent  to  the  careful 
thinker  that  a  course  doesn’t 
lose  its  liberalness  merely  by 
being  taught  by  a  journalist. 
A  person  who  does  creative 
writing  in  an  advanced  feature 
class  is  doing  liberal  arts  work 
just  as  he  would  do  in  an  ad¬ 
vanced  writing  class  in  English. 

Some  critics  condemn  jour¬ 
nalism  as  being  vocational  and 
non-cultural  merely  because 


there  are  job  opportunities 
available  upon  graduation.  It  is 
tme  that  the  average  graduate 
of  joumalism  schools  has  at 
least  four  job  opportunities. 
Isn’t  it  possible  for  a  course  to 
be  liberal  and  at  the  same  time 
train  a  person  for  a  job?  A 
major  in  philosophy  who  gets 
a  job  as  teacher  of  philosophy 
in  a  liberal  arts  college  certain¬ 
ly  couldn’t  be  accused  of  having 
studied  a  vocational  and  non- 
cultural  subject.  Yet  his  course 
led  directly  to  his  getting  the 
job. 

Common  Critiri<im 

A  common  criticism  of  jour¬ 
nalism  curricula  is  that  they 
are  too  restricted  and  special¬ 
ized.  They  are  said  to  be  not 
“broad”  enough.  A  study  of  the 
requirements  for  the  A.  B.  (non- 
journalism)  degree  in  a  typical 
arts  and  science  college  will 
reveal  that  they  are  much  more 
specialized  and  restrictive  than 
the  requirements  for  the  BS 
degree.  See  definition  of  liberal: 
“favorable  to  leaving  the  indi¬ 
vidual  unrestricted  .  .  .” 

Most  joumalism  schools  to¬ 
day  are  limiting  their  students 
to  about  25  or  30  hours  of  jour¬ 
nalism  in  their  4-year  course 
of  study.  These  25  hours  would 
be  spread  over  such  fields  as 
historv  of  joumalism,  report¬ 
ing,  editing,  public  opinion,  edi¬ 
torial  writing  and  radio.  On 
the  other  hand,  a  science  major 
(in  the  liberal  arts  field)  could 
take  40  to  60  hours  of  science. 
An  English  major  could  take 
40  hours  of  English.  The  re¬ 
quirements  for  a  freshman  who 
may  study  for  a  science  degree 
would  include:  8  hours  of  chem¬ 
istry,  6  hours  of  math,  and  6 
hours  of  zoology.  Compare  these 
highly  restrictive  and  special¬ 
ized  requirements  to  those  that 
are  listed  for  freshmen  inter¬ 
ested  in  joumalism:  English, 
history,  science,  psychology, 
languages,  and  mathematics. 
Maybe  there  would  be  one 
course  in  joumalism — orienta¬ 
tion,  2  hours.  Who  is  calling 
whom  liberal? 

There  are  three  things  in  the 
universe  that  liberally  educated 
or  cultured  men  deal  with:  1. 
facts,  2.  ideas,  and  3.  the  com¬ 
munication  of  these.  Journal¬ 
ism’s  primarj'  concern  is  with 
these  three  basic  elements:  facts, 
ideas,  and  communications. 

Since  these  are  the  core  of 
joumalism  teaching  today,  why 
are  so  many  high  school  stud¬ 
ents  told  not  to  take  joumalism 
but  “liberal  arts”  courses? 

In  the  first  place,  90  per  cent 
of  those  who  advocate  this  pro¬ 


L.  J.  Hortin 


cedure  are  not  graduates  of 
schools  of  joumalism.  Many  do 
not  know  what  is  being  taught 
in  joumalism  schools.  In  the 
second  place,  joumalism  hasn’t 
created  the  best  possible  “cor¬ 
porate  image.”  Doctors  years 
ago  didn’t  study  medicine. 
Lawyers  didn’t  go  to  law 
schools.  But  today  doctors, 
lawyers,  engineers,  bankers,  and 
historians  go  to  professional 
schools  where  they  study  medi¬ 
cine,  law,  engineering,  banking, 
and  history.  Eventually,  it  will 
be  considered  good  practice  to 
go  to  a  school  of  joumalism  if 
you  want  to  be  a  journalist. 

Many  newspaper  men  and 
women,  however,  are  today  de¬ 
manding  formal  joumalism 
training  for  their  employees. 
The  Ohio  University  School  of 
Joumalism  queried  78  newspa¬ 
pers  in  Ohio  on  this  question. 
Thirty-nine  daily  editors  pre¬ 
ferred  joumalism  graduates  to 
2  for  non-joumaiism  graduates. 
Thirty-six  weekly  editors  pre¬ 
ferred  the  joumalism  graduates 
to  1  for  the  non-journalism 
graduates.  The  ratio  in  Ohio 
favored  joumalism  graduates 
75  to  3.  In  the  same  poll,  the 
editors  were  asked  to  give  rea¬ 
sons  for  the  success  or  inade¬ 
quacies  of  the  joumalism  gradu¬ 
ates  they  had  employed  from 
Ohio  University.  In  no  instance 
did  an  editor  list  a  deficiency 
in  “liberal  arts”  as  a  reason 
for  failure. 

What  should  joumalism 
schools  do  about  “Joumalism 
is  Liberal  Art”  ? 

1.  Quit  apologizing  for  jour¬ 
nalism. 

2.  Evaluate  all  courses  — 
joumalism  and  non-journalism 
— as  to  their  liberalness  and  be 
guided  accordingly. 

3.  Do  not  be  afraid  of  in¬ 
corporating  some  “techniques.” 

4.  Invite  liberal  arts  critics 
to  visit  the  joumalism  schools 
and  find  out  what  is  being 
taught. 

5.  Make  all  courses  rich  and 
rewarding.  Good  teaching  will 

(Continued  on  page  92) 
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NO  BAKINGI 

JUST  MOLD.  SCORCH 
AND  CAST 

SAVE  UP  TO  15 
MINUTB  ?Bt 
L  MATl  J 


S,  Wood  Flong  starts  its  second  half 
)  century  with  this  new  first  added  to 
its  long  list  of  contributions  to  the 
liewspaper  industry. 

Super  Flong,  the  one-piece,  no-pack  mat 
can  be  used  for  cold  molding  R.  O.  P.  color. 

Super  Flongs  eliminate  progressive  shrink¬ 
age  in  the  casting  box  .  .  .  produce  a  tmi- 
formly  level  printing  surface  for  better  tonal 


quality  and  cleaner  highlights  .  .  .  make 
longer  wearing  plates,  which  save  re-plating. 

Now  used  by  many  of  the  world’s  leading 
R.  O.  P.  color  newspapers.  Super  Flongs 
eliminate  baking.  All  ^at  is  necessary  is  to 
mold,  scorch  and  cast.  You  save  as  much  as 
15  minutes  with  every  mat  .  .  .  and  register 
is  absolute. 

Super  Flongs  save  time  and  improve  your 
color  work. 


ONE-PIECE  SUPER  FLONG  no-pack  mat 

A  NEW  ERA  IN  STEREOTYPING 


WOOD  FLONG  CORPORATION 

HOOSICK  FALLS,  NEW  YORK 

NEW  YORK  OFFICE:  551  FIFTH  AVE.;  PHONE:  MU  7-2950 
SERVING  THE  GRAPHIC  ARTS  INDUSTRY  EXCLUSIVELY  SINCE  1011 


NOW 
SUPER 
FLONGS 
LET  YOU 
COLD  MOLD 

R.  0.  P. 

.  color! 


Airlift  Cuts 
Curtain  on 
News  in  P.I. 

Manila,  P.  I. 

The  Manila  Herald's  prompt 
mobilization  of  an  airlift  is 
credited  with  piercing  a  curtain 
on  world  news  which  threatened 
the  Philippine  Islands  when  the 
national  air  lines  service  was 
halted  by  strike  recently. 

Four  planes  assembled  by  the 
Herald  were  in  operation  the 
very  first  morning  all  Philippine 
Air  Lines  flights  were  cancelled 
because  of  a  walkout  by  em¬ 
ployes.  The  fleet,  serving  16 
cities,  provided  the  only  na¬ 
tional  newspapers  available  out¬ 
side  Manila  for  two  days. 

Other  newspapers  were  allo¬ 
cated  pro  rata  space  on  two 
Philippine  Air  Force  planes  be¬ 
ginning  on  the  third  day  of  the 
strike,  but  flights  were  re¬ 
stricted  to  four  cities  outside 
Manila. 

Addc^l  DiHtribution 

The  Herald’s  quartet  of  planes 
also  distributed  two  other  dailies 
owned  and  published  by  Soriano 
y  Cia.,  which  purchased  the 
Manila  morning  English  daily 
last  February.  These  were  Mu- 
buhay,  print^  in  Tagalog,  and 
the  Spanish  El  Debate.  During 
the  strike  El  Debate  was  trans¬ 
formed  from  an  afternoon  tab¬ 
loid  into  a  standard  size  news¬ 
paper.  This  gave  the  Philippines 
its  first  morning  Spanish  daily 
on  a  national  basis,  officials  said. 

A  substantial  share  of  the  cir¬ 
culation  gain  achieved  by  the 
airlift  is  being  retained,  accord¬ 
ing  to  Andres  Soriano  Jr.,  presi¬ 
dent  of  the  publishing  company. 


Journalism  Is 

(Continued  from  page  90) 

make  any  course  liberal  and 
cultural. 

6.  Restore  the  word  “journal¬ 
ism”  to  its  original  prestige. 
“Communications”  is  a  good 
term,  but  speech  people  have 
about  taken  over  the  word. 
“Journalism”  has  the  same  ori¬ 
gin  as  “diurnal” — meaning  daily 
happenings  or  current  events. 

7.  Quit  fighting  public  rela¬ 
tions  and  other  journalism  se¬ 
quences.  They  are  appropriate 
and  important  parts  of  journal¬ 
ism. 

Finally,  journalism  schools 
should  abandon  the  defensive 
posture  and  become  positive. 
Great  journalism  is  often  jour¬ 
nalism  in  attack. 


“Our  greatest  disappoint¬ 
ment,  if  you  wish  to  call  it  that, 
is  that  our  new  $600,000  Goss 
press  wasn’t  installed  at  this 
time.  Had  that  been  available, 
our  circulation  during  the  18 
days  of  the  PAL  strike  would 
have  been  phenomenal  indeed,” 
Mr.  Soriano  said. 

This  press  is  scheduled  for  de¬ 
livery  to  the  Herald  next  month. 

The  Herald’s  airlift  service 
was  not  limited  to  newspapers. 
Other  public  service  endeavors 
were  assisted  as  far  as  possible. 

These  included  the  conveyance 
of  anti-cholera  vaccine  for  the 
Philippine  Health  Service  dur¬ 
ing  the  period  of  a  cholera  out¬ 
break  threat.  The  United  States 
Information  Agency’s  weekly 
taped  radio  shows  were  trans¬ 
ported  to  radio  stations  in  re¬ 
sponse  to  a  USIS  request. 

The  Herald’s  planes  were  ob¬ 
tained  by  calling  for  a  fleet  of 
four  private  airplanes  owned 
by  one  of  the  newspaper’s  prin¬ 
cipal  stockholders,  Soriano  y 
Cia.  These  planes  normally  are 
used  throughout  the  Philippines 
to  conduct  the  company’s  min¬ 
ing,  logging  and  other  far-flung 
operations. 

Colonel  Andres  Soriano,  pres¬ 
ident  of  Soriano  y  Cia.,  pur¬ 
chased  the  Herald  early  this 
year  at  about  the  same  time  he 
relinquished  the  management  of 
PAL,  the  airline  which  he  had 
formed  immediately  after  the 
end  of  the  Japanese  occupation 
in  World  War  II. 

• 

Drug  Company  Maps 
Consumer  Ad  Drive 

Be\"erly  Hills,  Calif. 
Wickham  Pharmaceuticals,  Los 
Angfeles  drug  firm  now  prepar¬ 
ing  to  enter  the  consumer  mar¬ 
ket,  has  named  Lennen  &  Newell, 
Inc.,  offices  here  to  handle  its 
accounts. 

Newspapers,  magazines  and 
radio  have  been  selected  as 
major  media.  An  annual  budget 
of  $150,000  is  estimated  by  Joel 
Harvey  of  L&M.  Herb  Stott  is 
account  executive. 

Wickham  Pharamaceuticals 
was  founded  in  1958.  During  the 
past  three  years  it  has  been 
developing  new  products  and 
establishing  a  hospital  trade. 

• 

Ship  Publicist  Retires 

San  Francisco 
Eugene  Hoffman  has  retired 
after  28  years  in  public  relations 
with  ship  lines  at  San  Francisco 
preceded  by  reporting  for  the 
Chicago  American  and  five  years 
as  manager,  Chicago  bureau,  In¬ 
ternational  News  Service.  He 
concluded  his  duty  as  vicepresi¬ 
dent  for  public  relations  and  ad¬ 
vertising,  American  President 
Lines.  Earlier  service  was  with 
Matson  and  with  Dollar  Lines. 


Water-Base 
Color  Inks 
Are  Tested 

San  Francisco 

West  Coast  newspapers  have 
been  making  successful  press 
runs  with  water-base  inks  of  dif¬ 
ferent  colors. 

Reports  on  the  progress  in 
tests  with  the  new  inks  were 
given  at  the  annual  Pacific 
Newspaper  Mechanical  Confer¬ 
ence  here  last  week. 

Charles  H.  Tingley,  managing 
director  of  ANPA  Research  In¬ 
stitute,  said  a  Chicago  Tribune 
press  is  being  readied  for  a  run 
with  water-base  ink  developed  at 
the  laboratory. 

Water-type  inks  reduce  ruboff, 
misting  and  show-through,  it 
has  been  demonstrated  in  tests. 

Mr.  Tingley  expressed  ap¬ 
preciation  at  the  California  Ink 
Company’s  research  and  develop¬ 
ment  of  a  water-type  ink. 

The  Calink  findings  show  a  50 
to  60  percent  reduction  in  mist¬ 
ing,  reported  Vince  Pampanin, 
manager  products  sales  of  the 
California  producer. 

Penetration  is  cut  and  ruboff 
has  been  reduced  10  to  20  per¬ 
cent,  Mr.  Panpamin  said.  The 
company  is  trying  to  get  70  to  75 
percent  less  penetration,  he 
added. 

An  important  benefit  is  ob¬ 
tained  by  cooler  operation  of 
presses,  he  reported.  A  test 
showed  a  San  Francisco  Chron¬ 
icle  unit  using  the  new  ink  ran 
22  degrees  cooler  than  units  op¬ 
erating  long  runs  with  regular 
ink. 

The  price  of  the  water-type 
ink  showed  work  out  at  about 
the  same  level  as  prevailing  quo¬ 
tations  for  regular  inks,  he  said. 

Requests  for  the  new  ink  have 
come  from  throughout  the 
United  States  and  from  all  over 
Europe,  he  reported.  While  test¬ 
ing  continues,  use  is  confinetl  to 
plants  nearby  the  laboratory 
which  can  operate  with  a  com¬ 
pany  technician  in  attendance, 
however. 

Special  color  trials  have  been 
conducted  in  addition  to  the  day- 
to-day  black  and  white  runs  at 
the  San  Rafael  (Calif.)  Inde¬ 
pendent- Jotimal, 

These  included  the  first  full- 
color  reproduction  with  water- 
type  ink.  This  was  made  at  the 
San  Francisco  Chronicle  without 
the  pressmen  being  aware  of  the 
test,  Mr.  Pampanin  said. 

A  special  “orange  blush”  was 
created  for  Macy’s.  A  water- 
type  yellow  was  used  success¬ 
fully  on  presses  of  the  Sacra¬ 
mento  (Calif.)  Bee, 


Red,  yellow  and  blue  will  be 
available  “in  a  month  or  two,” 
he  reported.  Testing  will  con¬ 
tinue.  Both  Hoe  and  Goss  press 
units  have  been  used  in  the  tests 
to  date. 

Belief  that  the  water-type  ink 
can  retain  the  printed  dot  l>etter 
was  expressed  by  Mr.  Pampanin. 
This  ink  leaves  the  dot  clear  and 
sharp,  he  declared. 

Pulp-Paper  Workers 
Foreg;o  Wage  Hike 

Vancoitver,  B.  C. 

No  wage  increases  will  go  into 
effect  in  the  pulp  and  jiaper 
industry  in  British  Columbia 
this  year.  A  large  majority  vote 
of  members  of  the  Pulp  Sulphite 
Workers’  Union  has  approved 
acceptance  of  a  no  wage  increase 
settlement  with  the  six  B.  C. 
c.ympanies. 

Wage  adjustments  will  be 
made  for  some  categories  and 
the  5,000  workers  will  receive 
fringe  benefits. 

The  1,000-member  Paper 
Makers’  Union  has  approved  a 
one-year  contract  also  without 
wage  increases  but  containing 
holiday,  vacation  and  welfare 
plan  improvements. 

Straight-time  wages  for  paper 
makers  averages  about  $2.65  an 
hour  but  with  other  benefits 
average  earnings  come  to  about 
$3.19  an  hour. 

Atlg  Tells  of  Gems 

San  Francisco 

A  series  of  13  ads  illustrated 
with  technical  information  about 
diamonds  is  being  released  be¬ 
tween  now  and  Christmas  by 
Gensler-Lee,  operating  a  chain 
of  25  California  stores.  The  copy 
in  26  newspapers  explains  why 
diamonds  are  valuable. 


FIRST  TRIP  to  Hawaii  bringi 
smiles  from  Mr.  and  Mrs.  Paul 
Spindler  on  the  Matson  fla9ship, 
Lurline.  Mr.  Spindler  is  publisher 
of  the  Santa  Clara  (Calif.l 
Journal. 
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EXPLANATION:  Figures 
represent  total  mileages  of 
high-type  Asphalt  and  con¬ 
crete  pavements  built  by 
State  Highway  Depart¬ 
ments  on  state  primary 
systems ;  municipal  exten¬ 
sions  to  state  primary  sys¬ 
tems  and  secondary  and 
local  roads  built  by  State 
Highway  Departments. 
See  U.S.  Bureau  of  Public 
Roads  HIGHWAY  STA¬ 
TISTICS-SUMMARY 
TO  1955-table  SMB-201 
and  tables  SMB-2,  1956 
to  1958  inclusive. 


MOST  CONCRETE 
ROADS  BECOME 
ASPHALT-PAVED 
EVENTUALLY 

why  not  build  with  Total  DEEP  STRENGTH 
Asphalt  Construction  in  the  first  place? 

The  original  Pennsylvania  Turnpike,  for  example, 
began  as  concrete.  Today,  barely  20  years  later,  it  is 
almost  completely  repaved  with  Asphalt. 

Over  90%  of  America’s  paved  roads  are  Asphalt 
surfaced.  The  graph  shows  high-type  Asphalt-paved 
mile2tge  increased  over  180  thousand  miles  be¬ 
tween  1940  and  1958. 

During  that  same  period  while  over  30  thousand 
miles  of  new  concrete  roads  were  built,  total  con¬ 
crete  surface  mileage  decreased  by  more  than  50 
thousand  miles! 

Can  save  as  much  as  $100  thousand  per  mile. 

Over  $15  million*  were  saved  by  building  the  Mas¬ 
sachusetts  Turnpike  with  deep  strength  Asphalt 
pavement,  a  saving  of  $123,425  per  mile.  And  build¬ 
ing  the  Richmond-Petersburg  Turnpike  with  deep 
STRENGTH  Asphalt  pavement  saved  nearly  $2  mil¬ 
lion,  or  $50,700  per  mile.** 

And,  the  initial  savings  of  deep  strength  Asphalt 
pavement  vnll  pay  its  low-cost  maintenance  up  to 
40  years. 

If  a  road  is  going  to  be  Asphalt-paved  eventually, 
why  pay  the  extra  money  for  expensive  concrete 
pavement? 

Why  not  build  with  Total  DEEP  STRENGTH  As¬ 
phalt  Construction  in  the  first  place  and  make 
tax  dollars  go  further? 

A  new  booklet,  the  better  way  to  better  roads, 
gives  all  the  facts.  Write  us  for  your  copy. 

*Based  on  Engineering  estimates.  **BaseU  on  actual  competitive  bids. 

THIS  IS  AN  EXAMPLE  OF  DEEP  STRENGTH  ASPHALT  CONSTRUCTION 

A.  IH"  Asphalt  Surface  Course. 

B.  2^"  Asphalt  Binder  Course. 

C.  4"  Asphalt  Base  Course.  D. 

6"  Subbase  Course  with  Asphalt 
Prime  Coat.  El.  Subgrade  Soil  or 
Improved  Subgrade. 

The  Asphalt  Institute 

College  Park,  Maryland 


Newswomen  Who  Cover  The  New  Frontier 


By  (ierry  Van  der  Heuvel 

The  most  glamorous  assign¬ 
ment  in  Washington  in  recent 
months  went  to  Frances  Lewine 
of  the  Associated  Press. 

The  assignment  carried  her  to 
Paris,  Vienna  and  London  and 
on  to  Athens  and  the  beautiful 
isles  of  Greece. 

Nearly  a  hundred  American- 
based  reporters  accompanied  the 
President  and  Mrs.  Kennedy  to 
Europe  but  Frances  Lewine  was 
the  only  one  of  the  g^up  who 
went  on  to  Greece  with  Mrs. 
Kennedy — that  is,  she  followed 
in  her  wake,  figuratively  and 
literally. 

AP  chartered  a  53-foot  ocean¬ 
going  cruiser  to  keep  tabs  on 
the  First  Lady  while  she  sailed 
the  Aegean  Sea  on  the  yacht 
The  North  Wind. 

Aside  from  being  stranded  12 
miles  outside  of  Paris  and  being 
given  a  lift  in  a  paddy  wagon, 
no  coverage  of  the  Kennedys  in 
Paris,  Vienna  or  London  com¬ 
pared  with  that  in  Greece  for 
taxing  Frances  Lewine’s  ingenu¬ 
ity,  intuitiveness  and  dedication. 

She  had  not  been  assigned  to 
Greece  when  she  left  Washing¬ 
ton  and  she  wasn’t  prepared  for 
“sea  duty.’’ 

Shopping  Difficulties 

Shopping,  she  found,  has  its 
difficulties  when  one  does  not 
know  the  language,  nor  made 
the  mental  adjustment  from 
francs  to  marks  to  shillings  to 
drachmas. 

Nevertheless,  she  managed  to 
buy  some  sneakers  that  fit  and 
some  slacks  that  didn’t  quite. 
She  also  picked  up  some  Greek 
travel  and  history  books. 

The  books  are  an  occupational 
habit.  A  graduate  of  Hunter  Col¬ 
lege,  Frances  says  she  majored 
in  “extra  curricular  activities” 
and  has  had  moments  of  doubt 
since  on  the  education  she  al¬ 
lowed  herself.  She  has  spent  the 
years  since  in  acquiring  the 
knowledge  she  thinks  she  missed 
in  school.  As  a  result  she  has 
acquired  great  chunks  of  in¬ 
formation  in  a  mass  of  unrelated 
subjects  ranging  from  the  Greek 
Isles  to  atomic  energy  to  horses. 

With  Frances  and  her  books 
on  the  AP  boat  were  seven  other 
people  including  the  captain  and 
crew,  two  photographers,  a  photo 
messenger  and  a  Greek  reporter. 

The  cruiser  was  much  slower 
than  the  yacht  and  it  took  a 
great  deal  of  gfuess  work,  some 
clairvoyance  and  a  little  monitor¬ 
ing  of  the  North  Wind’s  ship-to- 
shore  radio  to  anticipate  the 
yacht’s  daily  destination.  This 


was  necessary  in  order  to  chart 
a  shorter  course  to  allow  for  the 
speed  lag. 

In  the  Same  (k>ve 

“We  almost  lost  the  whole 
show  the  first  day  out,”  Frances 
says.  “The  sea  was  rough,  winds 
were  at  30  miles  an  hour  and  the 
Captain  decided  that  rather  than 
try  to  make  it  to  The  North 
Wind’s  first  destination — which 
was  the  only  one  we  knew  in 
advance — that  it  would  be  better 
to  put  into  a  little  cove  and 
spend  the  night. 

“The  future  looked  pretty  dis¬ 
mal  for  if  we  lost  them  the  first 
day  we  felt  we  never  would 
catch  up  with  them. 

“The  next  morning  the  sky 
was  a  beautiful  clear  blue.  But 
what  w'as  most  beautiful  to  us 
was  the  sun  glistening  on  the 
white  paint  of  the  North  Wind 
which  lay  at  anchor  right  along 
side  of  us.  She  had  put  into  the 
cove  to  wait  out  the  rough 
weather,  too.” 

Apparently  there  vras  more 
rough  weather,  for  Frances  tells 
of  the  chairs  being  anchored  to 
the  rails  and  her  typewriter 
skidding  off  the  table  and  across 
the  deck  at  one  point. 

But  come  storms  and  little  if 
any  direct  contact  with  the  First 
Lady,  there  was  the  daily  story 
to  be  written,  plus  an  overnight. 
And  there  was  always  the  de¬ 
cision  to  be  made  on  where  the 
North  Wind  was  headed  and 
how  the  smaller  boat  could  get 
there  in  the  fastest  possible  time. 

This  w’as  eased  somewhat 
when  they  discovered  that  Mrs. 
Kennedy’s  social  secretary,  Tish 
Baldrige,  was  making  daily  tele¬ 
phone  calls  to  the  North  Wind. 
As  a  precaution  against  mon¬ 
itoring  she  and  Mrs.  Kennedy 
conversed  in  French.  When  the 
AP  stories  followed  with  all  the 
pertinent  facts  they  switched  to 
Italian.  However,  one  of  the 
crew  members  on  the  AP  boat 
could  speak  Italian  so  the  pipe¬ 
line  was  kept  open. 

Shortly  after  her  arrival 
home  Frances  decided  philo¬ 
sophically  that  it  was  “ridicu¬ 
lous  to  say  the  trip  was  rugged.” 
This  is  not  an  assignment  that 
commands  sympathy  from  home- 
bound  colleagues. 

But  if  they  won’t  give  her  the 
satisfaction  of  admitting  it  in 
this  instance,  her  fellow  re¬ 
porters  know  Frances  Lewine 
for  a  hard  working  newswoman. 

Marvin  Arrowsmith,  AP  news 
editor,  says  she  is  forever  pester¬ 
ing  to  be  put  on  stories  and  will 
call  in  on  her  day  off  to  say 


she’s  just  had  a  tip  on  such  and 
such  and  maybe  she’d  better  get 
on  it.  He  considers  her  extremely 
versatile  and  accords  her  the 
greatest  accolade  from  a  male 
reporter — “She  doesn’t  write  like 
a  woman.” 

Frances  even  goes  to  press 
conferences  on  her  day  off  be¬ 
cause  she  wants  to  know  about 
something  and  this  is  an  op¬ 
portunity  to  find  out. 

This  is  a  lot  of  enthusiasm  for 
a  girl  who  settled  on  reporting 
as  an  after-thought.  At  one  time 
she  had  had  thoughts  of  being  a 
lighting  technician  in  the 
theater. 

If  she  had  she  i)robably 
wouldn’t  have  l)een  showered 
with  such  lavish  compliments  as 
former  AP  man  John  Scab’s  ob¬ 
servation  that:  “She’s  such  a 
good  reporter  everyone  forgets 
she’s  a  woman.” 

Wa»hington  in  '56 

Frances  started  with  AP  in 
Newark,  coming  from  the  Plain- 
field  (N.J.)  Courier  New».  She 
was  transferred  to  Washington 
in  1956. 

“I  wasn’t  interested  in  going 
to  Washington,”  she  says.  “I 
wanted  to  go  to  New  York,  but 
after  thinking  it  over  for  three 
days  I  decided  I’d  better  go.  Now 
I  can’t  imagine  working  any 
place  else.” 

Although  she’s  apt  to  get  any 
assignment,  including  holding 
down  the  night  desk,  the  White 
House  and  the  Kennedys  are 
likely  to  be  predominant  in  her 
working  day.  When  the  Presi¬ 
dent  and  his  family  go  anyplace, 
Frances  Lewine  is  close  on  their 
heels.  So  close,  in  fact,  that  on 
one  trip  down  to  Palm  Beach, 
during  the  kidnap  scare  about 
Caroline,  a  woman  reported  to 
the  Secret  Service  that  two  sus¬ 
picious  looking  women  were  fol¬ 
lowing  Mrs.  Kennedy.  The  un¬ 
savory  characters  were  Frances 
and  Helen  Thomas  of  UPI. 

The  tables  were  turned  a  short 
time  later  when  Frances  ob¬ 
served  a  swarthy,  stocky-built 
man  sitting  in  church  when  the 
Kennedys  were  there  on  Sunday. 
What  worried  her  was  the  ob¬ 
vious  bulge  of  a  gun  in  his 
pocket.  She  nudged  Helen 
Thomas  and  gave  her  a  “lets  get 
on  him”  look.  He  was  a  Secret 
Service  man. 

After  logging  some  50,000 
miles  in  foreign  assignments 
bird-dogging  the  Kennedys,  and 
before  them  the  Nixons  and  the 
Queen  of  England,  “suitcasing” 
has  become  a  way  of  life. 

Even  the  people  in  the  shop 
where  she  buys  her  clothes  are 
apt  to  read  in  the  papers  about 


Frances  Lewine 


the  Kennedys  going  somewhere 
and  will  call  Frances  to  say  they 
have  something  in  her  size  that 
would  be  just  right  for  her  to 
take  along  on  the  trip. 

It’s  been  said  that  Mrs. 
Kennedy,  though  not  cottoning 
to  the  idea,  has  become  so  ac¬ 
customed  to  Frances  being  in 
attendance  that  she’s  apt  to 
hand  her  a  wrap  or  coat  to  hold 
while  otherwise  occupied. 

While  not  overawed  by  her  as¬ 
signments  Frances  says  she’s  not 
apt  to  become  blase  about  them 
either.  Any  way  you  put  it,  she 
says,  “it’s  better  than  writting 
obituaries.” 

• 

Several  Are  Shiftetl 
On  Toronto  Telegram 

Toronto 

David  Grenier  is  the  Toronto 
Telegram's  new  financial  editor, 
succeeding  Devon  Smith  who 
joined  a  public  relations  firm. 
Mr.  Grenier  is  writing  a  daily 
business  column. 

In  other  changes  at  the  Tele¬ 
gram,  Hal  Honeyford  has  become 
assistant  financial  editor  and 
Walter  Stewart  has  moved  to 
the  financial  desk  as  a  feature 
writer.  Albert  Turner  is  now 
assistant  feature  editor  and 
S.  J.  A.  “Bas”  Mason,  promotion 
manager,  has  returned  to  the 
editorial  department  to  handle 
special  project  assignments. 

• 

Dentists^  Publicist 

Chicago 

Lou  Joseph,  formerly  assist¬ 
ant  state  editor  of  the  Atlantic 
City  (N.  J.)  Press,  has  been  ap¬ 
pointed  an  assistant  director  of 
the  Bureau  of  Public  Informa¬ 
tion  of  the  American  Dental  As¬ 
sociation  here.  He  is  a  native 
of  Berlin  with  16  years  news¬ 
paper  experience  in  Germany 
and  the  U.  S. 
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Color 


Color  King  con  print  4  colors  on  both  sides  of  1  web  or  1  color  on  each 
side  of  4  webs  in  1  run  through  the  press.  Precise  lateral  and  circumferential 
register  adjustments  can  be  made  while  press  is  running. 


King  web  offset  perfecting  press 
...the  easiest-to-learn...the  easiest-to-operate 


Gain  advantages  of  both  offset  and  color  with  mini¬ 
mum  changeover  problems.  Operation  of  Fairchild’s 
new  Color  King  press  has  been  simplified  to  a 
degree  never  before  achieved.  Many  time-consum¬ 
ing  manual  adjustments  have  been  engineered  out 
. . .  many  extra  conveniences  have  been  engineered  in. 
If  you’re  considering  offset,  investigate  Color  King. 
Manufactured,  marketed  and  serviced  by  Fairchild, 
Color  King  is  versatile,  fast  and  economical. 


AMONG  COLOR  KING’S  FEATURES: 

Automatic  tension  control  of  web  by  diol  setting  '  Individually 
motor-driven  water  fountain  rollers  ’  Quick  blanket  change  -  no 
blanket  irons  or  punching  required  *  Twelve  roller  ink  distribution 
system  ’Convenient  controls  *  Eosy  to  plate  ‘Leakproof  ink  foun¬ 
tains  with  buckle-proof  blades  ’  Fast  removal  of  rollers  by  spring 
lock  without  changing  pressure  settings  *  Hardened  steel  bearers 
on  aluminum  plate  and  blanket  cylinders  *  Heavy  duty  folder. 


...the  best  to  buy 


FAIRCHILD  GRAPHIC  EQUIPMENT 

DIVISION  OF 

FAIRCHILD  CAMERA  AND  INSTRUMENT  CORF. 
DisIricI  Offices: 

Eostchestar,  N.  Y.  •  Los  Angeles  eAllonta  e  Ckicogo 
Overseas.-  Amsterdam,  The  Netherlands 


- THIS  COUPON  WIU  BRING  YOU  FUU  INFORMATION - 

Fairchild  Graphic  Equipment,  Dept.  FGE  79 
Fairchild  Drive,  Plainview,  L.  I.,  N.  Y. 

Q  Please  send  me  your  new  brochure  on  Color  King. 

Q  Please  hove  a  Fairchild  Offset  Production  Engineer  call. 


Dagens  Nyheder, 
Danish  Daily, 
Closes  Down 

Copenhagen 

One  of  the  six  morninj^  papers 
of  Copenhagren,  Dagens  Nyheder 
ceased  publication  on  Sunday, 
Sept.  3  on  less  than  24  hours 
notice.  It  was  the  last  of  a 
family  of  five  newspapers,  pub¬ 
lished  by  the  Ferslew  Press  and 
dominant  in  the  Copenhagen 
newspaper  world  from  late  in 
the  19th  century  until  well  after 
World  War  I.  It  was  the  official 
spokesman  of  the  Conservative 
Party  of  Denmark,  highly  esti¬ 
mated  for  its  outspoken  edito¬ 
rials  and  high  class  coverage  of 
political  and  cultural  affairs. 
Circulation  had  been  as  high  as 
130,000. 

Its  once  buoyant  economy  was 
undermined  shortly  after  World 
War  I  when  new  owners  decided 
to  cease  distributing  a  unique 
classified  ad  section  with  all  five 
papers  of  the  publishing  house 
and  instead  concentrate  and 
absorb  the  advertising  portfolio 
in  the  one  paper.  An  exodus  of 
classified  ads  started  from  which 
Dagens  Nyheder  was  never  to 
recover. 

For  the  past  10  years  the 
paper  received  substantial  sup¬ 
port  from  the  Employer’s  As¬ 
sociation  and  from  the  Federa¬ 
tion  of  Industries.  On  Saturday 
Sept.  2  they  informed  the  editors 
that  further  financial  support 
would  not  be  forthcoming  after 
the  end  of  this  year.  They  recom¬ 
mended  suspension  of  publication 
as  of  Oct.  1,  but  the  editors  re¬ 
fused  to  let  93-year-old  Dagens 
Nyheder  die  a  slow  and  painful 
death.  They  made  of  the  Sunday 
paper  a  last,  glorious  and  quite 
defiant  stand — and  then  folded 
operations.  Last  average  daily 
circulation  figure  was  20,800 
copies. 

During  the  last  year  of  opera¬ 
tion  the  paper  acquired  a  deficit 


of  three  million  kroner  (ap¬ 
proximately  $400,000). 

The  board  of  directors  said  it 
had  hoped  to  get  through  an¬ 
other  quarter  (subscriptions 
often  run  quarterly  in  Den¬ 
mark)  but  the  paper’s  editors 
considered  it  practically  impos¬ 
sible  to  publish  further  issues 
after  a  decision  of  discontinua¬ 
tion  had  been  made. 

After  learning  of  the  suspen¬ 
sion,  many  members  of  the 
staff  tried  to  revive  the  publica¬ 
tion  but  they  abandoned  their 
efforts  when  they  learned  the 
deficit  was  so  large  it  would 
cost  each  member  of  the  staff 
around  $10,000  to  keep  the 
paper  going. 

The  board  of  directors  has 
been  negotiating  with  the 
Journalists  Association  to  try  to 
find  new  positions  for  about  40 
editorial  employes. 

• 

Zinman  of  AP  Takes 
3  Reporting  Awards 

New  Orleans 

David  Zinman  of  the  Associ¬ 
ated  Press  here  was  a  three-way 
winner  in  the  annual  awards 
of  the  Press  Club  of  New  Or¬ 
leans.  His  work  took  first  prizes 
in  news,  feature  and  interview 
categories. 

Other  first  place  winners 
were:  Albert  Goldstein,  Times- 
Picayune,  humorous  story;  Bill 
Stuckey,  States-Item,  business 
story;  Marilyn  Hall,  States- 
Item,  critical  review;  Robert  N. 
Kelso,  States-Item,  series  on 
desegregation;  Tommy  Griffin, 
States-Item,  general  column ; 
Buddy  Diliberto,  Times-Pica- 
yune,  sports  column;  Peter  Fin¬ 
ney,  States-Item,  sports  feature. 

Also :  Podine  Schoenberger, 
Times-Picayune,  women’s  inter¬ 
est  story;  Harold  McCall, 
'fimes  -  Picayune,  editorial; 
Emanuel  A.  Alessandra,  Times- 
Picayune,  headlines;  Michael  H. 
O’Connor,  WWL-TV,  action  pic¬ 
ture;  John  Corporan,  WDSU- 
TV,  single  newscast;  and  Mike 
Lala,  WDSU-TV,  news  film. 


VERY  TECHNICAL — Evarirlo  F.  Nievara,  senior  color  photographer 
-for  the  Manila  (P.l.)  Times,  looks  over  a  transparency  with  Cas  Pawluc, 
head  technician  ot  the  Miami  Herald's  color  laboratory.  Mr.  Nievara 
is  studying  color  techniques  on  U.S.  newspapers. 


OFF  TO  A  GOOD  START — While  some  of  the  first  40  students  enrolled 
in  the  program  look  on,  Dr.  Benjamin  Rne,  at  left,  receives  the  good 
wishes  of  Mayor  Barr  of  Pittsburgh  on  the  opening  of  the  School  of 
Journalism  and  Communications  at  Point  Park  Junior  College.  At  right 
is  William  J.  Thomas,  administrative  assistant  at  the  school.  Dr.  Rne, 
the  dean,  is  a  former  education  editor  of  the  New  York  Times. 


Robert  Hall  Breaks 
Institutional  Ads 

Robert  Hall  Clothes,  national 
family  clothing  chain  that  has 
pursued  a  cash  policy  for  its  in¬ 
ception  25  years  ago  to  the  pres¬ 
ent,  and  has  gpx>wn  from  one 
store  to  345  within  this  period, 
is  running  an  institutional  cam¬ 
paign  to  encourage  the  Ameri¬ 
can  public  to  pursue  sound 
credit  policies  based  upon  sound 
economic  principles. 

Spearheading  the  campaign 
are  two  editorial-type  full-page 
advertisements  in  the  New  York 
Times  and  the  Washington 
(D.C.)  Post.  These  are  the  first 
of  a  series  to  appear  in  papers 
round  the  country.  The  ads  tie-in 
with  a  recent  best  seller,  “Buy 
Now,  Pay  Later”  written  by 
Hillel  Black  and  published  by 
William  Morrow  &  Co.  The  book 
deals  with  the  problems  of  con¬ 
sumer  credit  in  our  American 
economy. 

In  addition  to  the  newspaper 
advertisements,  nearly  100  radio- 
TV  stations  will  carry  informa¬ 
tive  messages  on  credit  prepared 
by  author  Hillel  Black  and  spon¬ 
sored  as  a  public  service  by 
Robert  Hall. 

This  is  the  first  time  that  this 
chain  has  taken  a  position  in  in¬ 
stitutional  advertising.  Robert 


Hall  is  one  of  the  largest  con¬ 
sumer  advertisers  in  the  country, 
running  a  consistent  campaign 
on  radio,  TV  and  in  newspapers 
from  Maine  to  Hawaii.  Their 
messages  have  appeared  in  300 
newspapers  with  a  circulation  of 
35,426,000  daily;  via  108  TV  sta¬ 
tions  that  reach  67,566,000  view¬ 
ers  weekly;  and  on  188  radio 
stations  beamed  to  65,490,000  lis¬ 
teners  weekly. 

• 

Executive  Ad  Manager 
On  Wall  Street  Journal 

Donald  A.  Macdonald  has  been 
appointed  executive  advertising 
manager  of  the  Wall  Street 
Journal.  The  announcement  of 
this  newly  created  position  was 
made  by  Theodore  E.  Callis,  ad¬ 
vertising  director. 

Formerly  Eastern  advertising 
manager,  Mr.  Macdonald  as¬ 
sumes  responsibility  for  all  ad¬ 
vertising  sales,  sales  develop¬ 
ment  and  administration  of  the 
Journal’s  national  advertising 
sales  staff.  He  has  appointed 
George  Dupee,  who  has  been 
Pacific  Coast  edition  manager. 
Eastern  edition  advertising  man¬ 
ager.  Filling  the  vacancy  on  the 
West  Coast  is  John  S.  Delin  who 
was  the  assistant  advertising 
manager  for  the  Pacific  Coast 
Edition. 
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Advertisers  and  readers  like  the 
sharp,  clean  results  you  get  with 

ARROWHEAD  BLACK  and  COLORS 


. . .  and  you’ll  get  long  mileage, 

improved  appearance,  perfect  press 
performance  and  less  rub -off 


Try  Arrowhead  Black  and  Colors 

. . .  and  see  the  BIG  difference! 


Flint  Ink  Corporation 

ATLANTA  •  CHICAGO  •  CLEVELAND  •  DALLAS  •  DENVER  •  DETROIT  •  HOUSTON  •  INDIANAPOLIS 
JACKSONVILLE  •  KANSAS  CITY  •  LOS  ANGELES  •  MINNEAPOLIS  •  NEW  ORLEANS  •  NEW  YORK 


Founded .  1  920 


PHOTOGRAPHY 


Police-Press  Talks 
Building  Good  Will 


By  Bob  Warner 

Foul'  years  have  passed  since 
the  National  Press  Photogra¬ 
phers  Association  started  a  pro¬ 
gram  to  work  for  better  rela¬ 
tions  between  the  press  photog¬ 
rapher  and  police  and  fire 
officials  through  a  panel  type 
discussion  program  composed  of 
members  from  the  three  fields. 

Recently,  we  asked  Charles 
Higgins,  staff  photographer  for 
the  Philadelphia  (Pa.)  Bulletin, 
and  chairman  of  the  associa¬ 
tion’s  Police-Fire-Press  Rela¬ 
tions  Program,  how  successful 
or  not  these  efforts  have  proven. 

Mr.  Higgins  replied  that  the 
panel  discussions  have  now 
reached  over  20,000  police  and 
firemen  in  27  cities  across  the 
country  and  that  in  the  overall 
picture  the  association  is  begin¬ 
ning  to  see  solid  results.  In 
several  major  cities,  the  panel 
has  become  a  permanent  part  of 
tbe  training  of  rookie  policemen 
and  firemen.  The  panel  format 
apparently  makes  a  deep  im¬ 
pression  on  the  participants, 
familiarizing  all  sides  with  one 
another’s  difficulties  and  lead¬ 
ing  to  better  relations  on  the 
job. 

The  Picture 

“I  think  the  picture  is  very 
healthy,”  Mr.  Higgins  said. 
“There  are  a  great  many  im¬ 
provements.  Since  the  program 
was  adopted,  in  the  city  of 
Philadelphia  alone,  you  would 
not  believe  you’re  working  in 
the  same  city.  You  wouldn’t 
think  you  were  working  with 
the  same  personnel  you  did 
five  years  ago. 

“I’ve  had  photographers  write 
to  me  and  tell  me  about  ex¬ 
periences  where  they’ve  been  in 
on  a  pai.el  discussion  in  the 
company  of  maybe  200  rookie 
policemen  or  seasoned  police 
officers.  Afterward,  they  tell  of 
stories  where  they  go  out  to  a 
fire  and  drive  up  to  the  scene 
in  their  cars.  Policemen  take 
their  cars  and  park  them.  In 
one  case,  a  policeman  helped  a 
photographer  carry  his  equip¬ 
ment. 

“Of  course,  we’re  not  looking 
for  this  sort  of  special  treat¬ 
ment,  but  this  is  the  kind  of 
very  deep  reaction  we  often  get 
from  the  panel  discussion.  The 
picture  has  certainly  changed.” 

Philadelphia  is  one  of  the 
cities  where  the  NPPA  panel  is 


being  used  on  a  permanent 
basis.  Besides  the  Penn  State 
Police  Barracks  the  program  is 
also  permanently  installed  in 
the  Kansas  City  Police  Depart¬ 
ment  Training  Center,  Okla¬ 
homa  City  and  at  the  Southern 
Police  Institute.  Where  the  per¬ 
manent  panel  discussion  has 
been  adopted,  no  rookie  police¬ 
man  goes  out  on  the  street  with¬ 
out  first  taking  this  as  part  of 
his  regular  curriculum. 

The  program  usually  takes  up 
a  full  moiTiing.  In  Philadelphia 
the  panel  members  are:  a  news¬ 
paper  staff  photographer;  a 
high-ranking  police  official  who 
acts  as  moderator;  a  managing 
editor,  who  usually  speaks  on 
freedom  of  the  press  and  an¬ 
swers  questions  about  news¬ 
paper  policy;  a  veteran  city  hall 
or  police  reporter  and  a  teacher 
from  the  police  academy. 

There  is  a  similar  program 
for  fire  departments  but  there  is 
not  as  much  call  for  this  type  of 
program  in  the  fire  field. 

“This  is  only  natural  because 
the  jobs  are  very  different  and 
we  don’t  have  quite  the  problem 
with  fire  personnel  that  we  do 
with  police,”  Mr.  Higgins  ex¬ 
plained. 

Fires  Glamorous 

“Fireman  are  in  a  more 
glamorous  position.  They  only 
turn  out  when  fires  occur;  they 
seem  always  to  be  cast  in  a 
more  heroic  role.  The  policeman 
works  eight  hours  a  day  on  a 
beat  and  has  many  more  routine 
things  to  do.  The  reporter  has 
to  work  with  him  more.  He  is 
constantly  bumping  into  police 
at  football  games,  traffic  acci¬ 
dents,  almost  any  routine  public 
event.” 

The  discussion  centers  around 
the  theme  of  the  dual  responsi¬ 
bility  to  the  public  of  the  press 
and  public  officials.  “We  use  this 
panel  format,”  Mr.  Higgins  re¬ 
lated,  “because  through  it,  we 
can  tell  not  only  the  photog¬ 
rapher’s  story  but  newspaper 
management’s  and  the  reporter’s 
as  well  and  they  can  all  hear 
the  police  or  fire  side  of  the 
issues. 

“Our  aim  is  to  educate  the 
photographer  as  well  as  the 
policeman.  This  is  what  the 
whole  program  is  all  about. 
Cooperation  is  a  two-way  street. 
The  whole  thing  should  be 


based  on  mutual  respect  for 
dual  responsibility.” 

Ten  Regions 

The  program  was  pioneered 
in  Philadelphia  but  the  associa¬ 
tion  now  has  a  police-fire-press 
relations  chairman  in  each  of  its 
ten  regular  regions.  Each  re¬ 
gional  chairman  has  a  state 
chairman.  In  effect  the  organ¬ 
ization  has  about  48  people 
working  to  promote  the  panel 
program  in  various  regions 
throughout  the  country. 

In  Philadelphia,  the  NPPA 
added  another  dimension  to  its 
program  for  better  police-press 
relations,  with  a  class  in  pho¬ 
tography  for  the  investigations 
squad  of  the  city’s  park  guard. 
Classes  were  conducted  by  Russ 
Hamilton,  staff  photographer 
for  the  Bulletin,  who  devised  the 
course. 

Mr.  Hamilton  taught  the 
squad  the  basic  requirements  of 
handling  a  Speed  Graphic  in 
police  work  for  accidents  or  in¬ 
vestigatory  work.  The  first  part 
of  the  course,  police  worked 
with  Hamilton  in  the  Bulletin 
photo  labs  for  two,  eight-hour 
shifts.  A  few  weeks  later  they 
returned  and  worked  two  more 
nights,  one  travelling  on  as¬ 
signments  with  Hamilton.  The 
policemen  rode  in  Hamilton’s 
car  and  saw  what  type  of  prob¬ 
lems  the  photographer  h^  in 
covering  assignments. 

If  there  are  better  ways  of 
seeking  an  improvement  of  poor 
relations  between  police  and  the 
press,  we  can’t  think  of  them 
off  hand. 

*  «  * 

AFRICAN  PIX 

John  Young,  Toronto  Globe 
&  Mail  photographer,  had  a 
showing  of  120  photographs  at 
the  Royal  Ontario  Museum.  The 
exhibition  featured  pictures  of 
Africa  where  Young  recently 
spent  four  and  a  half  months 
touring  the  continent  from  Cape 
Town  to  Algiers.  The  photog¬ 
rapher  took  more  than  17,000 
pictures,  many  of  which  were 
smuggled  out  from  various 
parts  of  the  continent.  His 
photos  depict  the  story  of 
peoples  in  transition  from  de¬ 
pendency  to  self-government. 
They  were  not  always  taken 
with  the  cooperation  of  his  sub¬ 
jects.  He  was  pushed  around  in 
Leopoldville  in  the  Congo  by 
supporters  of  Lumumba  and  ar¬ 
rested  in  Algiers  by  French 
police. 

• 

PHOTO  SEMINAR 

Twenty-five  editors,  writers, 
photographers  and  art  directors 
from  the  U.S.  and  Canada  will 
participate  in  the  Second  An¬ 
nual  Photojournalism  Seminar 
at  Syracuse,  N.  Y.,  Nov.  16-17. 


The  Seminar  is  co-sponsorcd  by 
the  American  Society  of  Maga¬ 
zine  Photographers  and  .Syra¬ 
cuse  University. 

*  *  * 

PERSONAL 

William  Nehez,  formerly  a 
photographer  on  the  old  Cleve¬ 
land  News,  who  has  been  on  the 
staff  of  Cleveland  City  Hall,  is 
joining  the  photographic  depart¬ 
ment  of  the  Cleveland  Press. 

• 

1,071  Stockholders 
Names  in  Cornerstone 

Milwaukee 

In  the  cornerstone  of  the  six- 
story  addition  to  the  Milwaukee 
Journal’s  plant  are  pictures  of 
more  than  1,500  employes  and 
the  names  of  1,071  employes  who 
own  stock  in  the  company. 

Wielding  a  silver  trowel, 
Harry  J.  Grant,  80-year-old 
chairman  of  the  board,  sealed 
the  stone  in  ceremonies  Sept.  15, 
his  birthday.  He  also  partici¬ 
pated  in  the  cornerstone  cere¬ 
mony  of  the  present  building 
April  12,  1924,  assisting  the  late 
Lucius  W.  Nieman,  founder  of 
the  Journal,  in  spreading  the 
mortar. 

Miss  Faye  McBeath,  niece  of 
Mr.  Nieman,  was  prevented  by 
illness  from  attending  last 
week’s  ceremonies.  Irwin  Maier, 
president  and  publisher,  repre¬ 
sented  her  and  handed  to  Mr. 
Grant  a  copy  of  Mr.  Grant’s 
story  of  Mr.  Nieman’s  news¬ 
paper  career  which  was  placed 
in  the  copper  box  with  other 
mementoes. 

• 

Plain  Dealer  Name 
Now  Stands  Alone 

Cleveland 

It’s  just  the  Plain  Dealer  now, 
without  Cleveland. 

The  change,  said  Editor 
Wright  Bryan,  underscores  the 
fact  that  the  Plain  Dealer’s 
name  is  unique  among  metro¬ 
politan  newspapers  ...  It  needs 
no  adjective  to  describe  it. 

Mr.  Bryan  quoted  Winston 
Churchill  as  saying,  on  a  visit 
here,  “I  think  that,  by  all  odds, 
the  Plain  Dealer  has  the  best 
newspaper  name  of  any  in  the 
world.” 

• 

Football  Guide 

Detroit 

The  Detroit  News’  annual 
college  and  professional  Foot¬ 
ball  Guide  was  published  as  an 
extra  section  Sept.  12.  The  16- 
page  section  included  stories  by 
News  sports  writers  and  column¬ 
ists  on  the  Detroit  Lions  and 
leading  Michigan  collegiate 
teams.  The  center  spread  fea¬ 
tured  a  1961  college  football 
schedule. 
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after  the  revenue ,,, 


go  for  more  renders! 

Maybe  your  women’s  pages  need  a  shot  in  the  arm. 
Or  the  sports  section  couid  use  a  fresh  reader  iure. 
Perhaps  a  snappier  iook  to  the  front  page 
would  stimulate  newsstand  sales. 


No  problem.  Once  you’re  set  up  to  attract  R.O.P.  color  lineage  revenue, 
it  costs  little  more  to  put  your  color  capacity  to  work  attracting  more 
.  eaders  when  and  where  you  want  them  .  .  .  and  increasing  the  interest 
of  the  regulars  besides. 

No  additions  to  the  staff  are  necessary. 

You  do  it  with  reader-stopping  local  spot  news  and  feature  color  photos. 
(Who  can  avoid  the  impact  of  even  a  small  color  picture  on  a  black-and- 
white  newspaper  page? )  And  Kodak  has  the  deadline-beating  color  pho¬ 
tography  system  that’s  fast  enough,  simple  enough,  and  easy  on  the  staff. 

It’s  the  Kodak  negative-positive  color  system.  The  one  used  by  77% 
of  all  papers  who  make  their  own  color  plates.  Picture-taking  to  plate¬ 
making  time  is  three  hours.  Separation  positives  are  made  in  your  own 
darkroom,  where  it  costs  the  least.  That’s  also  where  color  correcting, 
dodging,  burning-in,  or  retouching  takes  place— if  and  when  needed.  The 
engraver  handles  finished  separations  as  he  would  black-and-white  copy. 

Kodacolor  Film,  Kodak  Ektacolor  Film  and  chemicals,  and  Kodak 
Resisto  Rapid  Pan  Paper  are  the  materials  that  make  this  color  system 
work.  And  they’re  quickly  available  almost  everywhere.  Ask  a  Kodak 
Technical  Representative  for  a  demonstration. 


EASTMAN  KODAK  COMPANY,  Rochester  4,  N.  Y. 


all  district  managers  on  current 
comments  on  circulation  prob¬ 
lems.  An  Achievement  Program 
for  both  carrier  salesmen  and 
district  Managers  Training  Pro¬ 
gram  which  we  call  “You  Can  Be 
A  Winner”,  encompasses  the 
fundamentals  of  Circulation 
Management. 

In  addition,  we  have  a  vigor¬ 
ous  program  which  features  con¬ 
sistent  major  contests  for  our 
carrier  salesmen  and  district  su¬ 
pervisors.  We  also  use  promotion 
through  telephones,  boy  crews, 
outside  solicitors  and  public 
Our  award-winning  display  at  tures  depicting  the  various  trips  promotion, 
the  ICMA  Convention  represents  and  the  adv^antages  that  our  car-  .  ...  , 

our  promotion  program  for  1,800  rier  salesmen  enjoy. 

newspaperboys  and  their  super-  Now  the  inevitable  question  is, 

visors.  We  utilize  a  hard  hitting  Howling  District  Man- 

public  relations  campaign  which  Carrier  salesmen  enjoy  bowl-  ager’s  part  in  your  program?” 
means  to  convince  parents,  edu-  ing,  soft  ball  and  swimming,  and  There  is  one  fundamental  rule 
cators,  le^slators  and  the  gen-  receive  scholarships  which  are  which  can  be  applied  to  the  dis- 
eral  public  that  a  newspaper  offered  to  our  boys  through  the  trict  manager’s  part  in  every 
route  is  a  constructive  force  in  California  Newspaperboy  Foun-  promotional  plan — enthusiasm 
the  community.  We  do  this  dation.  A  monthly  report  from  to  reach  the  ultimate  goal  of 
through  weekly  stories  and  pic-  the  Circulation  Director  goes  to  your  promotion  program. 


CIRCULATION 


Route  Management 
Stressed  in  Training 


By  William  J.  Morrissey 
Circulation  Director, 

Long  Beach  Independent,  PresK-Telegrain 

(Third  of  three  articles) 

(Over  100,000  Circulation) 


William  J.  Morrissey 


We  believe,  therefore,  that  a 
.successful  circulation  promotion 
program  must  have  a  district 
manager  who  is  promotion 
minded  and  by  promotion  minded 
we  mean  that  he  must  constant¬ 
ly  use  and  teach  the  fundamen¬ 
tals  of  good  service,  regular 
collections,  public  relations  and 
good  salesmanship  to  all  of  his 
newspaper  boys.  He  should  con¬ 
tinually  and  persistently  en¬ 
courage  them  towards  greater 
achievements  on  their  routes. 

Keeping  the  district  managers 
and  the  carrier  salesmen  in  mind 
as  a  major  factor  in  a  successful 
program,  we  have  determined  in 
our  continuing  promotion  that 
one  of  the  most  important  phases 
of  our  operation  is  the  District 
Manager  and  Carrier  Salesman 
Training  Program.  Ever>'  new 
district  manager  and  carrier  is 
put  through  a  complete  Educa¬ 
tional  Program,  which  extensive¬ 
ly  covers  the  fundamentals  of 
route  management.  We  make 
definite  use  of  visual  sales  aids; 
such  as  a  slide  film  and  visual 
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Chained  to  antique  circulation  sales  methods?  Perhaps  not, 
but  it  takes  alert  promotional  judgment  to  keep  that 
important  competitive  edge.  Year  after  year,  Whitlock 
services  maintain  an  outstanding  degree  of  coherent, 
creative  competance  .  .  .  designed  to  reawaken 


flip-over  presentations  that  cov¬ 
ers  every  conceivable  aspect  of 
district  manager  and  carrier 
training. 

Working  on  a  semi-independ¬ 
ent  basis,  district  managers  are 
'  subject  to  emotional  ups  and 
downs.  A  competent  district 
manager  inspires  lasting  atti¬ 
tudes  among  his  carrier  sales- 
^  men  that  are  conducive  to 


the  interest  and  hold  the  loyalty  of  your 
home-delivered  subscribers.  Want  the  "key”  to 
unlock  this  remarkable  potential?  .  .  . 

Simply  drop  us  a  line. 


w/ 
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HITIOCK  and  COmPnnv,  Ini 


7425  LAKE  STREET 


RIVER  FOREST.  ILLINOIS 


OVER  47  YEARS  OF  SUCCESSFUL  CIRCULATION  PROMOTION 


sustain  high  productivity.  We 
must  get  extraordinary  results 
from  ordinary  people  by  moti¬ 
vating  them  to  higher  levels  of 
performance  by  providing  them 
with  the  necessary  know-how. 

It  must  be  remembered  that 
each  circulation  department  is 
by  necessity  guided  in  the  type 
of  promotional  expenditure  and 
effort  used,  as  is  justified  by  the 
competitive  situation,  whether  be 
it  transient  or  static  area  and 
we  realize  that  profit  is  an  im¬ 
portant  factor  in  circulation  de¬ 
partmental  operation. 
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pM  HURLETRON 

1  ...first  again! 

...w  th  miNG  C>lfi//VEr  ACCESSIBILITY 


for  DC  unit  drives 


For  all  unit  drives  (as  well  as  for  group  drives  through 
65  hp.),  Hurletron  Unitized  DC  Press  Drives  offer 
the  most  flexible  method  of  housing  the  press  control 
for  a  group  of  unit  motors.  All  controls  are  centered 
in  one  group  of  units,  easy  to  install,  easy  to  service, 
and  interchangeable  with  one  another. 


These  efficiently  designed  modular  units  permit 
additions  or  exchanges  with  a  minimum  of  down-time. 
Assemblies  have  identical  components  to  lessen  spare 
parts  requirements.  To  these  advantages,  add 
controlled  silicon  rectifiers,  other  static  components, 
no  water  cooling  systems,  no  special  control  room 
ventilation,  stepless  acceleration,  precision  construction, 
simple  operation,  and  easy  maintenance.  Stay  ahead 
with  Hurletron! 


HURLETRON  INCORPORATED 


Electric  Eye  Equipment  Division,  Danville,  Illinois 


CLASSIFIED  CLINIC 

Response  To  Same  Ad 
Drops  After  4  Days 

By  Daniel  L.  Lionel 

('JaNsifird  AdvortisiiiK  Dirorlor,  !New  York  Post 


A  recent  personal  experience 
in  which  Ted  MacDonald  of 
Harrison  C.  MacDonald  &  Sons, 
classified  advertising  seiwice  or¬ 
ganization,  advertised  a  piece 
of  real  estate  for  sale  gave  him 
an  opportunity  to  experiment 
with  the  question  that  has  been 
the  basis  of  this  department  for 
the  past  few  weeks  —  “How 
often  should  classified  copy  be 
changed  ?” 

“I  ran  each  of  my  ads,”  says 
MacDonald,  “for  four  days  with¬ 
out  change  and  it  was  interest¬ 
ing  to  note  that  the  number  of 
calls  varied  only  slightly  as  the 
ad  appeared  on  succeeding  days. 
In  other  words  I  received  vir¬ 
tually  the  same  number  of  calls 
on  the  fourth  day  as  I  did  on 
the  first.  A  succeeding  ad  was 
run  for  seven  days  and  I  noted 
that  while  I  had  virtually  the 
same  number  of  calls  on  each 
of  the  first  four  days  they 
dropped  off  noticeably  on  the 
fifth  through  the  seventh.  It 
would  therefore  seem  to  me 
that  in  this  one  instance  at 
least,  four  days  was  the  best.” 

QucHlion  of  C.liangr 

There  lias  been  general  agree¬ 
ment  that  daily  change  of  copy, 
which  many  advertisers  insist 
upon,  is  not  desirable.  Here  is 
Mr.  MacDonald’s  appraisal  of 
the  question  which  is  presented 
as  a  conclusion  to  the  discus¬ 
sion: 

“Your  question  asks  if  an 
advertiser  should  be  encouraged 
to  change  his  copy  every  day 
even  though  this  results  in  de¬ 
creased  profit  for  the  news¬ 
paper.  I  think  the  newspaper’s 


rates  should  be  high  enough  so 
that  the  publisher  can  expect 
a  fair  profit  even  with  a  daily 
copy  change.  Thus  if  the  ad 
can  be  run  for  several  days 
without  change  the  profit  to  the 
publisher  becomes  even  greater. 

I  do  not  believe  that  the  mat¬ 
ter  of  profit  to  the  newspajier 
should  be  a  factor  in  determi¬ 
ning  the  frequency  of  copy 
change.  Rather  it  should  be 
based  on  what  is  best  for  the 
advertiser  and  the  reader.” 

Better  (lliancc 

“I  think  it  has  been  pretty 
well  established  that  an  ad 
which  runs  three  or  four  days, 
and  in  some  cases  every  week, 
has  a  better  chance  of  getting 
results  than  one  which  just  runs 
on  time.  It  would  follow  there¬ 
fore  that  a  commercial  adver¬ 
tiser  stands  to  benefit  more  if 
his  copy  is  not  changed  too  fre¬ 
quently.  Except  in  cases  where 
the  item  advertised  is  no  longer 
available  after  the  first  appear¬ 
ance  of  the  ad,  it  is  my  belief 
that  it  is  to  the  advertiser’s 
advantage  to  run  from  three  to 
five  days  without  a  copy  change. 

“Of  course  it  is  to  be  kept 
in  mind  that  a  ‘stale’  classified 
page  soon  loses  readership  and 
therefor  it  is  not  good  for  copy 
to  run  week  in  and  week  out 
without  change,  with  the  possi¬ 
ble  exception  of  ads  running  in 
the  business  service  directory 
classification.” 

*  *  * 

Jack  Whetstone,  CAM,  St. 
Petershrirff  (Fla.)  Times,  evi¬ 
dently  feels  that  private  adver¬ 
tisers  stand  a  better  chance  of 


United  Nations  Reorganization 

The  death  of  Dag  Hammarskjold  points 
up  the  timeliness  of  this  comprehensive 
analysis,  dated  September  12,  1961, 
by 

EDITORIAL  RESEARCH  REPORTS 

1156  19th  St.,  N.W..  Washington  6,  D.C.  Fednral  8-4660 


getting  results  if  they  give  their 
ad  the  full  exposure  treatment. 
That  newspaper  has  just  re¬ 
laxed  its  i-ules  calling  for  a  15- 
word  minimum  for  private  ad¬ 
vertisers  who  will  now  be  iier- 
mitted  a  minimum  of  10  words. 
Stressed  in  the  promotion  is  the 
new  rate  of  per  word  on 

a  10-day  basis — or  $5.50  with 
full  cancellation  privileges. 
Staffers  can  run  the  same  size 
ad  for  $4.40  as  they  receive  a 
20%  discount. 

“The  new  offer,”  according  to 
CAM  Whetstone,  “is  designed 
to  increase  the  number  of  mul¬ 
tiple  insertions  and  it  makes 
the  classified  columns  available 
profitably  to  more  individual 
advertisers.” 

*  *  * 

PERSONAL  NOTES 

Joseph  R.  Knapik,  formerly 
classified  advertising  manager 
of  the  Burlington  (Vt.)  Free 
Press,  Lancaster  (Ohio)  Eagle- 
Gazette,  and  Newark  (Ohio) 
Advocate  —  to  classified  adver¬ 
tising  manager  of  Hartley 
Newspapers,  publishers  of  seven 
Columbus,  Ohio,  area  newspa¬ 
pers.  He  succeeds  Albert  Mc¬ 
Nulty,  now  with  Western 
Newspaper  Union,  Columbus. 

*  *  « 

Ralph  L.  Hitme  —  to  Boulder 
(Colo.)  Daily  Camera  as  classi¬ 
fied  advertising  manager. 

• 

Point-Trade  Plan 
Develops  Ad  Copy 

San  Rafael,  Calif. 

The  point-making  program 
developed  for  newspaperboys  by 
the  circulation  department  of 
the  San  Rafael  Independent- 
Journal  has  also  provided  adver¬ 
tising  revenue. 

A  six-column  advertisement 
of  Marin  County  Savings  and 
Loan  Association  displayed  a 
large  picture  of  an  I-J  distribu¬ 
tor  outside  the  association  office. 
A  sign  in  the  window  states; 
“We  do  business  with  I-J  News- 
paperboys.”  The  savings  and 
loan  bank  is  one  of  the  organi¬ 
zations  signed  up  to  redeem 
points  made  by  the  boys. 

• 

Daily’s  Street  Price 
Up  From  5c  to  lOi; 

Colorado  Springs 

Price  of  the  Colorado  Springs 
Gazette  Telegraph  will  be 
increased  from  oc  to  10c  for 
street  sales  on  Oct.  2.  Price  of 
Sunday  edition  will  remain  15c, 
and  there  will  be  no  increase  in 
carrier  or  mail  subscription 
rates. 

Effective  Oct.  7,  the  daily  will 
change  its  Saturday  afternoon 
edition  to  Saturday  morning  and 
add  a  tabloid  supplement. 

EDITOR  ac  PUBl 


Color  Marks 
New  Sections 
For  Sunday 

Oakland,  (  alif. 

Full  color  photographs  her¬ 
alded  two  new  Sunday  sections 
of  the  Oakland  Tribune  Family 
Life  and  El  Dorado.  Five  mul¬ 
tiple  color  pages  are  now 
planned  editorially  for  a  monthly 
minimum. 

The  move  marks  a  further 
setup  in  Tribune  color  produc¬ 
tion,  which  includeis  two  pages  of 
editorial  color  on  Wednesdays. 

Family  Life  is  in  addition  to 
the  Family  Sphere  .section,  which 
occasionally  carries  editorial 
color.  Classified  has  for  months 
boasted  a  .single  additional  color 
on  its  first  Sunday  page. 

Homes  and  gardens,  travel, 
editorials  and  the  Knave  sec¬ 
tion,  a  “full  page  column”  pro¬ 
duction,  are  included  in  Family 
Life.  The  Knave  has  gone  from 
the  front  to  the  back  page  but 
was  marked  by  a  full  color  illus¬ 
tration  in  its  first  bow  in  its 
new  spot.  Formerly  it  appeared 
with  a  single  illustration  in  one 
color  and  black. 

El  Dorado,  the  second  new 
section  developed  under  the 
direction  of  Jack  Mason,  assist¬ 
ant  managing  editor,  is  a  tabloid 
grouping  books,  art,  music, 
stage,  screen  and  photography. 

A  feature  is  the  expanded 
book  section  containing  reviews 
by  Paul  G.  Manolis.  This  now 
appears  on  four  of  the  tabloid 
pages. 

Don  Johnson  has  been  named 
editor  of  Family  Life  with  Don 
Shepherd  editing  El  Dorado  as 
w'ell  as  the  television  section. 

• 

$  Million  to  Charity 

A  donation  of  $72,000  for  1961 
.sent  the  total  of  contributions 
by  the  New  York  News  Welfare 
Association,  Inc.  over  the  mil- 
lion-dollar  mark.  The  fund  was 
established  in  1937  to  dispense 
aid  to  charitable  organizations. 
This  year’s  distribution  of  $72,- 
000  from  the  proceeds  of  the 
Harvest  Moon  Ball,  Golden 
Gloves  and  two  jazz  concerts 
was  the  second  largest  in  24 
years.  It  put  the  total  at 
$1,018,248. 

• 

It’s  Discrimination? 

San  Francisco 

Press  photographers  here  now 
wear  gold  badges  to  the  envy  of 
reporters  who  continue  to  rely 
on  the  press  card  for  identifica¬ 
tion.  The  photographers  had 
trouble  getting  through  police 
and  fire  lines  because  too  many 
tourists  carrj'  cameras,  it  was 
explained. 

L I  S  H  B  R  for  September  23,  1961 
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Washington  Pott  production  Mgr.  Harry  Eybers 
(left)  and  Engraving  Supt.  John  Caswell  look 
on  as  operator  Frank  Roland  readies  copy  on 
K>181  Vario.  As  Mr.  Eybers  puts  it:  “We’ve 
only  begun  to  realize  this  machine's  possibilities 
for  really  great  newspaper  color.” 


A  set  of  four-color  plates  in  85  minutes! 

From  original  copy  . . .  rtducod  or  enlargad,  scanned,  separatod,  color  cormtod  and  engraved ...  in  ono  operation 

.  .  .  WITH  A  K-181  KLISCHOGRAPH 

Long  a  leader  in  ROP  color,  the  WASHINGTON  POST  recently  found 
new  economics  in  color  plate  prcxluction  by  installing  a  K-181  Vario  Klischo- 
graph  electronic  engraver. 

Now  the  POST  can  make  an  8”  x  10"  set  of  four  color  plates  auto¬ 
matically  in  just  85  minutes. 

Like  the  POST,  more  and  more  newspapers  are  finding  the  Vario 
makes  ROP  color  almost  as  fast  and  economical  as  black  and  white  —  and 
more  profitable. 

The  Vario  automatically  separates  and  color  corrects  directly  from  al¬ 
most  any  kind  of  copy  —  transparency  or  print  —  so  there’s  no  need  for  ex¬ 
pensive  copy  preparation  or  photographic  color  separation.  There’s  no  need 
for  "same  size”  copy,  either,  as  the  Vario  enlarges  up  to  four  times,  reduces 
to  three  times,  in  any  size  up  to  12"  x  16".  The  machine  will  also  produce 
crisp  black  and  white  halftones  up  to  133  screen,  and  line  cuts,  even  when 
the  original  is  poor  in  contrast. 

And,  in  addition  to  producing  screen  positives,  the  Vario  mechanically 
engraves  directly  on  the  plate  material.  Any  engraving  material  available 
through  your  local  dealer  can  be  used  on  the  Vario;  plastic,  magnesium,  cop¬ 
per,  aluminum,  zinc,  or  stereo  metal.  'The  plates  produced  are  ready  for  stereo¬ 
typing  or  printing  and  if  desired  can  be  deep  etched. 

What’s  more,  according  to  POST  production  manager  Harry  Eybers, 
the  Vario’s  electronic  precision  minimizes  the  chance  of  human  error  in 
registration,  and  in  judging  color  intensities  and  shades.  'The  result  is  a  sharper, 
cleaner  reproduction. 

The  Klischograph  will  reduce  your  engraving  costs  for  either  color  or 
black  and  white.  Write  today  for  full  information  on  all  three  Klischograph 
models  — K-181  for  color,  K-150  for  black  and  white  halftones,  and  S-240 
for  line  work. 

Distributed  in  the  U.S.  exclusively  by: 

KLISCHOGRAPH  electronic  engravers 

"KlM>thew-graf" 

ELECTRONIC  ENGRAVERS:  K-150,  K-151,  K-181,  S-240 
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PLBLIC  RELATIONS 


Smith-Bucklin  Foster 
Industry  Promotions 

By  Georjje  A.  Brandenhiir^ 


Chicago 

To  newspaper  food  editors  the 
name  Smith,  Bucklin  &  Asso¬ 
ciates,  Inc.,  means  very  little, 
but  mention  the  Popcom  Insti¬ 
tute,  Frozen  Potato  Products 
Institute,  Instant  Potato  Prod¬ 
ucts  Association,  or  Frozen  Pea 
Council  and  they  (food  editoi-s( 
will  snap  to  attention. 

William  Smith  and  Henry 
Bucklin  aie  the  principals  of  an 
organization  that  manages 
nearly  .‘10  trade  associations, 
covering  a  diversified  field  of 
industrial  and  business  enter¬ 
prises  with  a  rather  heavy  em- 
pha.sis  in  the  food  field. 

The  Smith-Bucklin  organiza¬ 
tion  of  40  persons  is  an  out¬ 
growth  of  an  idea  the  late  Byrne 
Marcellus  fostered  and  devel¬ 
oped,  dating  back  to  1943.  Upon 
his  death,  his  two  close  asso¬ 
ciates  —  Smith  and  Bucklin  — 
took  over  in  1959  and  have  ex¬ 
panded  their  sphere  of  activity 
as  management  counsellors  for 
trade  associations.  They  have 
seven  “account  executives”  who 
function  as  field  representatives 
for  their  respective  clients. 

As  eveiy  trade  association  ex- 
ecutiv’e  secretary  or  general 
manager  knows,  communica¬ 
tions  are  essential  to  the  suc¬ 
cessful  operation  of  any  trade 
group.  Smith  and  Bucklin  rec¬ 
ognize  this  premise  and  not 
only  provide  good  internal  com¬ 
munications  with  individual 
members  of  the  trade  associa¬ 
tions  under  their  wing,  but  also 
stress  good  public  relations  for 
the  industries  represented. 

Promotion  Minded 

Public  relations  to  Smith  and 
Bucklin  mean  good  promotional 
programs  aimed  at  expanding 
the  markets  of  their  industry 
groups  and  stimulating  individ¬ 
ual  members  to  go  after  their 
share  of  the  market  through 
paid  advertising  that  exploits 
the  individual  firm  and  or  prod¬ 
uct. 

Seven  PR  specialists  are  a 
part  of  the  Smith-Bucklin  or¬ 
ganization  which  seeks  to  ex¬ 
pand  an  industry’s  market  and 
to  speak  with  authority  for  the 
entire  industry,  Avithout  grind¬ 
ing  an  axe  for  individual  brand 
names  within  the  industry  it¬ 
self. 

“Through  the  newspapers  and 
other  mass  media,  together  with 


the  trade  press,  our  effort  is  to 
expand  the  industry  as  a  whole," 
explained  the  two  dynamic  part¬ 
ners.  “We  then  let  the  individ¬ 
ual  members  compete  for  their 
share  of  the  market.” 

Similarly,  the  Smith-Bucklin 
organization  engages  in  re- 
seareh  and  statistical  data  for 
the  specific  industries  included 
among  their  trade  association 
clients.  Here  again  the  research 
information  is  offered  on  an 
industry-wide  basis  for  what¬ 
ever  the  individual  firms  may 
want  to  do  with  it. 

“We  place  no  advertising,  but 
we  do  attempt  to  educate  the 
industry  on  the  value  of  pro¬ 
motions  that  will  help  expand 
the  overall  market,”  Mr.  Smith 
said.  “Our  promotional  pro¬ 
grams,  in  turn,  spark  the  indi¬ 
vidual  companies  to  go  into 
advertising  campaigns.  These 
companies  spend  their  own 
money  for  advertising  that  will 
get  them  brand  acceptance. 

“Many  of  these  companies 
s^end  millions  of  dollars  for 
advertising  that  is  either  cre¬ 
ated  by  the  firm  themselves  or 
their  advertising  agencies. 
Brand  or  product  identification, 
however,  is  not  our  responsi¬ 
bility.  We  sponsor  only  indus¬ 
try-wide  promotions.” 

Tell  Popeom  Story 

Smith  and  Bucklin  cited,  for 
example,  the  Popcorn  Institute, 
which  is  one  of  their  clients. 
Prior  to  the  advent  of  tele¬ 
vision,  65%  of  the  popcorn  con¬ 
sumed  was  sold  through  motion 
picture  theaters  across  the  na¬ 
tion.  When  TV  kept  movie 
goers  at  home,  the  sale  of  pop¬ 
corn  slumped  badly,  bringing 
about  a  real  crisis  among  pop¬ 
corn  processors. 

The  Popcorn  Processors  As¬ 
sociation,  which  heretofore  has 
never  been  promotion-minded, 
was  reorganized  into  the  Pop- 
coiTi  Institute  and  an  industry¬ 
wide  promotion  program  was 
inaugurated. 

“Through  industrj'  promo¬ 
tions,  we  have  created  a  new 
market  of  home  consumers  of 
popcorn,  thus  reversing  a  trend, 
so  that  today  65%  of  the  pop¬ 
corn  sold  is  consumed  in  the 
home,”  said  Mr.  Smith.  “Dur¬ 
ing  the  last  12  months,  30% 
more  popcorn  was  being  sold 
than  was  the  case  during  the 


pre-TV  era  when  processors  re¬ 
lied  almost  entirely  on  motion 
picture  theaters  as  their  princi¬ 
pal  outlets. 

“We  have  helped  the  popcorn 
processors  create  new  custom¬ 
ers  and  have  taken  the  stigma 
off  of  popcorn  as  a  ‘rube  food’ 
for  country  bumpkins  and  small 
town  folk.  We  have  gone  to  big 
national  advertisers  in  the  food 
field  and  promoted  related  item 
selling,  through  salt  and  cook¬ 
ing  oil  companies  and  have  in¬ 
terested  the  big  breweries  in 
promoting  beer  and  popcorn  as 
a  delightful  combination  for 
home  consumption  while  watch¬ 
ing  television. 

“Through  the  newspaper  food 
editors,  we  have  offered  recipes 
featuring  poi)corn,  such  as  Un¬ 
cle  Sam’s  Birthday  Cake  for  the 
Fourth  of  July,  plus  other  holi¬ 
day  promotions.  Once  a  year, 
we  sponsor  National  Popcorn 
Week,  with  an  Indian  princess 
telling  about  popcorn  as  an 
early  American  food,  which  was 
ser\’ed  at  the  Pilgrim’s  first 
Thanksgiving  fea.st.  These  in¬ 
dustry  promotions  are  particu¬ 
larly  well  received  in  the  Mid¬ 
west  corn  states,  such  as  Illi¬ 
nois.  Indiana  and  Iowa. 

“Popcorn  really  graduate<l 
from  a  rube  food  into  the  realm 
of  sophisticated  food  last  Janu¬ 
ary  when  Mrs.  Kennedy  pro¬ 
vided  for  popcorn  as  croutons 
in  the  soup  sen’ed  at  the  In¬ 
augural  luncheon  in  Washing¬ 
ton.” 

Seven  Speeialisis 

The  PR  personnel  in  the 
Smith-Bucklin  organization  rep¬ 
resent  a  variety  of  interests 
and  each  is '  an  “expert”  in  a 
specialized  area.  Following  is 
the  lineup  of  specialists: 

Mrs.  Patricia  Rigg  O’Keefe: 
former  radio  and  television 
writer  for  Young  &  Rubicam 
.  .  .  specialist  in  scripts,  fea¬ 
tures  and  special  stories  for 
consumer  publications. 

Mrs.  Cleo  Medley  Cottrell: 
former  director  of  home  eco¬ 
nomics,  General  Electric  Com¬ 
pany,  is  director  of  home  eco¬ 
nomics  and  specialist  on  food 
publications,  stories,  i  photo¬ 
graphs. 

James  Dunham:  former  man¬ 
aging  editor,  Cowtumer  Packag¬ 
ing,  has  depth  in  industrial  pub- 
licatio.PS  and  specialist  in  gro¬ 
cery,  food,  packaging  and  in¬ 
dustrial  public  relations. 

Miss  Delores  Palmer:  foiTner 
home  economics  director.  Swift 
and  Company,  is  specialist  in 
foods  (is  home  economist  and 
dietitian  as  well)  field  service 
representative  traveling 
throughout  the  United  Slates 
— radio  and  television  contact 
work. 

Jerry  Machalek:  former  Mid- 
w’est  editor,  Chain  Store  Age, 


Smith  Bucklin 


has  responsibility  for  institu¬ 
tional  public  relations  and  res¬ 
taurant  publications. 

Miss  Phyliss  Hager:  former 
Midwest  editor,  Tide  magazine, 
is  specialist  in  retail  trade  pub¬ 
lications,  features,  institutional 
publications  and  consumer  pub¬ 
lications. 

Helen  Schubert:  former  wom¬ 
en’s  director,  Philip  Lesly  Co. 
public  relations  is  specialist  in 
consumer  magazines,  newspa- 
jters  and  feature  syndicates. 

Began  in  the  '40’8 

Both  partners  sensed  under 
the  late  Byrne  Marcellus  in 
learning  the  multiple  trade  as¬ 
sociation  management  field, 
dating  back  to  the  late  1940’s. 

Prior  to  entering  the  trade 
group  field,  William  E.  Smith 
was  vicepresident  of  the  Ameri¬ 
can  Institute  of  Applied  Sales¬ 
manship. 

Henry  A.  Bucklin  was  in  ad¬ 
vertising  and  sales  promotion. 

*  *  « 

PERSONAL  NOTES 

Allan  Stewart  —  resigned 
from  Centron  Corp.,  Lawrence, 
where  he  has  been  doing  public 
relations,  to  join  the  Denver 
(Colo.)  Post.  Previously  he  was 
on  the  staff  of  the  Topeka 
(Kan.)  Daily  Capital. 

• 

Toledo  Blade  Cited 
For  School  Program 

The  Toledo  (Ohio)  Blade  has 
received  a  national  award  in  the 
1960-61  Action  in  Education 
Awards  Program  in  recognition 
of  its  annual  awards  luncheon 
to  honor  the  scholastic  achieve¬ 
ments  of  high  school  students. 

In  June  the  newspaper 
honored  126  seniors  and  gave 
them  each  Blade  trophies  in 
recognition  of  academic  achieve¬ 
ment. 

The  education  awards  pro¬ 
gram  is  sponsored  by  Better 
Homes  &  Gardens  magazine  in 
cooperation  with  the  National 
Education  Association  and  the 
National  School  Boards  Associa¬ 
tion. 

A  certificate  of  achievement 
went  to  Randall  E.  Shew,  city 
editor,  and  Jerry  Langdon,  edu¬ 
cation  reporter,  the  Ithaca 
(N.  Y.)  Journal  for  a  campaign 
to  stimulate  voter  interest  in  a 
school  board  election. 
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Leading  Color  Newspapers  Use 

THE  MILWAUKEE  JOURNAL 


COLOR 


To  sell  more  ROP  Color  advertising— 

To  boost  reader  interest  in  editorial  material 
—at  one-tenth  the  cost  of  original  color 
plate  production 


The  Milwaukee  Journal  ROP  Color 
Service,  working  closely  with  co-operating 
newspapers,  constantly  collects  and 
creates  advertising  and  editorial  color 
illustrations  . . .  circulates  approximately 
60  tear  pages  or  proofs  to  subscribing 
newspapers  in  the  “Weekly  Color  File.” 
You  select  the  illustrations  you  want  and 
mats  will  be  shipped  within  48  hours  after 
receipt  of  your  order.  All  Color  Service 
mats  are  the  finest  quality,  made  by  the 
Lake  Shore  Electrotype  Company,  and 
prices  are  only  one-tenth  the  cost  of 
original  color  plate  production. 

Write  now  for  our  booklet  giving  com¬ 
plete  details  of  this  economical  Color 


Service  and  how  it  can  serve  you  in  sell¬ 
ing  space  and  building  reader  interest. 
We  will  include  a  list  of  the  many  new- 
editorial  and  advertising  units  available 
in  the  ROP  Color  Service  for  the  fall 
and  holiday  seasons. 


THE  MILWAUKEE  JOURNAL 


FOR  NEWSPAPERS 

Journal  Square^  Milwaukee  i,  Wisconsin 


Fireplaces  with  a  flair  grow  out  of  concrete  ma¬ 
sonry’s  myriad  new  shapes,  textures  and  colors. 


We  Americans  have  insatiable  desires  for  what  is  new, 
different,  better.  It’s  a  state  of  mind  that  spurs  the 
creation  of  new  and  improved  products  in  every  area 
of  modern  life— from  automobiles  to  “you  name  it.” 
And,  it’s  an  outlook  especially  evident  when  it  comes 
to  the  homes  we  live  in. 

Bringing  out  new  ideas  in  home  design  is  the  basic 
aim  of  the  Horizon  Homes  Program,  inaugurated  by 
the  Portland  Cement  Association  in  cooperation  with 
the  National  Ready-Mixed  Concrete  Association  and 
the  National  Concrete  Masonry  Association. 

In  December,  1960,  leading  architects  and  builders 
throughout  the  country  were  invited  to  “team  up” 
and  join  their  talents  in  creating  model  Horizon 
Homes,  for  entry  in  a  nationwide  awards  program. 
This  is  the  first  of  continuing  Horizon  Homes  pro¬ 
grams  to  be  conducted  on  an  annual  basis. 

Offering  challenging  opportunities  to  express  origi¬ 
nality  with  concrete— the  program  won  quick,  en¬ 
thusiastic  response. 


Today,  the  achievements  of  these  architect-builder 
teams  are  being  seen  in  almost  100  exciting  new  Hori¬ 
zon  Homes  all  over  America.  Open  House  displays 
of  these  Horizon  Homes  are  special  features  of  Na¬ 
tional  Home  Week,  September  23  through  October 
1,  1961.  Each  Horizon  Home  is  different  in  design. 
And  all  are  striking  examples  of  concrete’s  versa¬ 
tility  as  a  home  building  material,  its  esthetic  appeal, 
low  upkeep  and  solid  practicality. 

Keen  interest  in  better  home  design  and  construc¬ 
tion  characterizes  the  74  progressive  (and  competing) 
member  companies  of  the  Portland  Cement  Associa¬ 
tion.  Through  engineers  and  specialists  in  35  offices 
of  this  nonprofit  organization,  the  cement  industry  is 
co-operating  with  architects,  engineers,  contractors 
and  builders,  by  providing  up-to-date  technical  in¬ 
formation  and  design  aids,  cost-saving  data  and  re¬ 
search  findings. 

Such  co-operation  is  helping  to  bring  better  homes 
and  better  home  values  to  all  America. 


*This  is  the  mark  of  a  HORIZON  HOME...  symbol  of 
better  design  and  livability  through  Modern  Concrete. 

PORTLAND  CEMENT  ASSOCIATION 

Headquarter*:  33  W.  Grand  Ave.,  Chicago  10,  III. 

A  national  organization  to  improve  and  extend  the  uses  of  portland  cement  and  concrete 


New  patterns  in  patios  are  evoked  by  concrete’s 
versatility,  adding  new  zest  to  outdoor  living. 


New  stimulus  to  better  design  and 


HORIZON  HOMES 


>  i  i.  i  * 
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livability  for  America's  homes 


Driveways  go  dramatic!  Concrete  offers  endless  op¬ 
portunity  for  imaginative  color  and  design  treatments, 


Lacy  wails  . . .  typical  of  decorator  charm  be¬ 


ing  achieved  with  new  concrete  grille  blocks. 


PROMOTION 


Print  and  Mail  Color 
To  Sell  More  of  Same 


By  George  Wilt 

Production,  creative  and  me¬ 
dia  executives  in  New  York  ad¬ 
vertising  agencies  admit  they’re 
suckers  for  color  promotion.  The 
fact  that  they  see  so  little  of 
it  in  New  York’s  newspapers 
makes  them  even  more  curious 
about  prog^ress  in  the  rest  of  the 
country. 

Ad  copy  such  as  that  appear¬ 
ing  in  this  issue  of  Editor  & 
Publisher  tells  them  about 
color  availability,  awards  and 
results.  A  select  group  of  agency 
men  who  judge  E'&P’s  annual 
color  contest  are  literally 
amazed  at  the  volume  of  entries, 
critically  examine  the  exhibits, 
and  gain  new  insight  into  the 
improved  levels  of  uniformity 
and  quality  control. 

Almost  unanimously,  however, 
they  say  that  the  best  color 
promotion  they  can  get  is  a 
steady  flow  of  run-of-paper 
tearsheets.  We  would  suggest 
that  you  look  elsewhere  in  this 
issue  for  the  names  of  the 
judges,  and  put  them  on  a  mail¬ 
ing  list  to  receive  a  parade  of 
tear  pages. 

We  noticed  among  this  year’s 
entry  quite  a  few  newspaper 
promotion  ads  for  color — utiliz¬ 
ing  color.  Such  ads  are  particu¬ 
larly  effective  for  selling  retail 
advertisers  on  the  effectiveness 
of  the  medium,  as  well  as  pro¬ 
viding  copy  for  reprints  (run 
on  the  newspaper’s  own  color 
presses,  of  course)  for  mailing 
to  national  advertisers  and 
agencies. 

Frank  McArdle,  promotion 
manager  of  the  Washington 
(D.  C.)  Post,  sent  E&P  a  tear- 
page  of  a  recent  promotion  ad 
urging  readers  to  take  along 
the  Post  on  their  vacations.  The 
ad  featured  a  three-color  mont¬ 
age  photograph,  in  a  technique 
used  by  the  Post  for  the  first 
time. 

The  eye-catching  ad  featured 
three  photos  of  various  vacation 
activities  against  the  back¬ 
ground  of  the  blue  sky  in  an 
eight-column  wide  color  shot  of 
a  cabin  cruiser  skimming  across 
blue  water. 

The  effect  was  achieved  by 
fitting  three  2*4  by  2% -inch 
transparencies  into  areas  of  like 
size  cut  from  the  7-by-6  back¬ 
ground  transparency.  The  mont¬ 
age  was  then  placed  on  the 
Post’s  German-made  Vario- 
Klischogpi^ph  electronic  engrav¬ 
er.  About  four  and  a  half  hours 


elapsed  from  the  time  the  mont¬ 
age  was  placed  on  the  machine 
until  final  proofs  were  pulled. 

The  ad  demonstrated  the 
ability  of  the  Klischograph  to 
not  only  give  time  reproduction 
values  but  to  produce  special 
effects. 

Roto  to  Letterpress 

While  a  letterpress  color  Sun¬ 
day  section  produced  on  the 
newspaper’s  own  presses  isn’t 
exactly  run-of-paper,  the  prob¬ 
lems  of  promoting  are  the  same. 
To  show  advertisers  and  agen¬ 
cies  how  well  they  can  print 
color,  the  Nashville  (Tenn.) 
Tennessean  recently  came  up 
with  an  effective  piece. 

With  no  roto  coverage  in  the 
Nashville  market,  the  Tennes¬ 
sean  wanted  roto  advertisers  to 
see  how  they  could  reproduce 
by  letterpress  from  roto  copy. 
With  the  permission  of  four 
advertisers,  Campbell  Soups, 
Gold  Medal  Flour,  Helene  Curtis 
and  Birdseye,  they  prepared 
letterpress  plates  from  film  posi¬ 
tives  or  unretouched  kodachrome 
transparencies  furnished  by  the 
roto  advertisers  —  and  at  quite 
moderate  costs.  At  no  expense 
to  the  advertisers,  they  included 
the  four  ads  in  an  overrun  of 
their  Sunday  locally-edited  let¬ 
terpress  magazine,  and  used  5,- 
000  copies  for  promotion  pur¬ 
poses,  with  the  ads  mixed  in 
with  the  regular  content  of  the 
section.  Page  two  of  the  edition 
was  devoted  to  an  explanation 
of  what  they  had  done,  and  how 
much  it  cost. 

According  to  John  Mauro, 
promotion  manager  for  the 
Branham  Company,  representa¬ 
tives  for  the  Tennessean,  the 
promotion  was  well  received  and 
aroused  considerable  interest 
among  advertising  prospects. 

Back-tu-back  Color 

Out  in  Hawaii,  the  Honolulu 
Star-Bulletin  has  come  up  with 
an  unusual  approach,  which  at¬ 
tracted  considerable  attention 
for  Liberty  House,  a  retail  ad¬ 
vertiser.  A  pyramid  -  shaped 
seven  column  full  color  ad  using 
four  special  inks  backed  up  an 
ad  of  the  same  shape  and  size. 
While  ads  on  one  page  showed 
the  fronts  of  three  models  wear¬ 
ing  Hawaiian  fashions,  the 
back-up  ad  showed  the  backs  of 
the  same  figures.  Holding  the 


ad  up  to  the  light  showed  some 
mightly  close  register,  too. 
Tearsheets  of  the  unusual  page 
were  used  to  promote  the  Star- 
Bulletin’s  excellent  reproduction, 
and  the  fact  that  they  are  one 
of  ver>'  few  newspapers  with 
facilities  to  run  color  back-to- 
back  .  .  .  plus  the  unusual  use 
of  the  space  by  Liberty  House. 

«  *  « 

GOLDEN  GATE  —  “Bridge 
to  San  Francisco  Auto  Sales,’’ 
is  the  title  of  a  folder  from  the 
San  Francisco  (Calif.)  Exam¬ 
iner,  promoting  the  newspaper’s 
lead  into  automotive  display  and 
classified  linage  for  the  first 
six  months  of  ’61.  Featured  on 
the  cover  is  a  striking  aerial 
view  in  full-page  bleed  size  of 
the  car-packed  Golden  Gate 
Bridge,  an  easily  recognizable 
landmark  for  the  market. 

♦  ♦  * 

GUILTY  —  Courtroom  lan¬ 
guage  is  effectively  used  in  a 
recent  promotion  folder  from 
the  Dallas  (Tex.)  Times- Herald. 
Cover  line  drawing  shows  a 
jury  box  full  of  advertisers  and 
the  newspajier  on  the  witness 
stand.  “Another  six  -  months 
trial  and  the  jury  finds  the 
Times-Herald  “Guilty”  of  lieing 
Dallas’  most  productive  adver¬ 
tising  medium,”  is  the  headline. 
Linage  figures  inside  the  folder 
are  listed  as  “highlights  of  the 
testimony,”  with  figures  tabu¬ 
lated  under  headings,  “exhibit 
A”  and  “exhibit  B.”  On  the 
back  of  the  folder  the  summary 
appears  under  the  heading, 
“Judge  Public’s  Charge.” 

« 

SITES  OF  WAR  —  The 
Washington  (D.  C.)  Star  has 
published  in  reprint  booklet 
form  “The  Sites  of  War,”  which 
originally  appeared  in  the  travel 
pages  of  the  Sunday  editions 
of  the  newspaper.  Written  by 
Star  Travel  Editor  Jack  Jonas, 
the  series,  via  text  and  maps, 
tells  about  famous  Civil  War 
battlefields  and  what  visitors  to 
these  sites  may  see  today.  The 
Star  is  distributing  the  booklets 
at  30  cents  each,  plus  10  cents 
for  postage. 

*  *  * 

P.  H.  NEWZY  —  The  Bir¬ 
mingham  (Ala.)  News  and  Post- 
Herald  have  adopted  a  cartoon 
character  as  an  emblem  and 
trademark  for  the  two  papers. 
He  is  known  as  P.  H.  Newzy, 
and  is  made  up  of  a  globe  for 
a  head,  a  rolled  newspaper  for 
a  body,  and  wire  services  for 
arms  and  legs. 

A  contest  to  select  a  name  for 
the  character  was  conducted, 
with  a  $500  savings  bond 
awarded  for  the  winning  entry. 
A  cut  of  P.  H.  Newzy  will  be 
used  in  future  promotional 
stories  for  the  Birmingham  pa¬ 
pers. 


Franklin’s 
Print  Shop 
Site  Marked 


Philadelphia 
Sigma  Delta  Chi,  the  national 
professional  journalism  society, 
will  honor  Bimjamin  Franklin 
on  Sept.  29  as  a  “genius  of 
American  journalism.” 

The  national  historic  sites 
committee  of  the  society  will 
place  a  bronze  plaque  at  the  site 
of  his  first  newspaper  office, 
opened  in  1729,  at  the  present 
139  Market  Street. 

Joining  the  ceremonies  at 
11:45  a.m.  will  lie  two  young 
descendants  of  Franklin,  Maud 
Duane  Iselin,  6,  and  her  brother, 
O’Donnell  Iselin,  8,  of  New 
York  City;  Mayor  Richardson 
Dilworth;  E.  W.  Scripps  2nd., 
of  Washington,  1).  C.,  president 
of  Sigma  Delta  Chi;  members 
of  the  greater  Philadelphia 
chapter,  and  delegates  to  the 
annual  convention  of  the  Penn¬ 
sylvania  Newspaper  Publishers 
Association. 

The  plaque  will  be  imbedded 
in  concrete  in  the  sidewalk  at 
the  site  where  Franklin  pub¬ 
lished  the  Pennsylvania  Gazette 
and  Poor  Richard's  Almanack. 
Franklin  lived  in  a  three-story 
brick  house  which  stood  on  the 
location  from  1728  to  1738,  and 
liegan  publishing  the  Almanack 
there  in  1732,  historians  say. 
The  plaque  will  read: 

“Benjamin  Franklin 
1706-1790 

Editor,  Publisher  and  Printer 
whose  first  printing  shop  occu- 
pie<l  this  site  when,  on  June  10, 
1731,  he  stated  his  insistence 
on  a  free  American  press: 

‘When  men  differ  in  opin¬ 
ion,  both  sides  ought  equal¬ 
ly  to  have  the  advantage  of 
being  heard  by  the  public.’ 

“Sigma  Delta  Chi 
Professional  Journalistic  Society 
1961” 


6:30  P.M.  Edition 
Added  for  Stocks 

Albany,  N.  Y. 

The  Knickerbocker  News  has 
installed  the  six-wire  TTS  sys¬ 
tem  of  the  Associated  Press  to 
handle  stock  reports  and  has 
added  a  6:30  p.m.  edition  called 
“The  Red  Head.”  Complete  clos¬ 
ing  stock  quotations,  racing  re¬ 
sults  and  entries  are  carried  in 
this  edition,  Monday  through 
Friday. 

The  Times-Union,  companion 
morning  newspaper,  moved  its 
Metro  edition  from  8  p.m.  to  11 
p.m.  dally  except  Sunday. 
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BIG,  COLORFUL  FACTS  ABOUT  THE 


'DIE  BUYIN& 
BOSI&MlANc 


Sumniaiy  findings  of  th«  Now  Boston 
Study,  ths  first  report  on  Boston 
Newspapers  ever  publishad  with  the 
consultation  of  the  Advertising 
Reseaich  Foundation. 


BIG,C«L*RFUL 
B«ST«N  GL«BE 


The  BIG,  COLORFUL.  BOSTON  GLOBE  has  had  full  r.o.p. 
color  advertising  since  1958.  (And  The  Globe  is  first  in 
color  today— vi/ith  more  color  linage  than  any  other 
Boston  paper.)  The  BIG,  COLORFUL,  BOSTON 
GLOBE  is  read  by  more  people  than  any  other  Boston 
paper.  (More  men,  more  women,  more  young  people,  more 
families)  ^The  BIG.  COLORFUL.  BOSTON  GLOBE  is 
the  best  basic  buy  for  maximum  coverage  in  the  big, 
Boston  market  (Daily  and  Sunday)  The  BIG,  COLOR¬ 
FUL,  BOSTON  GLOBE  can  prove  all  these  nice  thingsl  The 
facts  are  contained  in  a  fascinating,  factual,  authoritative 
booklet  called  THE  BUYING  BOSTONIANS  -  highlights 
of  a  comprehensive  survey  of  the  Boston  market  and  the 
readers  of  the  Boston  daily  and  Sunday  papers.  It  was 
conducted  by  Carl  J.  Nelson  Research,  Inc.  in  consulta¬ 
tion  with  the  Advertising  Research  Foundation.  Like  a 
copy?  Just  ask  your  Million  Market  Man! 


THE  BOSTON  GLOBE /MORNING,  EVENING,  SUNDAY 


A  Million  Morket  Newspapci;  New  York  •  Chicaio  •  Detroit  •  Los  Angeles  •  San  Francisco 


FOUNOER'S  VIEW 


Newspaper  Week 
Need  Still  Tops 

By  Campbell  WatiMm 

San  Francisco  publisher  of  the  Orovillc  Mcr- 
Tlie  need  for  National  News-  cnrii-Reqixter,  named  the  late 


H. 


Ray  Judah,  Snrifa  Cruz 
first 


paper  Week  is  as  f^reat  as  ever, 
according  to  John  B.  Long,  News,  chairman  of  tin 
accredited  as  founder  of  the  committee, 
observance  which  is  set  this 
year  for  Oct.  15-21. 


The  late  Horace  E.  Thomas, 
Marysville  A  ppenl-Dem  oernt; 


This  is  shown  by  continued  Ford  A.  Chatters,  Lindsay  Ga- 
moves  for  secrecy,  the  constant  zette,  and  Vernon  Churchill, 
need  to  battle  for  full  freedom  then  with  the  Berkeley  Gazette, 
of  information,  and  the  criti-  were  named  to  the  committee 
cisms  of  the  press  which  are  headed  by  Mr.  Judah, 
heard  from  Iwth  sides  of  the  The  CNPA  directorate’s  action 
political  fence,  he  declared.  fame  after  a  special  appeal  from 
Newspaper  Week  is  an  essen-  Califoraia  Newspaper  Ad- 
tial  for  members  of  the  press  vertismg  Managers  Association, 
themselves,  added  the  veteran  then  headed  by  George  McQueen, 
who  is  rounding  out  his  34th  This  proposed  that  CNPA,  the 


year  as  general  manager  of  the  California  Press  Association  and 
California  Newspaper  Pub¬ 
lishers  Association. 


John  B.  Long 


the  advertising  group  act  in 
concert  in  the  promotion.  The 
,  ,  •  .  TT  1  plan  was  approved  unanimously 

We  need  some  kind  of  Holy  the  CNPA  executive  commit- 
Week  in  which  to  search  our  tee  and  the  state  advisory  board, 
sou  s  ^  newspaper  people,”  he  recorded. 

^  _  California’s  first  observ'ance 

“We  need  to  remind  ourselves  resulted  in  cooperative  action 
that  we  are  exerting  our  talents  by  169  dailies  and  432  weekly 
on  behalf  of  the  public  whose  newspapers,  according  to  the 
members  are  the  owners  of  California  Puldisher  of  May, 
freedom  of  the  press.  1934. 

„  . V  The  results  were  gratifving. 

Public  iNced  .Vcn  j  m.i  j  tt  r  • 

reported  Maitland  Henry,  Liver- 

“Newspaper  Week  also  is  the  more  Herald,  1934  CNPA  presi- 
proper  time  to  let  the  public  dent. 

know  what  we  are  doing  in  the  “There  is  less  mystery  sur- 
interest  of  all  the  people.  News-  rounding  newspapers,  newspaper 
papers  should  explain  and  policies  and  newspaper  prin- 
explain,  report  and  report,  tell  ciples  and  a  better  understand- 
and  re-tell,  again  and  again,  ing  of  newspaper  problems,” 
what  they  are  doing  and  why,”  Mr.  Henry  said. 

Mr.  Long  said.  “The  newspaper’s  first  inter- 

Newspaper  Week  began  as  a  est  is  the  public  welfare,”  he 
counter-move  to  a  powerful  added  in  his  report  to  the  CNPA. 
drive  to  curb  the  press,  Mr.  Long  XAiti/’ 

recalled.  The  National  Recovery  *  Mart 

Act  provisions,  in  his  view.  National  Newspaper  Week 
included  license  of  the  press  and  was  proposed  to  the  Newspaper 
the  e.stablishment  of  a  code  Association  Managers  in  1938 
authority  regulating  news-  by  Mr.  Long.  It  was  launched 
papers.  as  National  Newspaper  Week 

President  Roosevelt  had  in  1939. 
charged  that  newspapers  were  The  event  went  international 
operated  from  their  counting  in  1948  with  observance  in 
rooms  and  it  was  a  period  of  Japan  and  Okinawa.  This  move 
“government  by  harassment.”  resulted  from  General  Douglas 
.  MacArthur’s  moves  for  a  free 

Basis  for  btart  handled  by 

California  began  Newspaper  Colonel  Daniel  C.  Imboden,  a 
Week  as  a  counter-irritant  to  staff  officer,  Mr.  Long  said, 
fight  back  against  the  charges  The  CNPA  manager  was 
hurled  by  foes  of  the  press.  It  invited  to  Japan  for  that  coun- 
was  authorized  in  a  1933  action  try’s  1955  NW  observance.  Mr. 
by  the  CNPA  directorate.  It  Long  suffered  eye  trouble  and 
was  first  named  Newspaper  was  forced  to  cancel  the  trip  at 
Appreciation  Week.  the  last  minute. 

Dan  L.  Beebe,  then  CNPA  Cherished  trophies  of  the  vet- 
president,  and  the  continuing  eran  association  manager  include 

no 


an  award  from  the  Founders 
Society  of  America  for  estab¬ 
lishing  NNW. 

Mr.  Long’s  continuing  warn¬ 
ing  is  that  “newspapers  are 
never  free  from  those  who  would 
sei'k  to  enslave  them.” 

Prumolioii  L'rgeil 

To  those  who  protest  pub¬ 
licizing  the  cause  of  the  news¬ 
papers,  Mr.  Long  declares  that 
the  press  does  not  promote 
enough. 

Newspapers  should  tell  their 
story,  and  all  who  would  sway 
public  opinion  should  put  their 
money  in  newspaper  advertising 
rather  than  in  clip  sheets,  he 
submits. 

“Year  in  and  year  out,  the 
newspaper  advertising  dollar 
has  proven  the  most  worthwhile 
investment  of  any  going  con¬ 
cern,”  he  insists. 

Mr.  Long  came  West  in  Janu¬ 
ary,  1928,  at  the  bid  of  a  group 
which  had  converted  the  region¬ 
al  Southern  California  Editorial 
Association  into  the  CNPA. 

Previously  he  had  served  the 
Omaha  (Neb.)  Bee  in  capacities 
ranging  from  reporter  to  city 
editor  and  had  been  in  public 
relations  for  the  Northwestern 
Bell  Telephone  Co. 

His  pre-managership  news 
experience  also  included  publi¬ 
cation  of  his  ow'n  weekly,  news 
work  for  the  Des  Moines  Regis¬ 
ter  and  services  with  several 
midwestern  dailies. 

• 

Stepping  Up  to  Daily 

El  Cajon,  Calif. 

Beginning  Oct.  2  the  El  Cajon 
Valley  News  will  be  published 
Monday-through-Friday  after¬ 
noons  and  Sunday  morning, 
Simon  Casady,  editor  and  pub¬ 
lisher,  has  announced.  The  paper 
has  been  a  semi-weekly  serving 
an  area  on  the  east  side  of  San 
Diego  County. 


Campus  Paper 
Advisors  Named 

Storks,  Conn. 
The  University  of  Connecti¬ 
cut’s  Board  of  Trustees  has  es¬ 
tablished  an  advisory  committee 
for  lioth  student  publications 
and  the  student  radio  station, 
WHUS. 

The  move  follows  a  recently- 
submitted  report  from  a  board- 
appointed  committee,  formed  to 
■study  the  Daily  Campus,  student 
newspaper. 

The  eight-member  study  com¬ 
mittee  included  Herbert  Bruck- 
er,  editor  of  the  Hartford  Cour- 
ant;  Robert  J.  Leeney,  editor 
of  the  New  Haven  Register  and 
Journal  -  Courier  Newspapers; 
and  Carter  H.  White,  general 
manager  of  the  Meriden  Record- 
Journal  Newspapers. 

Nil  Censorship 

No  censorship  or  other  regu¬ 
latory  functions  are  anticipated, 
a  college  spokesman  said. 

He  added,  “The  advisory  com¬ 
mittee  has  been  established  to 
assist  these  student  activities  in 
developing  as  constructive,  edu¬ 
cational  experiences,  since  it  is 
the  intent  that  students  will  as¬ 
sume  as  much  responsibility  as 
they  can  in  the  time  available 
to  them  for  their  studies.” 

The  advisory  committee  mem¬ 
bership,  consists  of  five  students 
—  all  members  of  the  activities 
involved,  incidentally  —  plus 
two  professionals  in  the  com¬ 
munications  field  and  three 
UConn  faculty  and  staff  mem- 
liers.  Among  those  named  are 
Mr.  White,  who  is  chairman  of 
the  Connecticut  Freedom  of  In¬ 
formation  Committee  and  Prof. 
John  H.  Gleason,  director  of 
UConn’s  Division  of  Communi¬ 
cations. 
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“Trucks  Keep  Pure  Oil  Pumps  Well  Fed” 

—Says  Robert  L.  Millij^an,  President,  The  Pure  Oil  Company 


“America’s  trucking  industry  plays  an  important 
role  in  the  successful  marketing  of  Pure  Oil  prod¬ 
ucts.  When  one  of  our  stations  hits  a  peak  period 
we’ve  got  to  be  sure  a  delivery  reaches  it  in  time 
to  keep  the  tanks  full.  The  transportation  of  our 
petroleum  products  to  retailers  is  a  vital  link  in  our 
chain  of  distribution.” 

As  a  leading  marketer  of  oil  products,  Pure  Oil 


has  to  depend  on  the  speed  and  efficiency  of  long 
and  short  haul  trucks  every  single  day.  Trucking 
is  a  twenty-four  hour  a  day  industry— an  essential 
force  to  our  economy.  Have  you  ever  realized  that 
nearly  everything  you  eat,  wear  or  use  takes  a  ride 
on  a  truck  at  one  time  or  another?  Tyrex  rayon 
cord  producers  are  proud  of  their  part  in  keeping 
America’s  trucks  on  the  move. 


Empire  State  Bldg.  New  York  1.  N.Y.  TYREX  (Ree-  U.  $.  Pat.  Off.)  is  a  collective  trademark  of  Tyrex  Inc. 
Avs:  for  rayon  tire  yarn  and  cord.  Tyrex  rayon  tire  yarn  and  cord  is  also  produced  and  available  in  Canada. 


UMMCM  TMIOUM  MMSm 
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NEWSPAPER  LAW 


Out  of  State  Libel 
Service  on  Reporter 


By  All>ert  Woodruff  Gray 


When  a  libel  suit  was  brought 
in  an  Arkansas  court  against 
the  publishers  of  the  Memphis 
(Tenn.)  Commercial  Appeal  and 
the  summons  was  served  on  a 
reporter  in  charge  of  the  pub¬ 
lisher’s  office  at  Little  Rock,  the 
publisher  asked  the  court  for  a 
dismissal  of  the  action  on  the 
ground  that  it  had  no  office  or 
place  of  business  within  that 
state.  The  U.  S.  District  Court 
denied  the  application  for  dis¬ 
missal  of  the  suit.  (194  F.S. 
376.) 

The  Commercial  Appeal, 
printed  in  Memphis,  is  circu¬ 
lated  in  Arkansas  by  distrib¬ 
utors,  newsstands,  carriers  and 
contract  subscribers.  Four  em¬ 
ployees  are  assigned  by  the 
publisher  to  the  promotion  of 
circulation,  one  working  entirely 
in  Arkansas  and  the  other  three 
in  Missouri  and  Louisiana  in 
addition.  Average  circulation  in 
Arkansas  is  9.8%  of  the  total 
daily  issue  and  11.7' c  of  the 
Sunday  edition. 

Advertising  is  solicited  di¬ 
rectly  in  West  Memphis,  Ark., 
and  in  other  parts  of  the  state 
by  telephone  and  mail.  Two  of¬ 
fices  used  only  by  news  re¬ 
porters  are  maintained  in  the 
state,  one  at  Little  Rock  and  the 
other  at  Blytheville. 

Throughout  the  state  the  pub¬ 
lisher  has  30  reporters  but  only 
one,  chief  of  the  Little  Rock 
bureau,  is  a  salaried  employe. 


The  court  said  the  news  re¬ 
ports  in  question  originated  in 
Arkansas  and  concern  activities 
of  the  plaintiff  carried  on  here. 
Most  of  the  witnesses  of  both 
parties  to  the  suit  were  ex¬ 
pected  to  be  Arkansas  residents. 

“While  mere  solicitation  of 
business  has  been  held  insuffi¬ 
cient  and  likewise  the  interstate 
sale  of  goods  on  orders  so 
solicited,  very  little  more  than 
mere  solicitation  is  required  to 
subject  a  non-resident  corpora¬ 
tion  to  service  of  process  where 
the  wrong  complained  of  is 
committed  here,”  the  court  said. 
“The  activities  of  the  Memphis 
Publishing  Co.,  as  related  above, 
are  clearly  more  than  solicita¬ 
tion  of  business  or  the  making 
of  interstate  sales.” 


Agent  in  Charge 


Carrying  on  Busine^ 


After  outlining  these  circum¬ 
stances  the  court  said:  “It  is 
doubtful  that  any  business  man 
would  deny  that  the  publisher  is 
actively  and  successfully  carry¬ 
ing  on  its  business  in  Arkansas. 

“The  question  is,  however, 
one  of  law — whether  the  pub¬ 
lisher  is  doing  business  within 
this  state  or  has  such  other 
contacts  within  the  state  as 
would  subject  it  to  judicial 
process  here  so  that  it  may  law¬ 
fully  be  required  to  stand  trial 
in  Arkansas.” 

The  Arkansas  statute  pro¬ 
vided  that  any  corporation 
which  keeps  or  maintains  in 
any  county  of  the  state  a  branch 
office  or  other  place  of  business 
is  subject  to  suit  in  such  county 
and  service  upon  the  agent, 
servant  or  employe  in  charge  of 
such  office  or  place  of  business 
is  service  upon  such  corpora¬ 
tion. 


The  Usual  Test 


AT  HOUSEWARMING  for  new  quarters  of  New  York  Newspaper 
Women's  Club:  Mrs.  Mary  King  Patterson,  woman's  editor,  Daily  News; 
Kathleen  McLaughlin,  New  York  Times;  Kay  Lawrence,  AP  Radio-TV 
women's  editor  and  club  president. 


Women’s  Club 
Occupies  Rooms 
In  Press  Center 


“W  h  i  1  e  the  question  of 
whether  such  service  in  this 
action  is  sufficient  is  a  close  one, 
I  have  concluded  that  the  pub¬ 
lisher’s  Little  Rock  office  was 
‘such  other  place  of  business’  as 
is  contemplated  by  the  statute 
and  that  the  person  served, 
though  a  reporter  and  the  only 
person  in  such  office,  was  an 
agent  of  the  publisher  and 
was  in  charge  of  such  place  of 
business.” 


Then  the  court  added  a  quota¬ 
tion  from  a  legal  text  writer, 
“It  is  not  enough,  however,  to 
serve  some  minor  employee 
even  though  he  may  have  been 
placed  in  charge  of  considerable 
technical  or  mechanical  details 
of  his  employer’s  business. 


“The  usual  test  is  whether  the 
agent  served  occupies  such  a 
responsible  position  in  relation 
to  general  management  and 
non-mechanical  details  of  the 
business  that  he  would  fairly  be 
expected  to  consider  it  a  part 
of  his  regular  duty  to  com¬ 
municate  information  of  the 
summons  to  the  corporation  or 
proceed  to  defend  the  suit  on 
the  corporation’s  behalf,  plus 
the  fact  of  there  being  no  legal 
agent  immediately  superior  to 
him  in  the  management  of  the 
local  business.” 


“Tested  by  this  measure,” 
continued  the  court,  “I  believe 
that  service  upon  the  reporter 
in  charge  of  the  Little  Rock 
bureau  office  was  sufficient.” 


Members  of  the  New  York 
Newspaper  Women’s  Club  held 
a  housewarming  in  their  new 
quarters  at  the  World  Press 
Center  on  Thursday,  Sept.  14. 

Once  occupied  by  the  St. 
Nicholas  Club,  the  clubrooms 
have  been  furnished  and  deco¬ 
rated  largely  through  the  ef¬ 
forts  of  Kathleen  McLaughlin, 
New  York  Times  UN  bureau, 
and  an  associate  member,  (Geor¬ 
gia  Chapman  of  the  New  York 
Sun. 

The  club  was  organized  in 
1922  on  the  initiative  of  the  late 
Martha  (3oman,  then  of  the 
New  York  Herald.  It  was  incor¬ 
porated  in  1924. 

New  York  at  that  time  had 
more  daily  newspapers  than 
now  but  far  fewer  women  re¬ 
porters  were  employed.  Their 
encounters  were  relatively  in¬ 
frequent  until  the  suffrage 
campaign  produced  a  long-term 
assignment  during  which  they 
met  and  formed  friendships. 
After  the  vote  was  won,  the 
Club  evolved  in  an  effort  to  hold 
them  together  “for  professional 
improvement,  to  promote  good 
fellowship,  and  to  conduct  char¬ 
itable  and  educational  activi¬ 
ties”  in  their  field. 

From  the  beginning  mem¬ 
bership  has  been  limited  to 
women  who  had  been  employed 
for  a  minimum  of  one  year  on 
the  editorial  staffs  of  New  York 
City  English-language  daily 
newspapers  or  press  services. 
The  standard  of  “active  press 
only”  has  been  retained.  As  they 
relinquish  active  status  for  mar¬ 
riage,  retirement,  or  transfer  to 
other  fields,  members  lose  their 
vote  but  may  retain  associate 
status. 

As  early  as  1930  a  relief  fund 


was  established  which  aided 
members  and  non-member  news¬ 
paper  women  during  the  depres¬ 
sion.  It  still  exists  for  individ¬ 
uals  facing  financial  difficulties. 

Since  1936  the  Club  has  an¬ 
nually  made  a  series  of  news 
awards  to  members  or  non¬ 
members  selected  by  a  qualified 
jury  of  former  newspaper  men 
and  women  as  having  produced 
the  best  stories  or  columns  in 
a  given  year. 

In  1954  the  Club  created  and 
incorporated  the  Anne  O’Hare 
McCormick  Memorial  Fund  to 
commemorate  the  foreign  cor¬ 
respondent  and  columnist  of  the 
New  York  Times  who  had  been 
for  nine  years  a  vicepresident 
of  the  organization.  Through  in¬ 
vestment  of  the  capital  fund 
donated  by  friends  and  mem¬ 
bers  of  the  Club,  six  girl  stu¬ 
dents  have  been  helped  to  com¬ 
plete  their  training  in  the  Grad¬ 
uate  School  of  Journalism  of 
Columbia  University. 

Professional  activities  of  the 
Club  have  included  lectures  on 
newspaper  work,  entertainment 
of  noted  personages,  and  spon¬ 
sorship  of  public  forums  on 
current  affairs. 


Milwaukee  Journal 
Tax  Refund  Appealed 


Chicago 

The  Government  is  appealing 
a  July  decision  by  Federal  Judge 
Kenneth  P.  Grubb  that  the  Jour¬ 
nal  Company,  publisher  of  the 
Milwaukee  Journal,  is  entitled 
to  a  refund  of  $207,925  on  its 
1950  income  taxes. 

Judge  Grubb  upheld  the  com¬ 
pany’s  contention  that  a  $400- 
000  loss  in  the  sale  of  stock  in 
the  Peavey  Paper  Mills,  Inc.,  at 
Ladysmith,  qualified  as  an  ordi¬ 
nary  business  deduction. 

The  government  claimed  that 
the  stock  purchase  was  a  capi¬ 
tal  transaction  and  that  the  loss 
resulting  from  it  was  deductible 
only  as  a  capital  loss. 
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bulletin 

NDOLA,  northern  RHODESIA,  SEPT.  18-f REUTERS, -DAG  HAMMARSKJOLD  WAc 
KILLED  WHEN  HIS  PLANE  CRASHED  SEVEN-AND-A-HALF  MILES  FROM  NDOLA  TODAV 
^M0RE)10^5A  EDT 


ADD  HAMMARSKJOLD  x  x  x  x 

The  first  news  of  Hammar- 
skjold’s  death  was  flashed  by 
Reuters  to  its  North  American 
subscribers  over  a  new  high-speed 
cable-landline  circuit  from  London 
which  was  inaugurated  today. 

The  Reuters’  flash  from  Ndola, 
Northern  Rhodesia,  was  rushed  by 
the  White  House  press  office  to 
President  Kennedy. 

Pierre  Salinger,  the  presidential 
press  secretary,  said  the  President 
had  been  informed  immediately  of 
the  report. 

United  Nations  headquarters  was 
thrown  into  dismayed  confusion  by 
Reuters  confirmation  of  the  Secre¬ 
tary-General’s  death  after  a  night 
in  which  erroneous  news  reports 
had  said  that  he  was  actually  con¬ 
ferring  with  President  Moise 
Tshombe  of  Katanga. 

Officials  of  the  State  Depart¬ 
ment  also  obtained  their  first 
knowledge  of  the  dramatic  news 
from  Reuters. 

Reuters  new  direct  teletype  cir¬ 


cuit,  extending  over  thousands  of 
miles  of  land  and  sea  cables,  en¬ 
ables  the  news  agency’s  clients  to 
receive  the  news  at  instantaneous 
speeds  from  London,  bypassing  the 
inevitable  delays  of  the  various  re¬ 
lay  operations  which  have  been  in¬ 
volved  until  now. 

Reuters  new  facilities  are  based 
on  a  24-hour  trans-Atlantic  cable 
channel  which  the  agency  has 
leased  for  its  exclusive  use. 

The  teleprinter  landlines  which 
serve  the  agency’s  North  American 
clients  from  the  New  York  cable 
head  have  been  reorganized  and 
re-equipped  so  that  the  incoming 
cable  signal  is  fed  directly  into  it. 

In  inaugurating  the  new  service, 
Walton  A.  Cole,  the  general  man¬ 
ager  of  Reuters,  said:  “I  regard 
this  as  one  of  the  most  important 
developments  in  our  global  com¬ 
munications  structure  in  the  past 
10  years.  Reuters  task  is  to  report 
the  news  with  speed  and  accuracy 
and  the  new  direct  circuit  will  be 
a  valuable  addition  to  the  tools 
we  have  available  for  the  job.” 


Can  you  afford  to  be  without  the 
world* s  fastest  overseas  news  wire? 

Phone,  write  or  wire  about 
availability  for  your  newspaper: 

D.  KIMPTON  ROGERS 


TIMES  BUILDING.  229  West  43rd  Street 
New  York  36.  N.  Y.  Telephone  BRyant  9-8558 
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Zeke  Zekley  Creates  ,  A 
‘Pods  Younger’  Panel  (I 


A  completely  new  comic  char-  - ■  _ 

acter — a  senior  citizen  with  W  1  * 

whom  more  than  12,000,000  ■  -  j 

readers  from  coast  to  coast  could  — ^  i 

identify  personally — will  make 
his  appearance  new  month.  In-  ^  X 

cidentally,  there  are  additional  I 

untold  millions  who  have  an  old- 
ster  in  their  immediate  family 

The  new  comic  panel:  “Pops 

The  cartoonist:  Zeke  Zekley. 

The  syndicate:  Times-Mirror  Zeke  Zekley 

Syndicate,  Los  Angeles. 

The  release  date:  Near  the 
end  of  October.  .  ii 

Pops  Younger  is  a  widower,  1 1 

living  in  happy  retirement  with  7iiJ  |  Ir^l  ^ 

his  daughter,  son-in-law  and  ^  ' 

their  children,  after  45  years  in  r’ jJ 

the  commercial  wars.  He  does  all  Wi  -  ( 

the  things  associated  with  the 

average  senior  citizen.  He  put-  Q 

ters  around  the  garden,  does  the  /\  jk 

household  chores,  baby-sits  and  ^  'll" 

plays  with  the  kids,  sits  in  the  ^  >»'  ^  v  XAT 

park  with  his  pals — yarning,  ° 

girl-watching  and  snoozing.  Wid-  ^ 

ows  of  uncertain  age  chase  him  ^  4  J 

but  never  quite  catch  him. 

Younger  Gels  Y«iunger _ c.^m< 

Pops  Younger  gets  fun  out  of  "Does  Jackie  complain  to  Jack 

life,  gives  fun  to  others,  gets  about  'incessant,  internal  squeak- 

younger  every  day.  He  is  human  ing?" 

and  lovable.  His  humor  is  rooted 

in  believable,  everyday  situa-  Some  panel  captions : 

tions.  “Juvenile  delinquency?  Bah! 

Zeke  Zekley  started  his  career  Give  a  teen-ager  his  own  car, 
i  as  a  cartoonist  with  the  old  De-  $25  allowance,  everything  his 
troit  (Mich.)  Mirror  in  1933.  In  way  and  you  can’t  have  anybody 
1935,  he  began  a  20-year  collabo-  nicer  around  the  house!” 
ration  with  George  McManus,  “I’ve  learned  to  clean  out  a 

writing  and  drawing  Maggpe  and  basement,  wash  windows,  scrub 

Jigg^s  for  the  comic  strip  classic,  floors  and  also  that  I  never 
“Bringing  Up  Father.”  He  also  should  have  retired!” 
helped  with  production  of  motion  *  «  * 

pictures  based  on  the  strip.  ,,,  ,  „  i  ^ 

Sine,  the  death  of  Mr.  Me-  Sheppard  Murder  Case 
Manus,  Mr.  Zekley  has  operated  Theme  of  Series 

his  own  company  for  the  produc-  _ , 

tion  of  animated  cartoons  for  f 

commercial  clients.  Since  last  ^ase  ’  by  Paul  Holm^ 

vear  he  has  been  resnonsible  for  Tribune,  will  be  con- 

yrar,  im  nas^n  responsiDie  tor  ^  ^  j  20,000  words  for 

the  cartoon  portions  of  the  NBC  serialization  b^  the  Chicago 

Tab  Hunter  Show.  Tribune-New  York  News  Syn- 

Erenberg  Writes  Gags  dicate. 

Newspaper  serialization  will 
Assisting  Mr.  Zekley  in  the  jjg  either  daily  or  in  five  weddy 
gag  writing  will  be  Arthur  Eren-  ixistallments,  for  release  about 
berg,  for  more  than  20  years  an  Qct.  15. 

;  associate  of  George  Lichty  in  his  “Clearly  destined  to  stand 
;  panel,  “Grin  and  Bear  It”  (Sun-  with  the  classics  in  its  field,  this 
j  Times — Daily  News  Syndicate,  jg  first  full  account  of  one 
I  Chicago).  of  the  most  confounding  Ameri- 

i  The  Pops  Younger  panel  is  can  crimes  of  the  century,”  Erie 
two  columns  by  five  inches,  in-  Stanley  Gardner  wrote  in  the 
eluding  caption.  It  is  supplied  in  foreword  of  the  book.  (E&P, 
j  mat  or  reproduction  proof  form.  Aug.  19,  page  12). 
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Steak  and  potatoes  man 


Bob  Sylvester  is  a  steak  and  potatoes  man — who  speaks 
the  language  of  everybody  on  the  block!  Taxi  drivers, 
barbers,  bus  boys,  beauty  parlor  operators,  bartenders, 
Dixie  jazz  players,  jai  alai  stars,  and  surf  fishermen  are 
just  a  few  of  his  friends.  He  has  a  personal  penchant  for 
picking  losers,  and  is  a  champion  fighter  for  lost  causes. 

In  Sylvester’s  column  “Dream  Street”  you  meet  the 
guy  who  plans  to  reorganize  the  Pentagon,  the  brighter 
beatniks,  the  bird  who  collects  unusual  cuff  links,  and 
chorus  boys  who  wear  tighter  pants  than  the  chorus  girls. 
His  typewriter  delivers  hilarious  howls  that  keep  his 
millions  of  readers  doubled  up  like  pretzels! 

If  you  want  a  wide-awake  column  for  your  paper — 
you  ought  to  have  “Dream  Street!”  Five  days  a  week.  For 
proofs  and  prices,  phone,  wire,  or  write — today! 

Chicago  Tribune  -  New  York  News 

Mng*  IV^tem  BmiMimir,  .Veir  York 
9gnaMCUt,e9  rnnCm  rrlhmne  rower,  CMemnn 
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Awkward  Age  trirls  Sentences 


i 

\Jt> 

atMt* 

Jack 

utak- 


Bah! 

car, 

his 

body 

ut  a 
icrub 
lever 
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icago 
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Get  Sound 

By  Hay  Erwin 

Puzzling  and  awkward  years 
for  10,000,000  American  girls — 
a  big  bloc  of  budding  newspaper 
readers — are  from  nine  to  14. 

To  help  young  girls  muddle 
through  those  personal  “dark 
ages,”  Dolly  Martin,  a  very 
young  and  attractive  fashion 
authority  and  television  person¬ 
ality,  will  write  a  brief  (five 
and  one-half  inches)  one-column 
box,  “Taffy’s  Tips,”  five  days  a 
week. 

The  New  York  Herald  Trib¬ 
une  Syndicate  begins  distribu¬ 
tion  of  the  new  feature  Oct.  9. 

IJllle  Miss  Tippil 

Fictional  heroine  of  the  new 
column,  an  irresistible  moppet 
named  “Taffy  Tippit,”  acts  out, 
with  the  aid  of  her  clownish 
dog,  “Bobo,”  the  paragraph  of 
advice  in  each  release. 

Sprightly  drawings  of  “Taffy” 


by  Irene  Kapner,  a  wife  and 
mother,  who  has  been  a  pro¬ 
fessional  artist  for  a  number  of 
years,  illustrate  each  box. 

Miss  Martin’s  column  covers 
all  the  troublesome  areas  of  ap¬ 
pearance,  health  and  deport¬ 
ment  that  are  so  important  in 
the  social  progress  and  physical 
growth  of  a  young  girl.  Sub¬ 
jects  include  grooming  sugges¬ 
tions,  clothing  hints,  health  and 
beauty  secrets,  proper  manners, 
physical  and  social  poise,  ways 
to  overcome  awkwardness  and 
embarrassment. 

When  Dolly  Martin  was 
Taffy  Tippit’s  age,  her  play¬ 
mates  called  her  “string  bean” 
and  snickered  at  her  gawkiness. 


Advice 


Dolly  Martin 


She  determined  to  show  the 
home  folks  in  her  tiny  farm 
community  of  Lizton,  Ind.,  that 
she  could  overcome  her  personal 
problems  by  proper  dress  and 
posture. 

Dolly  Is  A  Doll 

This  farm  town  “Olive  Oyl” 
eventually  blossomed  into  a 
beautiful  fashion  expert  and  TV 
actress,  once  called  by  New 
York  Mirror  columnist  Nick 
Kenny  “Dolly,  a  doll  in  lace.” 

She  studied  at  the  Arthor 
Jordan  Conservatory  in  Indian¬ 
apolis,  Hunter  College  and  fash¬ 
ion  institutes  in  New  York  and 
at  the  American  Academy  of 
Dramatic  Art. 

She  is  now  fashion  director 
for  the  American  Wool  Textile 
Industry,  having  performed 
similar  service  for  the  lace, 
handbag,  swim  suit  and  chil¬ 
dren’s  clothes  industries.  She  is 
fashion  consultant  to  the  public 
relations  firm,  Robert  S.  Tap- 
linger  Associates. 

For  many  years,  she  served 
as  a  group  leader  in  a  resort 
camp  for  boys  and  girls.  In 
addition  to  this  intimate  first¬ 
hand  knowledge  of  a  young 
girl’s  world,  she  has  consulted 
with  psychiatrists,  dermatolo¬ 
gists  and  pediatricians  on  the 
problems  of  adolescents  in 
preparation  for  “Taffy’s  Tips.” 

“I  seek  to  give  sound  advice 
to  an  easily  overlooked  group 
of  future  readers,”  said  Miss 
Martin  with  a  winning  smile. 
“This  is  advice  from  a  teen¬ 
ager  to  teenagers,  without  con¬ 
descension.  Nobody  seems  to  pay 
much  attention  to  this  age 
group.  Everybody  lets  very 
young  girls  suffer  in  silence.” 


iiiyiMMmiiiiitiiiiiiihiiniiiiim  . . . . . . 

— Mickey  Mouse  has  finally 
gone  native.  This  he  has  done 
by  appearing  in  a  unique  news¬ 
paper,  the  weekly  Timea-Cour-  ' 
ier  of  Lae  on  the  South  Pacific 
Island  of  New  Guinea.  It  lays 
claim  to  being  perhaps  the 
smallest  regularly  published 
weekly  newspaper  in  size  and 
probably  the  only  one  that  car¬ 
ries  a  special  supplement  in 
Pidgin  English  in  which  Mickey 
appears.  “Mickey  Mouse  i  gud- 
felo  samting”  is  the  reaction  of 
natives  or  “Mickey  is  good.” 

— Victor  Borge  wrote  Irving 
Phillips,  creator  of  “The  Strange 
World  of  Mr.  Mum”  (Hall  Syn¬ 
dicate):  “Mr.  Mum  and  I  have 
one  thing  in  common.  We  both 
depend  on  the  humor  you  so 
delightfully  express.  Mr.  Mum 
should  be  an  inspiration  to  all 
true  humorists.” 

-Walt  Kelly’s  “Pogo”  (Hall 
Syndicate)  got  a  big  publicity 
boost  in  Congress  when  there 
was  a  flurry  of  debate  over  the 
merits  of  a  booklet  entitled 
“Pogo  Primer  For  Parents  (TV 
Division)”  and  put  out  by  the 
Children’s  Bureau,  Social  Se¬ 
curity  Administration.  For  ex¬ 
ample,  the  New  York  Post  ran 
a  two-column  headline  “Pogo 
Stirs  a  House  Debate”  one  day 
and  the  next  came  out  with  a 
streamer  head  “Pogo’s  Reply: 
‘I’ll  See  You  in  the  Funnies’.” 

— Edith  Kermit  Roosevelt’s 
syndicated  column,  “Between 
the  Lines,”  uncovered  a  “little 
Kinsey  report”  financed  by  the 
Federal  Government.  Under  a 
U.  S.  government  grant  to  the 
Israel  Institute  of  Applied  So¬ 
cial  Research,  633  married  cou¬ 
ples  in  Jerusalem  were  quizzed 
about  their  sex  relations. 

— An  exhibition  of  original 
“Henry”  comic  strips  is  current¬ 
ly  running  at  the  North  East 
Federal  Saving  Fund  Bank  in 
Southampton,  Pa.  The  cartoon¬ 
ist,  John  J.  Liney  Jr.,  of  Hunt¬ 
ingdon  Valley,  Pa.,  will  teach 
cartooning  again  this  fall  in  the 
Evening  Adult  School  in  Johns- 
ville.  Pa. 

— Herbert  Block  (Herblock), 
Hall  Syndicate  and  Washington 
(D.  C.)  Post  editorial  cartoon¬ 
ist,  was  given  the  Golden  Plate 
Award  for  outstanding  achieve¬ 
ment  in  his  field,  by  the  Acad¬ 
emy  of  Achievement,  at  a  $100 
a  plate  dinner  Sept.  9  in  Mon¬ 
terey,  Calif. 
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A  SMASH  HIT 
EVERYWHERE! 


DAVY  JONES 

by  Leff  &  McWillianis 

Ashore  and  afloat  .  .  .  on, 
in,  and  under  water  .  .  . 
thrills  and  excitement  are 
this  professonal  sicindiver's 
daily  diet! 


Launched  less  than  five 
months  ago,  this  fast-mov¬ 
ing  adventure  strip  already 
has  proved  its  strong  read¬ 
er-appeal  in  more  than 

105 

I  newspapers  throughout  the 
I  United  States,  and  in  13 
I  foreign  countries. 

! 

A  new  story' sequence 
will  start  November  6. 

PHONE  TODAY  FOR  SAMPLES 

FEATURE  SYNDICATE 

220  EAST  42*STREET,  NEW  YORK  \7.  N.Y 
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TV’s  ‘Flintstones’ 
Join  Papers,  Too 


“The  Flintstones”  comic  strip, 
based  on  Hanna-Barbera  Pro¬ 
ductions’  half-hour  animated  TV 
series,  soon  will  appear  in  news¬ 
papers. 

The  McNaupht  Syndicate  will 
distribute  a  daily  strip,  begin¬ 
ning  Oct.  2,  in  either  four  or 
five-column  format.  Sunday  color 
copy,  beginning  Oct.  8,  will  be 
in  one-half,  one-third  or  tabloid 
l)age  format. 

“The  Flintstones”  was  the 
first  weekly  all-cartoon  series  to 
jump  into  the  top  10  in  national 
television  ratings.  It  is  said  to 
be  seen  now  by  more  than  40,- 
000,000  persons  each  week.  Into 
a  TV  world  dominated  by  cow¬ 
boys,  private  eyes  and  neurotic 
villains  came  this  animated  car¬ 
toon  family  show  as  wholesome 
as  a  fresh  apple. 

Familiar  But  Different 

Wilma  and  Fred  Flintstone, 
along  with  their  next-door  neigh¬ 
bors,  Betty  and  Barney  Rubble, 
live  in  Bedrock,  a  suburb  of  Any¬ 
where,  U.S.A.,  but  their  environ¬ 
ment  is  just  a  bit  different.  For 
instance,  they  drive  cars  with 
rock  wheels,  bet  on  dinosaur 
races  and  play  Stoneway  pianos. 

The  same  good-natured,  satiri¬ 
cal  humor  that  has  made  “The 
Flintstones”  an  overwhelming 
success  on  television  will  be  pro¬ 
jected  into  the  new  comic  strip 
and  page.  It  is  true  humor  which 
appeals  to  every  member  of  the 
family,  with  the  charm  of  each 
character  amusing  the  young¬ 
sters  and  the  subtle  satire  of 
everyday  situations,  projected 
into  the  Stone  Age,  slanted  to 
adult  appreciation. 

In  the  process  of  kidding  both 
suburbia  and  the  Stone  Age,  pro¬ 
ducers  Bill  Hanna  and  Joe  Bar- 
bera  have  interwoven  the  comic 
with  characters,  props  and  dia¬ 
logue  that  take  off  on  rocks.  It’s 
amazing  how  much  nonsense  can 
be  squeezed  out  of  a  stone  when 
several  lightheaded  cartoonists 
get  to  work  on  it. 

For  instance,  Fred  Flintstone 
is  a  subscriber  to  the  Daily  Slate, 
a  newspaper  chiseled  on  a  stone 
slab.  His  hi-fi  set  plays  grooved 
discs  of  rock.  The  needle  is  a 
sharp-beaked  bird  that  com¬ 
ments  acidly  on  the  music.  When 
Fred  and  his  wife  Wilma  travel, 
they  stay  at  the  Rockadero  Til¬ 
ton  and  meet  movie  stars  like 
Gary  Granite  and  Rock  Pile. 

“The  Flintstones”  is  the  brain¬ 
child  of  producers  William 


Hanna  and  Joseph  Barbera. 
Messrs.  Hanna  and  Barbera  are 
the  creative  talents  who  also  pro¬ 
duce  the  popular  “Yogi  Bear” 
Sunday  page,  also  distributed  by 
McNaught  Syndicate. 

Careers  Qianged 

Oddly  enough,  neither  Hanna 
nor  Barbera  began  their  careers 
as  cartoonists  or  artists. 

Bom  in  Melrose,  N.  M.,  Bill 
Hanna  spent  his  school  years 
studying  engineering  and  jour¬ 
nalism.  After  college,  he  joined  a 
firm  in  California  as  a  structural 
engineer.  But  the  battle  to  ex¬ 
press  himself  finally  overcame 
his  engineering  aspirations,  and 
he  joined  Leon  Schlessinger’s 
cartoon  company. 

Joe  Barbera  was  born  in  New 


York  City  and  attended  the 
American  Institute  of  Banking. 
Upon  graduation,  he  went  to 
work  as  an  accountant  for  the 
Irving  Trust  Company.  An  in¬ 
veterate  doodler  and  dreamer, 
Barbera  started  submitting  car¬ 
toons  to  the  leading  magazines 
and  managed  to  sell  one  to  Col¬ 
lier’s.  Encouraged  by  his  first 
sale,  he  kept  at  it  and  soon  be¬ 
came  a  regular  contributor  to 
leading  magazines.  He  then  de¬ 
cided  on  a  career  of  cartooning 
and  joined  Van  Buren  Associates 
as  a  sketch  artist. 

In  1937,  both  men  joined 
MGM.  Sparked  with  enthusiasm, 
Hanna  and  Barbera  presented 
an  idea  for  a  new  and  different 
cartoon  series  to  the  MGM  ex¬ 
ecutives.  The  result:  the  birth  of 
a  world-famous  cat  and  mouse, 
“Tom  and  Jerry,”  and  the  emer¬ 
gence  of  a  bright  new  cartooning 
team.  Bill  Hanna  and  Joe  Bar¬ 
bera.  During  their  20-year  ten¬ 
ure  at  MGM,  the  team  turned 
out  more  than  125  adventures  of 
“Tom  and  Jerry”  and  won  seven 
Academy  Awards  for  the  studio. 


Barbera  and  Hanna 


KING  EXPANDS 

King  Features  Syndicate  Di¬ 
vision  of  the  Hearst  Corporation 
has  leased  the  entire  14th  floor 
at  227-33  E.  45th  St.,  New  York, 
in  a  major  expansion  move. 

The  new  space  will  be  con¬ 
nected  with  the  offices  of  King  on 
the  14th  floor  of  the  adjacent 
New  York  Mirror  building. 

*  «  * 

MIDDLE  EAST  SERIES 


Bender  Writes 


Column  For 


Pupils,  Parents 

A  new  column  for  parents, 
students  and  teachers  will  be 
written  by  Dr.  Naomi  Bender 
under  the  title  of  “Psychologi¬ 
cally  Speaking.” 

The  copy  is  flexible  for  make¬ 
up.  It  consists  of  three  legal 
sheets  a  week,  some  with  two 
questions.  It  will  be  distributed 
by  the  Lafave  Newspaper 
Features,  Cleveland,  which  is 
headed  by  Arthur  J.  Lafave. 

By  background,  experience 
and  education.  Dr.  Bender  is 
equipped  to  offer  an  objective 
viewpoint.  She  is  the  mother  of 
a  teenage  boy  and  girl.  She  has 
a  doctor  of  philosophy  degree 
in  educational  psychologj’.  She 
has  worked  as  a  school  psy¬ 
chologist  and  has  taught  edu¬ 
cational  psychology  in  a  mid- 
western  university.  She  has 
taught  in  high  school  and  has 
been  a  newspaper  reporter  and 
a  television  writer-producer. 
She  has  been  active  in  civic  and 
P.T.A.  work. 


♦ 


I 


Tom  and  Harle  Damman,  pro¬ 
fessional  newspaper  people  with 
a  varied  career,  are  setting  out 
with  their  young  daughter  for 
the  Middle  East  and  Southeast 
Asia  to  write  a  minimum  of  one 
700-word  article  weekly. 

The  Chicago  Tribune  -  New 
York  News  Syndicate  will  dis¬ 
tribute  the  series. 

If  *  tf 

YOUR  MIDDLE  YEARS 

A  thoughtful  and  common- 
sense  prescription  for  making 
the  years  after  40  rich,  happy 
and  meaningful  is  provided  in 
a  12-installment  series  on  “Your 
Middle  Years,”  by  Howard 
Whitman. 

The  Register  and  Tribune 
Syndicate  will  start  it  Oct.  9. 

*  *  * 

FIVE  SERIES 

The  Chicago  Tribune-New 
York  News  Syndicate  has  ready 
for  distribution  five  series: 

1)  “Lawrence  of  Arabia:  Was 
He  Hero  or  Fraud?”,  four 
articles  by  Arthur  Veysey.  2) 
Dangers  of  radioactive  fallout, 
by  Walter  Trohan,  chief  of  the 
Washington  bureau  of  the  Chi¬ 
cago  Tribune  Press  Service. 
3)  The  men’s  side  of  divorce,  by 
Jean  Cameron,  who  recently 
wrote  a  series  on  the  women’s 
side.  4)  The  London  Express 
story  of  two  British  survuvors 
of  an  expedition  attacked  by 
Indians  in  the  Amazon  jungle. 
5)  A  dozen  profiles  of  Goldwater, 
Rockefeller  and  other  Presi¬ 
dential  prospects,  by  Chesly 
Manly. 
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Many  Problems 

“Almost  every  day,  children 
ask  questions  of  their  parents,  i 
thinking  that  adults  must  have 
all  the  answers,”  said  Dr.  • 
Bender.  “In  today’s  complicated 
world,  schools  present  new  and 
confusing  problems  which  were 
unheard  of  25  years  ago.  With 
increasing  emphasis  on  under¬ 
standing  as  well  as  teaching 
children,  schools  today  take  on 
the  responsibility  for  problems 
which  formerly  were  only  the 
parent’s  concern. 

“There  are  problems  stem¬ 
ming  from  curriculum  and 
methodology,  enrichment  for 
the  gifted,  special  classes  for 
the  slow  or  retarded,  remedial 
work,  guidance  for  children 
from  the  first  grades  through: 
high  school,  psychological  test¬ 
ing  and  many  others.” 

Objective  Answers 

“Teachers  as  well  as  parents 
are  sometimes  confused  in  to¬ 
day’s  world  of  education.  Teen¬ 
agers  ask  questions.  At  times 
like  these,  an  objective  point  of 
view  can  be  of  help.  It  may 
throw  a  new  and  clear  light  on 
what  appears  to  be  an  insur¬ 
mountable  situation.” 

The  column  will  have  a  ques- 
tion-and-answer  format.  At  the 
end  of  each  column  is  the  invi¬ 
tation:  “Do  you  have  a  prob¬ 
lem?  Send  it  to  Dr.  Naomi 
Bender  care  of  this  newspaper. 
She  will  answer  questions  of 
general  interest.”  (See  pages 
114,  115) 
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UPI  Fights 
Increase  in 
Wire  Rates 

San  Francisco 

Plans  to  battle  a  proposed  in¬ 
crease  in  leased  wire  rates  were 
announced  by  Prank  H.  Bar¬ 
tholomew,  president  of  United 
Press  International,  within 
hours  of  the  Washington  an¬ 
nouncement. 

The  UPI,  only  wire  agency 
established  as  an  intervenor, 
will  join  the  American  News¬ 
paper  Publishers  Association 
and  the  National  Association  of 
Broadcasters  in  opposing  new 
schedules  posted  with  the  Fed¬ 
eral  Communications  Commis¬ 
sion. 

These  call  for  increased  press 
costs  of  $1,817,000  annually,  ac¬ 
cording  to  American  Telephone 
&  Telegraph  Company.  This 
was  described  as  a  19  percent 
increase  to  $11,397,000  from 
$9,380,000. 

The  increase  to  UPI  alone 
totals  some  $738,000  a  year,  or 
18  percent,  Mr.  Bartholomew 
said. 


First  Move 

As  the  first  move  in  the  in- 
terv’ention  fight,  Mr.  Bartholo¬ 
mew  announced  the  UPI  plan  in 
a  statement  to  publishers.  He 
asked  those  wishing  additional 
information  to  contact  Harry 
R.  Flory'  of  UPI’s  New  York 
Offices. 

A  comprehensive  document 
will  be  filed  with  the  FCC  be¬ 
fore  Oct.  15,  Mr.  Bartholomew 
said.  He  expressed  his  gratifica¬ 
tion  that  AT&T  “is  not  disposed 
to  agree  to  these  rates  unless 
they  are  modified  extensively.” 
This  reference  was  to  the  tele¬ 
phone  company’s  report  to  FCC 
that  the  new  schedules  were 
“unsound”  in  many  respects  and 
would  work  great  hardships  on 
many  customers. 

In  submitting  the  new  tariffs 
AT&T  estimated  that  the  effect 
of  the  new  rates  for  private 
leased  line  customers  would  be 
a  decrease  in  revenue  of  $308, 
000  the  Washington  report 
stated. 

In  addition  to  boosting  press 
rates  by  $1,817,000  yearly,  the 
AT&T  said  the  new  schedules 
would  increase  commercial  cus¬ 
tomer  costs  by  $2,517,000  an¬ 
nually,  or  2.1  percent,  and  would 
decrease  govemment  costs  by 
$4,642,000  annually,  or  7.8  per¬ 
cent. 

The  new  schedules  were  pro¬ 
vided  in  compliance  with  an 
FCC  order.  TTie  move  stems 


from  an  investigation  begun  in 
March,  1956. 

Termed  Unusual 

“It  is  unusual  in  itself  for 
the  FCC  to  prescribe  rates,”  Mr. 
Bartholomew  said  in  his  discus¬ 
sion  of  the  move  for  increases 
for  leased  teleprinter,  telephoto 
and  telephone  services. 

While  UPI  accounts  for  43 
percent  of  the  AT&T’s  leased 
wire  press  service  revenue,  this 
is  only  2.2  percent  of  the  phone 
company’s  combined  commer¬ 
cial,  govemment  and  press 
leased  service  revenue,  accord¬ 
ing  to  Mr.  Bartholomew. 

“We  have  been  fighting  in¬ 
creases  for  more  than  five  years 
and  will  continue  to  do  so,”  he 
pledged.  “We  will  continue  to 
press  for  a  return  to  the  rates 
in  effect  before  Dec.  2,  1958.” 
At  that  time  the  FCC  author¬ 
ized  increases  which  cost  UPI 
about  $700,000  annually.  This 
move  brought  a  total  revenue 
increase  to  AT&T  of  $8,370,000, 
he  estimated. 

The  new  rates  are  designed  to 
affect  Western  Union  leased 
sendee  as  well  as  that  provided 
by  AT&T. 

UPI  became  a  party  to  the 
FCC  investigation  on  July  30, 
1956.  Several  govemment  serv¬ 
ices  and  Aeronautical  Radio  in¬ 
tervened  that  same  year.  ANPA, 
National  Association  of  Broad¬ 
casters,  stock  exchanges,  rail¬ 
roads  and  airlines  intervened  in 
1958. 

The  action  placed  a  brake  on 
Mr.  Batholomew’s  vacation 
plans.  He  arrived  here  Sept.  15 
at  midnight  on  a  flight  from 
Chicago  preparatory  to  relax¬ 
ation  at  his  vineyard. 

• 

Business-Finance 
Section  Enlarged 

Los  Angeles 

The  Los  Angeles  Times  is 
presenting  a  redesigned  and  en¬ 
larged  Business  and  Finance 
section  Monday  through  Friday. 
It  contains  six  columns  more 
space  than  in  the  past  and  has 
a  clear  front  page  on  which  is 
featured  a  staff-written  sum¬ 
mary  of  the  day’s  business  and 
financial  news. 

Changes  were  made  after  the 
appointment  of  Robert  Nichols 
as  financial  editor  and  Robert 
Sullivan  as  assistant.  Mr.  Nich¬ 
ols,  who  was  Sunday  editor  of 
the  San  Diego  Union  and  previ¬ 
ously  worked  for  the  New  York 
Herald  Tribune  and  Columbia 
Broadcasting  System,  replaced 
Harold  Walsh,  who  resigned  to 
take  a  position  with  E.  F.  Hut¬ 
ton  &  Co.,  financial  firm. 

Mr.  Sullivan  has  been  a  mem¬ 
ber  of  the  Times  staff  since  1950, 
coming  here  from  the  Wall 
Street  Journal. 
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Geo.  Averill 
Sells  Interest 
In  Eccentric 

Birmingham,  Mich. 

George  R.  Averill,  editor  and 
publisher  of  the  weekly  Birm¬ 
ingham  Eccentric  in  this  north 
Detroit  suburb,  has  announced 
his  retirement  at  the  age  of  68. 

He  has  sold  his  controlling 
stock  in  the  newspaper  and 
printing  business  to  his  brother, 
Paul  N.  Averill,  and  Paul’s  son- 
in-law,  Henry  M.  Hogan,  a 
Birmingham  lawyer  and  a  mem¬ 
ber  of  the  State  Legislature. 

The  brothers  have  been  part¬ 
ners  for  34  years.  Paul  Averill 
has  been  the  business  manager 
of  the  Eccentric  and  president 
of  its  commercial  printing  busi¬ 
ness,  Averill  Press  Inc.  George 
Averill’s  elder  son,  George 
William  Averill,  has  resigned 
after  being  managing  editor  for 
15  years. 

When  “G.R.A.”  —  as  he  is 
familiarly  known  —  purchased 
the  Eccentric  in  February  1920, 
he  also  acquired  one  full-time 
girl  employee.  Today  the  com¬ 
bined  businesses,  moved  to  a 
new  24,000  sq.  ft.  building  a 
year  ago,  employs  more  than 
100  men  and  women.  Total  busi¬ 
ness  volume  of  both  companies 
exceeds  $1,000,000  annually. 

Mr.  Averill,  originally  a 
reporter  for  the  Detroit  Jour¬ 
nal,  has  been  active  as  an 
editorial  crusader  for  good 
government.  He  was  a  member 
of  a  small  Michigan  editorial 
group  that  opposed  “boss  rule” 
in  state  affairs.  This  culminated 
in  his  association  with  the  late 
Governor  Kim  Sigler  when 
Averill  was  his  chief  aide  during 
Sigler’s  successful  1946  cam¬ 
paign.  At  Sigler’s  urgent 
request,  following  the  election, 
Averill  accepted  a  two-year 
assignment  in  Lansing  as  the 
new  Governor’s  Executive  Sec¬ 
retary. 

The  Eccentric  runs  40-page 
editions  regularly  and  has  a 
circulation  in  excess  of  13,000. 
Its  production  department  has 
been  experimenting  with  the 
DuPont  Dycril  process  which 
speeds  up  the  making  of  press 
plates.  The  ultimate  goal,  Paul 
Averill  has  said,  is  to  combine 
the  photocomposition  techniques 
with  the  Dycril  plate  process. 

• 

Building  Project 

Toronto 

Thomson  Newspapers  Ltd.  are 
planning  immediate  erection  of 
a  new  plant  and  office  building 
for  the  Port  Arthur  (Ont.) 
News  Chronicle. 


^Vote^  for  Paper 
To  Be  Required 
By  Post  Office 

Fairlee,  Vt. 

Assistant  Postmaster  General 
Ralph  W.  Nicholson  told  mem¬ 
bers  of  the  New  England  Weekly 
Press  Association  here  last 
weekend  his  department  is  pre¬ 
paring  to  stiffen  qualifications 
for  second  class  mailing  privil¬ 
eges. 

Mr.  Nicholson  said  the  new 
regulations  would  require  that 
65  percent  of  a  paper’s  press  run 
be  paid  subscriptions  and  that 
stand  sales  do  not  constitute 
subscriptions. 

He  said  in  order  to  be  con¬ 
sidered  a  paid  subscription  there 
must  be  a  written  or  oral  con¬ 
tract  between  the  purchaser  and 
the  newspaper  or  what  he  called 
a  “vote”  in  behalf  of  the  publi¬ 
cation. 

• 

Promotion  Manager 
Change  Announced 

Norfolk,  Va. 

A  shift  of  four  executives  at 
the  Virginian-Pilot  and  Ledger- 
Star  has  been  announced  by 
Frank  Batten,  publisher  of  Nor¬ 
folk- Portsmouth  Newspapers, 
Inc. 

Frank  McKain,  promotion 
manager,  goes  to  the  Ports¬ 
mouth  office  as  advertising  man¬ 
ager  and  assistant  to  the  gen¬ 
eral  manager. 

Franklin  Rodgers,  Portsmouth 
retail  advertising  manager,  be¬ 
comes  assistant  manager  of  the 
national  advertising  department. 

John  Reed,  copy  service  man¬ 
ager,  has  been  appointed  promo¬ 
tion  manager. 

Cecil  McLemore,  who  came  to 
the  newspaper  in  1945,  is  copy 
ser\’ice  chief. 

• 

Fills  Dual  Job 

Morgantown,  W.  Va. 

Alan  R.  Englebright  will  take 
up  new  duties  as  advertising 
director  and  promotion  manager 
of  the  Dominion-News  and 
Morgantown  Post  on  Sept.  25. 
He  has  been  assistant  to  the 
advertising  manager  and  display 
coordinator  of  the  Miami  (Fla.) 
Herald. 

• 

Percy  Black  Dies 

Amherst,  N.  S. 

Percy  C.  Black,  owner  and 
publisher  of  the  Amherst  News 
and  a  well-known  political  figure, 
died  Sept.  16.  He  was  83.  He  was 
a  former  Nova  Scotia  Cabinet 
Minister  and  Member  of  Parlia¬ 
ment. 
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Writing  Tests 

(Continued  from  page  15) 


Gubser  also  said  that  tele¬ 
types  have  been  sent  to  law  en¬ 
forcement  agencies  in  the  area 
and  in  nearby  states  in  attempts 
to  locate  the  two. 

Although  the  two  fled  last 
Sunday,  their  escape  was  not 
discovered  until  yesterday 
morning. 

The  two  were  identified  as 
Jim  Hampden,  19,  being  held 
for  an  attempted  robbery,  and 
William  Howard  Stark  Jr.,  18, 
wanted  for  auto  theft. 

It  is  feared  that  they  might 
be  armed. 

The  roadblocks  were  thrown 
up  because  deputies  thought 
they  might  have  stolen  a  car 
to  leave  town  or  try  to  leave 
by  hitchhiking. 

During  the  day  officers 
checked  known  haunts  of  the 
pair  and  their  acquaintances  for 
some  clues  to  their  whereabouts. 

Holden  was  arrested  last 
week  in  connection  with  the  at¬ 
tempted  robbery  July  16  of  the 
Community  Service  Station  in 
Pittman  and  was  awaiting  ar¬ 
rangement  in  Justice  Court  on 
an  attempted  robbery  charge. 
Park  was  awaiting  District 
Court  action  on  a  grand  larceny 
charge. 

Gubser  disclosed  that  the  pair 
escaped  from  a  24-man  jail  tank 
by  breaking  up  a  wooden  table 
with  which  they  used  to  pry  off 
the  screen  to  a  ventilation  unit, 
then  crawled  through  a  14  by 
14  inch  vent  between  the  ceil¬ 
ing  and  the  floor  above,  and 
went  thence  into  the  county  as¬ 
sessor’s  office,  and  walked  down¬ 
stairs.  Twelve  other  prisoners 
in  the  tank  chose  to  remain. 

After  their  escape,  Gubser 
continued,  they  went  to  the 
home  of  the  14-year-old  girl 
friend  of  one  of  the  men,  where 
they  stayed  until  the  news  of 
the  broadcast.  The  parents  of 
the  girl  did  not  know  of  their 
presence,  because  the  girl  hid 
them  in  her  room,  and  they  did 
not  come  out  of  hiding  until 
just  before  leaving  the  home. 
They  fled  after  ripping  the 
phone  off  the  wall  and  dismant¬ 
ling  the  family  car,  it  was  said. 
«  «  * 

4.  Sports  story.  Highlights  in 
100  words. 

The  dust  has  cleared  in  the 
Pony  League  area  playoffs  and 

FEMALE  EDITORIAL  ASSISTANT 

needed  by  a  fast  growing  paper 
manufacturer.  Will  work  on 
monthly  publication  doing  writing, 
layouts,  and  some  photography. 
Good  pay  and  excellent  benefits. 
Must  have  Journalism  experience 
or  training.  Write  or  call  Kathryn 
Brown,  Nekoosa  -  Edwards  Paper 
Company,  Port  Edwards,  Wis. 


the  skirmish  has  settled  down 
to  a  showdown  between  two 
teams  —  the  locals  from  Arca¬ 
dia  and  the  big,  bad  Altadenans. 

The  spunky  Altadena  nine 
came  from  behind  Sunday  to 
edge  Rose  Bowl  of  Pasadena, 
11-10,  and  earn  the  right  to  face 
undefeated  Arcadia,  8  p.m.  to¬ 
day  at  Bonita  Park. 

The  Arcadians,  who  won  their 
third  straight  playoff  game  7-3 
over  Altadena  Saturday,  hold 
the  upper  hand  with  a  spotless 
3-0  record.  Altadena  is  2-1  and 
still  has  that  loss  to  Arcadia 
hanging  over  its  head. 

Thus  a  win  by  Arcadia  to¬ 
night  would  give  it  the  area 
championship  and  put  it  in  the 
district  tournament,  also  to  be 
played  at  Bonita  Park.  An  Alta¬ 
dena  win  tonight  would  necesi- 
tate  a  final  game  Tuesday  eve¬ 
ning. 

Rich  Peters  is  currently  the 
big  man  in  Altadena  sports 
circles.  With  Altadena  trailing 
10-7  in  the  last  half  of  the 
eighth,  the  extra  session,  Peters 
hit  a  bases-loaded  home  run  off 
Anthony  Johnson  to  climax  a 
stirring,  come-from-behind  vic- 
torv  for  his  team. 

The  poke  came  with  no  outs 
and  just  when  it  seemed  as  if 
Pasadena  finally  would  nail  the 
lid  on  Altadena’s  coffin.  The 
Rose  Bowlers  seemed  easy  vic¬ 
tors  as  they  brought  a  7-3  lead 
into  the  bottom  of  the  seventh 
inning. 

But  Altadena  combined  two 
walks  and  three  hits  for  four 
runs  and  sent  the  game  into 
overtime.  Pasadena  again 
seemed  sure  of  victory  after 
denting  the  plate  three  times 
in  the  eighth  on  a  walk,  three 
hits  and  an  error. 

Pasadena  led  all  the  way  be¬ 
fore  the  gallant  Altadena  nine 
finally  eliminated  it.  Rose  Bowl 
scored  one  in  the  first  and  four 
in  the  second  before  Altadena 
started  creeping  back. 

Arcadia’s  Greg  Lamb  spun  a 
one-hitter  to  defeat  Altadena, 
7-3,  in  Saturday’s  feature  game. 
In  the  other  contests,  Pasadena 
walloped  San  Marino,  13-3,  and 
San  Marino  bopped  Alhambra, 
13-9,  in  the  first  game. 

Lamb  went  all  the  way  as 
Arcadia  came  out  on  top  for  the 
third  straight  time  in  the  tour¬ 
nament.  Altadena’s  only  hit 
came  in  the  fifth  inning  on  a 
clean  shot  to  right  field  by 
Peters. 

Three  errors  and  two  walks 
,  in  the  third  inning  gave  Alta- 
I  dena  a  3-1  lead.  But  Arcadia 
I  came  back  with  five  in  its  half 
of  the  third  to  ice  the  win  as 
John  Croxall  and  Nils  Ramstedt 
j  led  the  charge  with  hits, 
j  Home  runs  by  Tom  Coleman, 
I  Rich  Haley  and  Bill  Winne 
I  sparked  San  Marino’s  13-9  win 


For  the  Employer 

Points  to  watch  for  in  test  rewrites: 

1.  Brush  fire.  Shorter,  punchier  lead,  focusing  on  one 
or  two  main  points.  Shorter  sentences  throughout.  Re¬ 
organization,  bring  much  higher — possibly  into  the  load 
— the  threat  to  the  condor  sanctuary  and  the  fire’s  freak 
cause.  Elimination  of:  cliches  like  “weary  firefighters”  and 
“raging  brush  fire”;  redundancies  like  “fiery  hot  spots” 
and  excessive  geographic  detail,  attribution  of  foreca.sts, 
etc. 

2.  Destroyer  collision.  Direct,  action  lead,  not  pas.sive. 
Main  facts  in  first  two  or  three  grafs:  Number  of  dead 
and  injured,  names  of  destroyers  and  how  they  collided, 
fog,  location,  rescue  efforts.  The  Wilbers  “giant  can 
opener”  quote  should  be  featured  high. 

3.  Jail  break.  General  polish  job  and  reorganization, 
bringing  much  higher  the  buried  angles  of  hiding  out 
with  a  14-year-old  girl,  and  how  the  escape  was  engi¬ 
neered.  Addition  of  attribution  to  the  fifth  graf  of  the 
example,  which  fiatly  called  one  man  a  would  be  robber 
and  the  other  an  auto  thief.  Example  did  not  answer  the 
question:  why  was  the  escape  not  immediately  noticed? 
Did  applicant  notice  this.  Sixth  graf  of  example  was  in 
present  tense,  all  the  others  in  past  tense.  Did  applicant 
do  same? 

4.  Sports  story.  Anything  would  be  an  improvement. 
Rewrite  generally  should  follow  the  org^anizational  pat¬ 
tern  of  the  example — but  in  simple  English. 


over  Alhambra.  Pasadena  elimi¬ 
nated  San  Marino,  13-3,  in  the 
second  game  of  Saturday’s 
tripleheader  on  home  runs  by 
Mike  Johnson  and  Larry  Comas. 
• 

Muscia  Buys 
Logan  Banner 

Logan,  W.  Va. 

The  Logan  Banner  has  been 
sold  by  Mrs.  Lewis  Frey  to 
James  A.  Muscia  and  associates. 

The  purchaser,  former  busi¬ 
ness  managrer  of  the  Maryaville- 
Alcoa  (Tenn.)  Daily  Times,  has 
been  general  manager  of  the 
Banner  since  Sept.  1.  As  a  result 
of  the  sale  he  replaces  Mrs.  Frey 
as  publisher.  Charles  D.  Hylton 
Jr.,  is  editor. 

Mr.  Muscia  is  a  Pittsburgh 
native.  He  attended  the  Univer¬ 
sity  of  Alabama  and  worked  on 
newspapers  in  Tennessee,  Louisi¬ 
ana  and  Mississippi  before  join¬ 
ing  the  Banner. 

The  Banner  was  founded  in 
1888  as  a  weekly.  It  was  pur¬ 
chased  in  1921  by  Mr.  Frey  who 
converted  it  into  a  daily  in  1935. 
He  died  in  May  of  last  year. 

Included  in  the  sale  were  a 
commercial  shop,  an  office  supply 
business  and  photo  studio.  The 
purchase  did  not  include  Radio 
Station  WLOG  whose  co-owners 
are  Mrs.  Frey  and  Robert  0. 
Greever. 


5c  Wage  Increase 
For  Mill  Workers  i 

Toronto 

A  pattern  of  a  5  cents  an  hour 
wage  increase  for  a  one-year 
agreement  has  been  established 
for  mill  workers  in  Ontario’s 
pulp  and  paper  industry.  Agree¬ 
ments  between  a  combination  of 
unions  and  Abitibi  Power  4 
Paper  Co.  Ltd.,  Toronto,  and 
Ontario  Paper  Co.  Ltd.,  Thorold, 
Ont.,  will  provide  the  basis  of 
settlement  for  the  other  com¬ 
panies  in  the  industry.  The  wage 
increase  will  bring  the  basic 
labor  rate  to  $1.98  an  hour. 

The  settlement  also  calls  for 
an  increase  on  one  cent  an  hour 
in  shift  premiums,  one  additional 
holiday  for  a  total  of  four,  exclu¬ 
sive  of  statutory  holidays,  and 
improvements  in  the  hospital 
insurance  plan. 

• 

Resigns  from  ABC 

Haverhill,  Mass. 

The  Haverhill  Journal,  pub¬ 
lished  by  the  Union  Leader  Cor 
poration,  replied  to  the  censure 
of  the  Audit  Bureau  of  Circula¬ 
tions  last  week  by  resigning 
from  the  group.  The  ABC  board 
upheld  the  managing  director’s 
charges  that  the  Journal  had 
refused  to  allow  a  Bureau  audi¬ 
tor  to  have  full  access  at  any 
time  to  all  records  as  provided 
by  the  by-laws. 
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Daily  Wins  Suit  to  Stop 
Largesse  to  Legislators 


Concord,  N.  H.  rate  set  in  1957. 

The  Ciiticord  Monitor  has  won  The  Monitor  had  said  edi- 
the  first  battle  of  a  months-  torially  that  New  Hampshire 
long  war  against  legislative  legislators  were  underpaid.  The 
errors  and  violations  of  the  constitution  allows  them  only 
Stale  Constitution  committed  $200  for  the  two-year  term.  But 
during  the  1961  legislative  ses-  the  newspaper  had  insisted  the 
gion.  padding  of  mileage  appropria- 

After  a  series  of  stories  dis-  tions  and  session-end  “bonuses” 
closing  instances  where  Gov.  was  no  way  to  accomplish  better 
Wesley  Powell  and  the  Legis-  compensation,  since  it  was  spe- 
lature  cut  constitutional  comers,  cifically  forbidden  by  the  con- 
enacted  conflicting  laws,  and  stitution. 

padded  mileage  appropriations.  After  its  court  victory,  the 
the  Monitor  and  its  editor,  Monitor  said  editorially  it  be- 
James  M,  Langley,  brought  a  lieves  the  members  of  the  Legis- 
“taxpayer’s  suit.”  lature  should  receive  more  com- 

Defendants  in  the  suit  were  pensation  and  favors  a  constitu- 
State  Comptroller  Leonard  S.  tional  amendment  to  provide  it. 
Hill  and  State  Treasurer  Alfred  The  same  day  the  State 

S.  Cloues.  The  Monitor  asked  Supreme  Court  decision  was  re- 
the  Superior  Court  for  an  in-  turned,  a  12-foot  section  of 
junction  forbidding  Hill  and  plaster  trim  near  the  ceiling  of 
Cloues  from  paying  about  $90.-  the  New  Hampshire  House  of 
000  in  mileage  to  400  represen-  Representatives  chamber 
tatives  and  24  senators,  on  the  crashed  to  the  floor, 
grounds  the  mileage  rate  w’as  Nobody  was  in  the  chamber 
unrealistic  and  a  violation  of  at  the  time, 
the  Constitution.  However,  State  House  wags 

The  mileage  allowance  rate  noted  that  when  the  decision 
gave  every  legislator  a  mini-  handed  down  “the  roof  fell 

mum  $5  a  day  for  travel,  literally, 

whether  he  actually  travelled,  * 

with  a  scale  of  25  cents  a  mile  Wesley  McCurdy  Dies; 
for  the  first  45  miles  of  his  daily  ^ inilipes  Publisher 
round  trip  between  his  home  ^  ^ 

and  Concord,  and  8  cents  a  mile  Victoria,  B.  C. 


CIVIL  DEFENSE  BOOKLET — Maryland  Civil  Defansa  Diractor  Sharlay 
Ewing,  (at  laft),  pra$ants  John  D.  Hackatt,  Evaning  Sun  staffar,  and 
Robart  H.  Kavanaugh,  Sunpapars  Public  Ralations  Diractor  with  car- 
b'fcatas  praising  tha  sarias,  "If  An  Attack  Comas  .  .  .". 


Scouts  Deliver  A-Attack 
Guide  to  180,000  Homes 
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The  Supreme  Court  said  the 
law  giving  $90,000  in  retro¬ 
active  mileage  to  the  legislators 
was  “unconstitutional  on  its 
face.”  Chief  Justice  Frank  R, 
Kenison  wrote  the  decision,  re¬ 
manding  the  case  to  Superior 
Court  for  the  issuance  of  in¬ 
junctions. 

The  decision  said  the  Monitor 
and  Editor  Langley  “are  en¬ 
titled  to  an  order  declaring  (the 
mileage  bonus  law)  null  and 
void  and  to  an  injunction  pre¬ 
venting  the  defendants  and 
their  deputies  from  paying  any 
sums  out  of  the  state  treasury 
pursuants  to  that  section  of  the 
statute.” 

The  court  said  legislators 
should  be  paid  mileage  at  the 


until  1950. 

Color,  Naturally, 

In  Circus  Section 

Peru,  Ind. 

A  full-color  picture  of  the 
Daily  Tribune’s  circus  wagon 
adorned  the  cove’*  of  the  fourth 
annual  Circus  City  Festival 
section.  The  photo  was  made 
during  the  1960  parade.  Plates 
were  prepared  on  an  Elgn'ama 
machine. 

Editorial  content  of  the  sec¬ 
tion  was  handled  by  Bill  Jack- 
son  and  Ken  Francis  of  the 
Tribune  staff.  The  advertising 
staff  sold  11,800  lines  of  display 
tie-in  ads,  according  to  Robert 
J.  Mathes,  assistant  general 
manager. 


Robert  H.  Kavanaugh,  public 
relations  director  of  the  Sun- 
papers,  has  been  receiving  re¬ 
quests  from  other  newspapers. 
Civil  Defense  officials,  radio  and 
television  stations  for  use  of  the 
series,  adapted  to  their  condi¬ 
tions. 

In  all  cases,  the  Sunpapers 
have  waived  copyright  privi¬ 
leges  “in  the  interest  of  the  na¬ 
tion’s  safety.” 

Largely  due  to  Mr.  Hackett’s 
articles.  Civil  Defense  has  be¬ 
come  a  major  topic  of  talk  in 
the  Baltimore  area.  City  and 
county  officials  have  eased  build¬ 
ing  and  zoning  rules  to  help 
speed  the  construction  of  shel¬ 
ters,  and  many  have  been  built 
or  begun  by  individuals. 

Mr.  Hackett,  40-year-old  gen- 
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by  the  Richmond  Sigpna  Delta 
Chi  chapter  and  the  new  one 
forming  in  Norfolk  and  'Tide¬ 
water,  Virginia,  and  the  Insti¬ 
tute  of  Business  Management 
of  the  Norfolk  College  of 
William  and  Mary. 

Among  the  participants  will 
be  Vermont  Royster,  editor  of 
the  Wall  Street  Journal;  Dr. 
George  Gallup,  director  of  the 
American  Institute  of  Public 
Opinion;  Carl  J.  Nelson,  of  the 
Research  organization  bearing 
his  name;  Clark  Mollenhoff,  of 
the  Cowles  Publications;  and 
Steve  Marks,  editor  with  Fair- 
child  Publications. 

R.  K.  T.  (Kit)  Larson,  of  the 
Virginian-Pilot  and  Norfolk 
Ledger-Star,  is  director  of  the 
seminar. 
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Profit  Spells  Press 
Freedom,  Curtis  Says 


Vancouver,  B.  C. 

Newspapers  must  be  profit¬ 
able  to  assure  the  independence 
necessary  for  their  proper  func¬ 
tion  as  a  privately-owned  public 
utility,  J.  Montgomery  Curtis, 
director  of  the  American  Press 
Institute,  told  the  Advertising 
&  Sales  Bureau,  Vancouver 
Board  of  Trade. 

The  luncheon  was  a  welcome 
by  Canada’s  largest  advertising 
and  sales  organization  to  the 
Canadian  Daily  Newspaper 
Publishers’  Association  and  the 
Canadian  Press  Board  of  Di¬ 
rectors,  both  meeting  here  last 
week. 

Mr.  Curtis  said  a  newspaper 
is  sometimes  forced  to  take  an 
unpopular  stand  in  its  fight  to 
make  the  community  a  better 
place  in  which  to  live,  and  he 
said  this  stand  often  required 
great  courage  on  the  part  of  the 
publisher.  He  referred  to  news¬ 
papers  in  the  southeastern 
U.S.A.  which  had  been  boycotted 
and  had  suffered  hea\'y  adver¬ 
tising  losses  because  of  their 
stand  on  segregation.  He  re¬ 
ferred  to  papers  in  India  which 
had  suffered  through  their  birth 
control  stand.  He  said  a  news¬ 
paper  cannot  avoid  stepping  on 
someone’s  toes  no  matter  what 
stand  it  took. 

“To  many  politicians  the 
newspaper  is  the  very  bulwark 
of  democracy  when  it  endorses 
their  candidates;  but  when  it 
endorses  their  opponents  the 
newspaper  is  a  public  menace, 
regardless  of  how  fair  and  hon¬ 
est  its  news  coverage  has  been. 

Divergence  of  Interest 

“To  some  public  office  holders 
the  newspaper  is  a  glorious  in¬ 
stitution  when  it  reports  their 
accomplishments;  but  it  threat¬ 
ens  the  foundations  of  free  gov¬ 
ernment  when  it  reports  their 
mistakes  to  their  employers  — 
the  public. 

“To  some  businessmen,  who 
may  be  advertisers,  the  news¬ 
paper  seems  unfriendly  when 
it  prints  the  arguments  of  labor. 

“To  some  labor  leaders  the 
newspaper  seems  equally  un¬ 
friendly  when  it  prints  the  arg;u- 
ments  of  management  and  own¬ 
ership.” 

Mr.  Curtis  pointed  out  that 
the  reader  who  was  primarily 
interested  in  local  news  felt  the 
paper  printed  too  much  world 
and  international  news,  while 
the  student  of  foreign  affairs 
and  world  developments  was 
equally  critical  of  the  paper 
which  in  his  opinion  was  dis¬ 


tressingly  provincial  in  its  news 
choice. 

“So  it  goes,”  he  said.  “Each 
viewpoint  is  conditioned  under¬ 
standably  by  personal  interests 
and  consequently  is  either 
limited  or  false,  or  both.” 

He  said  in  the  face  of  this 
divergence  of  interest  the  news¬ 
paper  must  try  to  earn  the  con¬ 
fidence  of  the  public  —  a  pub¬ 
lic  containing  many  diverse  ele¬ 
ments,  all  of  which  at  one  time 
or  another  are  going  to  resent 
the  news  publish^  by  the  paper 
if  it  is  independent. 

“As  one  of  the  indispensable 
institutions  of  a  free  people  the 
newspaper  is  the  only  one  which 
must  be  a  successful  private  en¬ 
terprise  in  order  to  preserve  its 
freedom  and  protect  the  validity 
of  its  service,”  he  continued. 

“The  other  institutions  —  rep¬ 
resentative  self  government, 
schools  and  the  fre^om  of  re¬ 
ligion  —  are  supported  by  taxes 
or  philosophy. 

Privately-Owned  Public  Utility 

“Only  the  newspaper  must 
survive  on  the  sale  of  its  serv¬ 
ices  and  incidentally  make 
enough  money  to  pay  its  own 
taxes  and  philanthropies  to 
support  the  other  institutions. 

“Obviously  this  peculiar  kind 
of  an  institution,  a  privately- 
owned  public  utility,  requires 
the  highest  ethical  standard  for 
news,  for  editorial  leadership, 
for  advertising  acceptability, 
for  business  practices  and  for 
relations  with  the  community. 

“These  standards  cannot  be 
applied  by  law  —  except  for 
laws  necessary  to  protect  the 
individual  from  abuse  —  be¬ 
cause  law  means  government 
and  government  participation  in 
any  way  means  loss  of  free¬ 
dom.” 

Mr.  Curtis  reviewed  other 
types  of  ownership  which  had 
been  tried  and  failed.  He  touched 
on  political  party  ownership 
which  meant  biased  news;  own¬ 
ership  by  corporations  which 
meant  subservience  to  the  pri¬ 
mary  interests  of  the  corpora¬ 
tion;  labor  ownership  which 
meant  ownership  for  a  special¬ 
ized  interest  and  government 
ownership  which  finally  meant 
a  slave  press. 

“A  few  special  interest  pub¬ 
lications  remain  but  do  not  have 
mass  circulation  because  the 
public  has  rejected  them,”  he 
said.  “Only  the  privately  owned 
mass  circulation  paper  remains. 
In  the  performance  of  its  pub¬ 
lic  service  it  must  make  a  fair 


profit  to  ensure  its  progress.”  ing  editor,  Winnipeg  Triburu 
The  speaker  said  he  used  the  and  Vancouver  Province,  and 
word  profit  in  the  proudest  sense  Victor  Sifton,  president  and 
because  it  was  the  profit  incen-  publisher,  Winnipeg  Fr(<  Preei, 
tive  that  had  built  the  free  coun-  Both  were  past  presidents  of 
tries  and  made  them  the  envy  the  CP. 
of  countries  behind  the  Iron  „  ,  r 

Curtain  More  women  s  reulures 


Fulfilling  Obligations 


Expansion  of  food  and  spe¬ 
cialty  advertising  has  l>een  re- 


Mr.  Curtis  said  there  was  fleeted  in  expansion  of  women’s 
ample  evidence  to  show  that  sections  of  newspapers  and  this 
newspapers  were  fulfilling  their  has  created  a  shortage  of  ma- 


obligations  to  the  public. 


terial  for  editorial  use  in  them. 


“There  are  exceptional  and  according  to  John  Dauphinee, 
isolated  violations  —  as  there  general  news  editor  of  Cana- 
always  will  be  where  there  is  Press, 

freedom  to  publish,”  he  said.  Requests  from  editors,  he 

“But  the  fact  that  these  receive  ^iu»  showed  a  broader  interest 
so  much  emphasis  among  news-  feature  material  relating  to 
papermen  indicates  the  great  food,  household  hints,  uu-as  for 


majority  of  newspapers  are 
faithful  to  their  standards. 
“With  no  exceptions  kno\vn 


women  to  make  their  own  lives 
broader  and  their  living  easier. 

Charles  Bruce,  general  super¬ 
intendent,  Canadian  Press,  said 


to  me,  these  superbly  man^d  ;-;7s  ’  acco^lish;^^^^^^ 


newspapers  which  have  been 
faithful  to  their  trust  and  high 


longed  on  the  same  pages  as 
men’s.  He  said  the  Canadian 


in  professional  competence  have  p^esswas  being  asked  for  more 
a  record  of  steadily  increasing  personality  pieces  on 

circulation  and  steadily  increas- 

ing  advertising  linage.  j  piaekbum,  publisher, 

“It  is  true  that  a  considerable  London  (Ont.)  Free  Press,  said 
number  of  them  do  not  have  a  the  critical  state  of  the  world 
record  of  steadily  increasing  net  had  made  women  more  and  more 
profits  in  these  difficult  days,  interested  in  international  news, 
but  the  owners  knowm  to  me  are  While  his  paper  and  others  still 
making  sufficient  profit  to  safe-  generally  confined  social  news 
guard  the  institution  entrusted  iq  women’s  pages  he  felt  the 
to  them  and  to  invest  in  its  women  readers  were  equally  in¬ 
progress.”  terested  in  the  broader  national 

Mr.  Curtis  touched  on  situa-  Tnd  international  new'S  field. 


progress.  terested  in  the  broader 

Mr.  Curtis  touched  on  situa-  Tnd  international  new'S 
tions  that  kill  newspapers.  He  ^ 

said:  “One  is  the  badly-man¬ 
aged,  incompetently-edited  news-  Stauffer  Papers  Win 
Pa^.r  of  "0  Ill  Kansas  Contest 

public  has  rejected.  Another  is 

the  situation  in  which  the  econ-  Hutchins 

omy  of  an  area  can  provide  the  First  place  for  gene 
money  to  support  only  one  new's-  lence  was  awarded  th 


Hutchinson,  Kas. 
First  place  for  general  exed- 
lence  was  awarded  the  Topeka 


paper.  When  this  happens,  there  Daily  Capital  at  the  Kansas 
are  two  courses  open.  One  is  for  Better  Newspaper  Contest  h«e 
the  stronger  paper  to  permit  Sept.  16.  The  Topeka  State 
the  weaker  to  die.  A  better  Journal  took  second  place.  The 
course  is  for  the  stronger  to  buy  Kansas  City  Kansan  w'as  sweep- 
the  weaker  paper,  improve  the  stakes  winner  in  the  same  circu- 
product,  install  good  manage-  lation  bracket.  All  are  Stauffer 
ment,  effect  economies  available  Publications, 
only  possible  through  merger  Sweepstakes  winners  in  other 
and  thus  give  the  community  circulation  brackets  were  the 


two  papers  instead  of  one. 


Independence  Daily  Reporter 


“When  the  resultant  single  and  the  Olathe  News.  Among  I 
ownership  maintains  competi-  weekly  newspapers  they  were 
tion  between  its  staff  the  com-  the  Miami  Republican  of  PaoU, 
munity  will  have  better  news-  the  Ulysses  News,  and  the  Alta 
papers  than  it  did  before.  This  Vista  Journal. 
is  caused  by  the  fact  that  the  ^ 

financing  is  sound  and  the  news¬ 
paper  can  be  independent.”  Circulation  Mgr. 

Donald  Cromie,  publisher  of  Erie  Pa. 

the  Vancouver  Sun  introduced  j  gtawniak  has  ’been 

the  speaker.  Guests  included  _  t  j  ■  i 

^  J  promoted  from  city  circulation 
newspaper  men  across  Canada  ^  i 

..  ,,  .  manager  to  circulation  manager 

attending  the  Vancouver  meet-  Times-Netvs.  He 


ings  of  their  groups. 

Tribute  to  two  newspaper- 


worked  three  years  in  the  cir 
culation  department  of  the  Erie 


men  who  died  this  year  was  paid  Dispatch-Herald  until  its  pur  ; 
by  directors  of  the  Canadian  chase  by  the  Times  PublicatiM 
Press.  The  men  honored  were  Co.  He  has  been  at  the  Times- 
M.  E.  Nichols,  former  manag-  News  for  the  last  five  years. 
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WASHINGTON 

News  Frontier 


By  Pat  Munroe 

Gerry  Van  «ler  Heuvel 
George  H.  Watson  Jr. 
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Pit  \ T  WHITE  HOUSE 

The  first  issue  of  the  Qnarter- 


Roslow,  a  limited  number  of  she  said,  “can’t  do  much  about 
newspapers  carried  complete  Berlin  and  all  the  rest  but  we 

can  see  to  it  that  our  people 
realize  the  importance  of  build¬ 
ing  fallout  shelters.” 

Barry  Bingham,  Louisville 
Courier- Journal,  termed  the  ses- 


,  i  n  If  n  t  official  transcripts,  the  public 

ly  Revo  ir  of  Public  Relations  as  generally  was  “screened  from 
an  inde  pendent  professional  presidents’  exact  words  by 
loumal  features  an  interview  ..  j  u  ji-  j 

with  Pierre  Salino-er  nress  see-  and  headlines  prepared 

with  i  eire  ^ajin^er,  pr^s  sec- 

«tltd^“Oea"li^K  withThTwh^^^^  ference_  itself.”  Even  during  the  ^on“ve^  interesting  and  very  'their  time 'storing  up  fkets. 
House  "  It  ffives  do’s  and  don’ts  years  of  radio  and  in  worthwhile.  never  get  into  print, 

for  public  Slations  tie-ins  with  Adams,  president  4,  The  Cecil  B.  DeMilles— 

the  White  House,  and  describS  enough,  the  press  conference  was  of  the  Kentucky  Press  Ass^ia-  they  don’t  want  to  cover  press 
Admini.^^tration  plans  for  more  completely  neglected,  tion  and  publisher,  Berm  Citi-  conferences,  they  want  to  stage. 


practiced  all  of  them  at  one  time 
or  another,  Liz  says  the  Sins 
are  much  more  disgusting 
viewed  from  afar. 

With  a  twinkle  in  her  eye  she 
proceeded ; 

1.  The  movers  and  shakers — 
you  can’t  tell  them  anything — 
they  don’t  want  a  story,  they 
want  an  audience. 

2.  The  conclusion  jumpers — 
they  just  cover  the  press  club 
bar,  which  is  where  they  get 
their  authoritative  source 
stories. 

3.  The  Squirrels — they  spend 


intensive  cooperation  with  public 
relations  leaders. 

Askeil  to  tell  some  examples  of 

types  of  activities  for  which  the  Nq  Russian  newsman  has 
Presidents  endorsement  was  queried  President  Kennedy  for  sat  at  his  left, 
sought  but  which  he  declined,  an  exclusive  interview. 


:cn,  sat  at  the  President’s  right  direct,  and  produce  it. 


RUS.SIAN  TWIST 


5.  The  TV  “It”  boys  and  girls 


Mr.  Salinger  recounted: 

Oh,  we  get  all  kinds.  We  get 


while  Fred  J.  Burkhard,  chair¬ 
man  of  the  Board  of  the  Ken-  — camera  never  catches  them 
tucky  Press  Association  and  without  a  question  or  unpow- 
publisher,  Casey  County  News,  dered  nose. 

6.  The  private  eyes — they’ve 

V.  -1  /mi  \  n  o  i  1  After  the  luncheon  the  guests  learned  to  read  upside  down  and 
Mikhail  (Mike)  R.  Sagatel-  were  e^orted  by  the  President  ^^ve  sticky  fingers  when  you 


alotofatternptsforcLL^^^^  T’’ Ihing  quarters.  Th^e  they  have  confidential  papers  on  your 
a  101  01  .luempis  lor  commercial  who’s  just  back  from  two  months  were  shown  the  Lincoln  bed  and 


tie-ins.  We  will  not  do  any  com-  Moscow,  was  asked: 
raercial  tie-ins  of  any  kind. 

We’ve  had  them  as  ridiculous  as 
the  fellow  who  wanted  to  run 


various  pieces  of  furniture  that 
Mrs.  Kennedy  had  had  restored. 


If  Press  Secretary  Salinger 
suggested  such  an  interview  to 
, .  ,  ,  ,,  you  what  would  be  your 

his  dog  for  public  office  and  he  reaction?” 
had  a  public  relations  man  come  jjjs  response: 

down  and  try  to  get  a  picture  of  “Now,  you’re  asking  that  more  in  silver.  Matching  earrings 
!Ii!i,  “  representative  of  the  White  were  left  for  Mrs.  Kennedy, 

w,  „  .V  „  House  than  as  a  representative  William  B.  Jones,  Glasgow 

of  Editor  &  Publisher.”  Republican,  said  the  most  for- 


desk. 

7.  The  please-suit-my-conven- 
ience  type — they  don’t  want  to 


Maurice  K.  Henry,  Middles-  be  bothered  with  a  story  unless 


boro  Daily  News,  gave  the 
President  cuff  links  and  a  tie 
clasp  made  of  coal  and  mounted 


with  this  other  candidate,  who 
was  a  dog.  That’s  the  most  ri¬ 
diculous  example  I  can  think  of. 
Then  there  was  a  press  agent  in 
Pittsburgh  who  sent  us  an  in¬ 
ebriated  rabbit.  It  was  a  rabbit 
that  played  the  trumpet  and 
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it  breaks  where  they  happen  to 
be. 

«  «  * 

SECRECY  EASED 
Adopting  a  system  recom¬ 
mended  three  years  ago  by 
mal  thing  about  the  luncheon  newspaper  editors  and  the  Moss 


was  the  menu.  This  included 
melon  and  prosciutto,  tomedos 
Rossini,  potatoes  Parisienne, 
French  peas,  and  Norwegian 
omelet  (which,  it  was  agreed. 
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Committee,  President  Kennedy 
has  issued  an  Executive  Order 
designed  to  loosen  the  secrecy 
classification  of  defense  docu¬ 
ments. 

The  President  has  instructed 
department  heads  to  conduct  a 


•  MAN  OF  YEAR” 

For  his  part  in  “an  unprece- 
dentecl  mobilization  of  television 


Publishers  of  a  score  of  Ken¬ 
tucky  newspapers  had  an 

drank  lieer.  He  announced  in  exchange  of  views  with  Presi-  ^ 

Pittsburgh  that  the  rabbit  was  dent  Kennedy  in  the  first  series  wa^^retty  much  thrs^me  as 

ted-  on  the  way  to  the  \V  hite  House,  of  luncheons  to  be  held  at  the  baked  Alaska) 

White  House  for  that  purpose. 

In  weeks  to  come  publishers 
across  the  country  will  be 
afforded  a  similar  opportunity 
as  meetings  are  arranged  by 
in  presidential  communication,”  states  or  regions. 

Pierre  Salinger  has  been  select^  The  luncheon  talk  was  off  the 
to  receive  Pulse’s  1961  “Man  of  record  but  the  publishers  appar- 

t,  .  ently  were  given  some  leeway  to  and  Inquirer;  W mam  ^de”d"k;;krj“three ‘y^kw^kktil 

Mr  Sa  mger  Prws  Secreta^  discuss  It  m  a  general  way.  Th^  B.  Jones,  Glasgow  Republican;  the  lowest  classification  is 

to  Pre.sKlent  Kennedy,  will  be  were  cautioned  against  permit-  w.  B.  Matthews,  Maysville  Pub-  reached. 

nonore<  Oct.  18  at  a  luncheon  ting  anything  to  appear  in  print  Ledger;  J.  T.  Norris,  Ashland  .  .  * 

pven  by  ^Ise  at  the  Plaza  that  would  nullify  the  effect  of  independent;  Frank  R.  Paxton, 
were  Hotel,  New  York.  The  eyent  will  the  meeting  or  jeopardize  future  Paducah  Sun- Democrat ;  N.  A. 

aola,  also  mark  Pulse  s  20th  anniyer-  meetings.  Perry  Jr.,  Frankfort  State  Jour- 

sar>' in  the  research  field  -The  luncheon  lasted  for  two  pred  B.  Wachs,  Lexington  a VDe^iaf  assistant  in  the 

t  giyen  each  y^r  and  one-half  hours  and  included  Herald-Leader;  Paul  Westphel-  White  House  Press  office  has 

to  the  indiyidual  who,  in  the  an  hour’s  talk  with  the  Presi-  pulton  News;  and  Thomas  reporters  looking  for  an  open- 

opinion  of  Pulse  and  a  consulting  dent  in  the  state  dining  room.  p.  Wood,  Hopkinsville  New  Era;  inrup  of  news  Smrees  in  yTri- 

^el  in  the  broadcast  industry.  Among  the  topics  discuss^  and  Pierre  Salinger,  the  Presi-  ous  gSyernment  agencies 

makes  a  notable  contribution  to  were  the  Berlin  situation,  the  debt’s  Press  Secretary.  ^  ^ 

the  advancement  of  the  broad-  United  Nations,  the  budget  and  «  «  * 

cast  industry  or  its  public  civil  defense, 
usefulness.  Mrs.  Martha  Comer,  Maysfield 

Mr.  Salinger  was  chosen,  said  Imlependent.  the  lone  woman 
Pulse  President  Dr.  Sydney  present,  said  the  President 

Roslow,  because  of  the  “imagin-  stressed  the  importance  of  fall- 


Others  present  were:  Edgar  review  of  classified  documents 
Arnold  Sr.,  Madisonville  Mes-  go  that  some  will  be  stripped  of 
senger;  William  E.  Crutcher,  secrecy  labels  at  intervals  with- 
Rowan  County  News;  Walter  a  12-year  declassification 
M.  Dear,  Henderson  Gleaner  schedule.  “Extremely  sensitive 
and  Journal;  John  B.  Gaines,  information”  is  to  be  put  into  a 
Park  City  News;  Lawrence  W.  special  class.  All  other  informa- 
Hager  Sr.,  Owensboro  Mes-  tion  will  be  automatically  down 


COURT  OF  APPEALS 
The  appointment  of  Ed  Bay- 
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SEVEN  DEADLY  SINS 


The  view  from  the  other  side 
of  the  desk  has  prompted  Liz 
Carpenter,  executive  assistant 


Although  the  appointment 
does  not  carry  the  formal  desig¬ 
nation  of  Executive  Order 
10501,  Bayley’s  duties  will  in¬ 
clude  working  with  other  gov¬ 
ernment  information  offices. 

The  executive  order  issued  by 


ativeness  and  efficiency”  with  out  shelters.  She  said  she  felt  to  Vice  President  Lyndon  John 

which  he  brought  television  and  that  if  nothing  else  were  gained  son,  to  list  The  Seven  Deadly  President  Eisenhower  permits 

radio  to  bear  upon  the  presi-  from  the  meeting  this  factor  Sins  of  newspaper  reporters.  appeals  at  the  White  House 

dttitial  press  conference.  alone  made  it  worthwhile.  Speaking  as  a  former  level  against  unjustifiable  re- 

While  for  years,  explained  Dr.  “We,  in  Small  Town  U.S.A.,”  reporter,  who  admits  to  having  strictions  on  information. 
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Crosby  and  Editors 
Clash  on  War  Cry 


Columnist  John  Crosby  is 
convinced  the  U.  S.  press,  par¬ 
ticularly  New  York  newspapers, 
is  building  a  “war  psychosis.” 

The  conviction  brought  him 
into  conflict  with  the  editors  of 
the  New  York  Herald  Tribune 
and  some  of  the  editors  of  80 
newspapers  that  run  his  daily 
column. 

In  a  column  captioned  “Em¬ 
bodiment  of  All  Evil,”  Mr. 
Crosby  sought  to  show  that  an 
“embattled  democracy”  becomes 
the  “victim  of  its  own  war 
propaganda.” 

Questions  Kennedy  View 

Taking  up  this  theme,  he 
wrote; 

“So  here  we  are  in  Berlin,  the 
embodiment  of  all  virtue.  The 
other  guys,  the  East  Germans, 
are  the  embodiment  of  all  evil. 
East  Berliners  and  West  Berlin¬ 
ers  are  not  only  members  of  the 
same  nationality,  but  of  the 
same  city.  But  one  group  is  the 
Good  Guys  and  the  other  the 
Bad  Guys.  Only  a  nation  raised 
on  Westerns  could  swallow  such 
nonsense.” 

He  questioned  President  Ken¬ 
nedy’s  view  that  Berlin  is  not 
negotiable  and  asked:  “Why 
isn’t  it?  Why  isn’t  anything 
negotiable  rather  than  a  ther¬ 
monuclear  war?  .  .  . 

“I  certainly  think  Berlin  is 
negotiable  and,  as  a  matter  of 
fact,  Khrushchev  is  not  even 
asking  very  much.  In  the  last 
tussle  over  Berlin,  the  Russians 
backed  down  all  the  way.  Did 
this  destroy  their  position  all 
around  the  world  as  the  jin- 
goists  say  that  any  concessions 
will  destroy  ours  this  time?” 

Mr.  Crosby  concluded  by  quot¬ 
ing  the  London  Observer  as 
calling  the  American  press  “in¬ 
credibly  chauvinistic.” 


The  Herald  Tribune  published 
this  statement  beneath  the 
column: 

Editors'  Footnote 

“Three  editors  of  the  Herald 
Tribune  print  the  above  column 
by  John  Crosby  with  strong 
reservations.  They  disagree 
most  vigorously  with  the 
loosely-considered  notion  that 
surrender  is  the  only  alternative 
to  nuclear  blackmail.  In  these 
times,  strength  of  spirit  and 
arms  is  the  only  preventive  for 
nuclear  war — and  the  only  as¬ 
surance  of  eventual  negotiation 
based  on  justice.  Incidentally,  if 
Mr.  Crosby  differed  with  Khru¬ 
shchev,  he  could  not  get  any  of 
his  views  printed  in  the  Soviet 
Union.  The  Kremlin,  controlling 
all  communications,  does  not 
tolerate  any  difference  of  opin¬ 
ion.  Fortunately  for  Mr.  Crosby, 
he  lives  in  a  country  where  he 
can  differ  with  the  President  of 
the  United  States.” 

John  Hay  Whitney,  president 
and  publisher  of  the  Herald 
Tribune,  had  left  New  York  on 
a  European  visit  before  Mr. 
Crosby’s  column  was  published. 

John  Denson,  editor,  responsi¬ 
ble  for  the  note  to  readers,  let 
that  stand  without  further  com¬ 
ment.  Dwight  E.  Sargent,  edi¬ 
torial  page  editor,  who  was  in¬ 
cluded  in  conferences  leading  up 
to  publication  of  the  box,  ex¬ 
pressed  the  opinion  that  the 
column  seemed  “loosely  written 
and  not  too  carefully  con¬ 
sidered.” 

“The  point  Mr.  Crosby  made 
could  be  argued,”  Mr.  Sargent 
said.  “But  I  don’t  think  that  Mr. 
Crosby  did.  It  looked  as  if  he 
had  thrown  together  his  column 
in  about  10  minutes.” 

Mr.  Crosby  said  he  had 
“tossed  and  turned  all  night  con¬ 
sidering  the  topic”  before  writ¬ 
ing  the  column.  He  had  returned 
to  the  United  States  Sept.  8 
after  10  weeks  abroad. 

“It  was  quite  a  shock  to  me 
to  find  out  that  a  war  psy¬ 
chosis  was  being  built  up  by 
our  newspapers,”  he  said.  “New 
York  papers  are  hysterical  on 
the  subject. 

“American  newspapermen  are 
writing  with  emotionalism  about 
Khrushchev.  They  are  building 
up  the  same  sort  of  picture  of 
him  that  was  created  in  World 
War  II  of  Hitler — as  absolute 
evil. 

“It  has  become  dangerous  to 
express  the  opinion  that  Khru¬ 
shchev  might  have  a  decent 
motive.  You  are  apt  to  be  called 


a  Communist  if  you  do  so. 

“In  our  press  we  get  so  in¬ 
tense  about  a  subject  that  we 
play  it  all  out  of  proportion. 
Whether  it  is  Berlin  or  Mantle 
our  constant  focussing  on  a 
single  theme  puts  it  out  of 
focus.” 

Mr.  Crosby  said  he  had  re¬ 
ceived  about  100  letters  from 
readers  and  all  but  three  had 
been  favorable  to  his  column. 

The  Herald  Tribune  Syndicate 
sent  the  column  out  by  mail  for 
release  Sept.  17.  It  sent  the 
Herald  Tribune’s  note  by  wire. 

L.  S.  Fanning,  executive  edi¬ 
tor  of  the  Chicago  Sun-Times, 
said  that  paper  did  not  use  this 
particular  Crosby  column. 

“We  do  not  print  all  of 
Crosby  in  any  one  given  week,” 
Mr.  Fanning  said.  “We  run  his 
column  in  the  entertainment 
section  of  the  paper,  not  in  run- 
of-paper  or  the  ‘think’  depart¬ 
ment.” 

The  Pittsburgh  Post-Gazette 
ran  the  column  and  the  footnote. 

• 

Full  Interest 
In  Belfast  To 
Thomson 

Belfast 

Already  the  owner  of  one- 
third  interest,  Roy  H.  Thomson 
became  the  full  owner  of  the 
Belfast  Telegraph  this  week 
upon  payment  of  $3,629,631  for 
the  two-thirds  interest  held  by 
the  William  Baird  estate. 

The  arrangement,  approved 
by  the  High  Court,  required 
Thomson  Newspapers  of  Lon¬ 
don  to  pay  $344,895  more  than 
the  original  price  which  was 
challenged  on  behalf  of  Mrs. 
Baird’s  9-year-old  son,  Richard, 
on  the  ground  it  did  not  repre¬ 
sent  the  true  market  value. 

The  Thomson  organization 
which  owns  nearly  100  newspa¬ 
pers  in  Canada,  the  United 
States,  England,  Scotland,  and 
Africa  now  adds  a  famous  and 
influential  newspaper  in  North¬ 
ern  Ireland.  The  Telegraph  be¬ 
gan  Sept.  1,  1870  as  the  first 
halfpenny  paper  in  Ireland. 

The  public  appetite  for  news 
of  the  Franco-Prussian  War  in¬ 
duced  the  Bairds,  printers  of 
railway  and  steamboat  gpiides, 
to  establish  their  newspaper. 
Today  the  Telegraph  has  a  cir¬ 
culation  in  the  200,000  range. 
Ten  years  ago  it  made  the  break 
from  tradition  that  put  news  on 
the  front  pag^e. 

In  the  air  raids  of  1941  Ger¬ 
man  bombs  severely  damaged 
the  Telegraph  building  but  none 
of  the  mechanical  facilities  were 
destroyed  and  the  Telegraph 
never  stopped  publication. 


Fresh  Start 
In  Newhouse 
Case  Argued 

Springfield,  Mass. 

Superior  Court  Judge  Daniel 
D.  O’Brien  took  under  consider¬ 
ation  this  week  the  petition  of 
employes  and  pensioners  of  the 
Springfield  newspapers  which, 
if  granted,  would  take  complex 
lawsuits  begun  by  Newhouse 
interests  back  to  the  beginning 
again. 

“It  would  be  a  trave.sty  on 
justice,”  declared  David  E. 
Burstein,  counsel  for  the  New¬ 
ark  Morning  Ledger  Co.,  owner 
of  a  large  minority  bl(x:k  of 
stock  in  the  Springfield  newspa¬ 
pers’  parent  company. 

For  more  than  four  months 
a  special  master  has  taken  testi¬ 
mony,  amounting  to  6,200  pages 
and  161  exhibits,  in  complaints 
by  the  Newhouse  group  that 
the  present  management  of  the 
newspapers  is  guilty  of  mal¬ 
administration  and  has  been 
diverting  corporate  assets  to 
pension  funds. 

The  Twenty-Five  Year  Club, 
composed  of  jiensioners  and 
some  present  employes,  includ¬ 
ing  executives,  all  of  whom  are 
beneficiaries  of  the  iiension 
trusts,  asked  to  enter  the  law¬ 
suits  as  defendants  and  made 
a  claim  for  a  trial  de  novo  —  a 
fresh  start. 

Joining  in  the  petition  was 
the  Springfield  Newspapers  Em¬ 
ployees  Association,  Inc.,  which 
was  formed  last  June  and  rec¬ 
ognized  by  the  National  Labor 
Relations  Board  as  bargaining 
agent  for  500  employes  in  aU 
departments.  A  contract  be¬ 
tween  this  group  and  the  man¬ 
agement  was  signed  in  July. 

“This  corporation,”  Mr.  Bur- 
stine  told  the  court,  “was  not 
even  a  gleam  in  anyone’s  eyes 
when  this  suit  began.” 

He  argued  that  the  employe 
groups  were  interested  only  in 
a  portion  of  the  evidence  that 
has  already  gone  into  the  record 
and  he  would  make  the  tran¬ 
script  available  to  them. 

The  Newhouse  attorney  ques¬ 
tioned  how  these  groups  of  in¬ 
dividuals,  making  $100  to  $150 
a  week,  could  afford  a  legal 
budget  to  try  the  case.  He  said 
he  doubted  if  the  decision  was 
made  on  their  own  by  the  “av¬ 
erage  Joe  Doakes  pressman  and 
Jake,  the  floor-sweeper.” 

Robert  W.  Meserve,  counsd 
for  the  Republican  Company, 
said  the  case  never  should  hav* 
proceeded  without  the  employes 
as  parties.  An  amended  bill  of 
complaint  was  sought  last  Feb¬ 
ruary,  he  told  the  court. 
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^  -  X^*  A.  exception  of  a  year  on  the  San 

Wl47  TXk  I  Francisco  iVeu;s  and  periods  for 

kZ/  1/Vr  A-FJJ.  military  service,  education  and 

^  travel,  he  has  served  the  Minne- 

Journalism  Program 

of  the  Tribune  from  1950 

Paul  S.  Swensson  has  resigned  try  have  joined  the  Newspaper  through  1955  and  became  man- 
as  managing  editor  of  the  Fund  in  providing  experience  in  ‘‘Ring  editor  of  the  Star  in  1956. 
Minneapolis  Star  to  become  news  gathering  and  news  editing  A  graduate  of  Gustavus 
executivt*  director  of  the  News-  for  these  students.  Adolphus  college  with  a  cum 

paper  Fund.  His  election  to  this  Mr.  Swensson,  who  is  joining  laude  degree,  he  has  done  gradu- 
position  was  announced  by  the  news  executive  staff  of  the  ate  work  at  the  University  of 
Bernard  Kilgore,  president  of  Wall  Street  Journal  to  direct  Minnesota  and  the  University  of 
the  Wall  Street  Journal  and  this  program,  began  his  profes-  Stockholm.  He  is  a  director  of 
president  of  the  Fund.  sional  newspaper  career  on  the  the  Associated  Press  Managing 

Mr.  Swensson  succeeds  Don  Mitchell  (S.  D.)  Daily  Republic.  Editors  Association  and  a  mem- 
Carter  who  has  been  on  loan  He  joined  the  Minneapolis  news-  ber  of  the  American  Society  of 
from  the  news  staff  of  the  Wall  papers  in  1935  and,  with  the  Newspaper  Editors. 

Street  Journal  to  organize  and 
develop  the  Newspaper  Fund 
program. 


classified  section 


Benefit  from  our  Vast  Newspaper  AudieiKe 


.4NNOUNCEMENTS 


ANNOUNCEMENTS 


Netcspapers  For  Sale 


.Meicspaper  Brokers 


CAUFORNIA  PAPERS 

Daily  in  competitive  and  expanding 
field,  down  payment  leu  than  $100,000 
but  buyer  should  have  another  $100,000 
for  expansion. 

Semi-wmkly  in  choice,  semi-isolated 
market,  grouing  $150,000.  This  is  op¬ 
portunity  for  immediate  net  profit  and 
capital  gain  through  growth. 

Weekly  for  Jewish  readers,  with  state¬ 
wide  distribution,  $29,000  down. 

Semi-wmkly,  7600  paid  subscription, 
grouing  $^5,000. 

Identity  of  them  papers  and  informa¬ 
tion  about  them  provided  only  to 
"active”  qualified  buyers. 

Vernon  V.  Paine, 

P.O.  Box  265,  Upland 
So,  Calif. 


NEWSPAPER  SALES-PURCHASES 
All  negotiations  in  strict  confidence. 
No  public  listings 

DIXIE  NEWSPAPERS 
P.O.  Box  579,  Gadsden,  Alabama 


CONFIDENTIAL  INFORMATION 
Daily  Newspaper  Properties 
W,  H.  Glover  Co,  Ventura,  Calif. 


SALES-PURCHASES-FINANCING 
handled  with  discretion.  Publishe 
Service,  Box  3132,  Grmnsboro,  N,  < 


ifk  36  years'  on  the  Pacific  Cout  irk 
ARTHUR  W,  STYPES 
626  Market  St..  San  Francises,  Calif. 


ITS  NOT  the  down  payment  that 
buys  the  newspaper — it’s  the  person¬ 
ality  and  ability  of  the  buyer.  This 
is  why  we  insist  on  personal  contact 
selling. 

LEN  FEIGHNER  AGENCY 
P.O.  Box  192  Mt.  Pleaunt,  Michigan 


J.  Clifton  Toney, 

P.O.  Box  369,  Fai^eld, 
No.  Calif. 

with  L.  H.  PAINE,  broker 


MAY  BROTHERS.  Binghamton.  N.  Y. 

Established  1914.  Newspapers 
BOUGHT  and  SOLD  without  publicity. 


DEAN  SEXXiERS  mils  Arizona  and 
Southwut  newsiKkpers.  626  E.  Main 
Meu,  Aris.,  c/o  Cummins  Trust  Co. 


BUYING  A  NEWSPAPER? 

For  advance  tips  on  worth-while  prop- 
ertiu,  join  the  "Dial  Preferred  Buyers 
Club.”  Membership  is  free,  confidential, 
highly  productive  coast  to  cout.  For 
application  forms,  write  .  .  . 

DIAL 

Kalamuoo  8,  Mich.  Phone  II  2-6922 


IF  YOU  ARE  capable;— 

AND  FINANCIALLY  ABLE^ 

We  will  find  you  a  California  or 
Arizona  newspaiier  v)roperty  where  you 
will  both  successful  and  happy. 

We  handle  both  large  and  small  prop¬ 
erties.  Gabbert  &  Hancock.  3709-B 
Arlington  Ave.,  Riverside.  Calif. 


R.  Robert  Evans 
and 

Joseph  A.  Snyder 

Announce  the  formation  of  a  new  firm 
of  newspaper  consultants.  Bob  Evans 
is  the  recent  owner  of  the  Shatter 
Preu  and  other  fine  Western  newspa¬ 
pers.  Publishers  with  management 
problems  are  invited  to  avail  them¬ 
selves  of  his  wide  experience.  Call  or 
write:  R.  Robert  Evans,  324  Oak 
Street,  Shatter,  Caiif.  PI  6-6239,  or 
J.  A.  Snyder,  2234  E.  Romneya  Dr., 
Anaheim,  Calif.  KE  3-1361.  Fm  reason¬ 
able — results  gratifying  I 


WE  HAVE 
SEVERAL  GOOD  WEEKLIES 
in  $25,000  to  $200,000  elau,  exclusive 
— several  with  low  down  payments. 
Newspaper  Service  Co..  Inc.,  408  So. 
Bonita  Drive,  Panama  City,  Florida. 


FLORIDA  &  SOUTHERN 
PUBUSHING  PROPERTIES 
Box  7,  Pinellas  Park,  Florida 


Newspapers  For  Sale 


SOUTHERN  FLORIDA  County  Sut 
Weekly  and  job  shop  grouing  well 
over  $100,000.  But  equipped  plant  in 
large  growing  area.  Owner  retiring. 
29%  down  to  capable  buyer-manager. 
Write:  Box  369,  Editor  &  Publisher. 


FAST-GROWING  CONNECTICUT 
Wmkiy,  grouing  in  exceu  of  $25,000 
in  rapidly  expanding  area.  Priced  right 
at  $10,000,  terms  available.  Owner  re¬ 
locating  in  D.  C.  Box  353,  Editor  & 
Publisher. 


WESTERN  WEEKLIES  AND  DAILEBS 
eversrwhere.  JACK  L.  STOIjL  A  ASSO¬ 
CIATES.  Suites  600-607,  6381  Hollywood 
Blvd.,  Los  Angelu  27,  CUifomia. 


ORMLY  ESTABUSHED  WEEKLY 
in  Chart  Area  2.  Box  422,  Editor  & 
Publisher. 


NEBRASKA  EXCLUSIVE  WEEKLIES 
One  at  $23M  including  Bldg.,  one  at 
$10M:  low  down  payment  on  both. 
M.  R.  Krehbiel,  Box  88,  Norton,  Kansas 


ANNOUNCEMENTS 


Newspapers  For  Sale 


Dean  Sellers  Sells 
SOUTHWEST  NEWSPAPER 
PROPEICnES 


IkARIZONA  offset  paper  ....$  25.000 
yyARIZONA  half-interut  ....$  16,000 
IkARIZONA  chain.  2  weekliu, 

2  shops,  2  bldgs . $235,000 

IklDAHO  top  weekly  . $115,000 


IfNEW  MEXICO  weekly  only  $  20,000 

-anew  MEXICO  outstanding  $  76,000 

#NEW  MEXICO  semi-wmkly  $  76,000 

ARIZONA  PRINTING  PLANTS 


ytOffset-Ltrpress  comb . $  ll.ilOO 

k¥t  Interest  offset  . $  10,500 

k*/}  Interest  offset  . $  35,000 

-AUnusually  good  offset  . $  30,000 

y^ity  letterpreu  plant  . $  37.000 

fk Large  offset  plant  . $200,000 


625  E.  Main  Street,  Meu,  Arizona 
Affiliate  of  Cummins  Tnist  Co. 


Newspapers  Wanted 


RESPONSIBLE,  financially  qualified 
buyer  smks  sound  wmkiy  newsi»per. 
Price,  size,  location  open.  All  repliu 
held  in  strict  confidence  and  answered. 
Reply  Box  287,  Editor  A  Publisher. 


WE  HAVE  $200,000  u  down  payment 
for  immediate  purchau  of  your  county 
smt  daily  newspaper.  Write:  Box  271, 
Editor  A  Publisher. 


WEST  KENTITCKY  WEEKLY  wanted 
— preferably  in  county  sut  town.  Can 
pay  fourth  down.  Write  Box  339,  Editor 
A  Publisher. 


WEEKLY  OR  SMALL  DAILY 
WANTED  preferably  near  coast  gross¬ 
ing  $50-$20oM,  near  city :  but  finan- 
'cial  references  given.  All  repliu  an¬ 
swered.  Box  398,  Editor  A  Publisher, 

I  Business  Opportunities 


l5,000  WILL  BUY  20  percent  interest 
in  75-year-old  wmkiy.  Must  be  ad 
man-editor,  or  man-wife  team,  upable 
of  taking  complete  charge.  Good  plant, 
town  of  5,000,  Chart  Arm  9.  Write 
Box  361.  Editor  A  Publisher. 


I  NEW.SPAPER  SERVICES 
I  Features 


]  YOUR  OWN  EUROPEAN 
CORRESPONDENT 

tor  $20  a  wmk.  London-baaed  team 
with  U.S.  background.  Top  contacts 
Parliament  and  Palam.  Supplim  weekly 
1. 000-word  sparkling  feature.  Try  us  I 
Box  1840,  Editor  A  Publisher. 


EDUCATIONAL  FILLERS 
Short  articlu  in  newspaper  style  on 
the  latest  e<lucational  devicu,  tech¬ 
niques  and  experiments.  Yours  in 
TEACHING  AIDS  NEWS  LETTER. 
24  issues  and  all  bulletins  at  $10 
yearly.  Sample  on  requut.  Write: 
EDUCATIONAL  NEWS  SERVICE. 
Box  508.  Saddle  Brook,  N.  J. 


Press  Engineers 


Newspaper  Prusm  and  Conveyors 

THE  EDWARDS  TRANSFER 
CO..  INC. 

IlOO  Rou  Ave.  -  1316  Ashland  St. 

Dallu  2,  Texu  Riverside  1-6363 

ERECTING,  DISMANTLING, 
TRUCKING.  REPAIRING, 

AND  PROCESSING 
Serving  the  South  and  S.W.  since  1900 


U  P  E  C  O 
SPECIALIZING  IN 
NEWSPAPER  PRESSES 
WE  MOVE  AND  ERECT  ANYWHERE 

760  Valley  Brook  Avenue 
Lyndhurst  New  Jermy 

Geneva  7-3744-47-49 


Newspaper  Preu  Installations 
MOVING— REPAIRING— TRUCKING 
Ebrpert  Service — World  Wide 
SKIDMORE  AND  MASON  INC. 
66-69  Fourth  Street 
Brooklyn  31.  New  York 
JAckaon  2-6106 
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E  &  P  MACHINERY  AND  S  U  P  P  L I  E  S  S  E  C  T I  O  N 

Superior  results  at  moderate  cost  from  classified  ads. 


Composing  Room 


Mail  Room 


Press  Room 


Stereotype 


LINOTYPE  Model  32  No.  61177  self 
quadder,  saw;  model  32  No.  66490; 
machines  fully  equipped  maKazines, 
matrices.  Model  5  NOj  61046,  manual; 
model  5  No.  61047,  TTS  unit,  stand¬ 
ard  perforator,  7%  point  excelsior; 
Ludlow  No.  6880,  18  fonU  24  to  72 
point,  12  sticks,  steel  cabinet;  Elrod 
Model  F  No.  2253G,  14  molds;  Ham¬ 
mond  Glider  saw  model  64B  No.  7310; 
Hammond  Easy  8  cuter  page  size ; 
equipment  good  condition.  Natchez 
Democrat,  Natchez,  Mississippi. 


FIVE  FONTS  OF  LINOTYPE’S  popu¬ 
lar  Excelsior  with  bold  face  mats  for 
TTS  A  46).  980  to  1325  mats  per 
font  plus  1,530  new  sorts.  Excellent 
condition.  Write  for  proofs.  Being  re¬ 
placed  with  narrower  mats  for  change 
to  llms.  Cadillac  (Mich.)  Evening 
News. 


MUST  MOVE  DUPLEX,  INTERTYPE 
V-'ITS.  model  31.  AB  8-page  Duplex 
is  a  good  one.  Late  model  Intertyiie 
V,  mats,  space  bands,  operating  units, 
perforator,  parts.  Motiel  31,  seven 
years’  old,  four  magazines,  mats,  si>ace 
bamis.  iiarts.  All  running.  All  for 
$25,000  or  sold  separately.  Enterprise. 
Natchitoches,  Louisiana.  Phone  o.lOl. 


’THE  NATION’S  NEWSPAPER  FORMS 
roll  on  L.  &  B.  Heavy  Duty  Newspaper  , 
Turtles~$84.50  to  $97.50.  fob  Elkin,  i 
Write  for  literature.  L  &  B  SALES  i 
COMPANY,  113  West  Market  Street, 
Elkin,  North  Carolina. 


CLASSIFIED 

Advertising  Rates 

Um  Rotes  EACH  CONSECUTIVE 
lasertioa 

SITUATIONS  WANTED  (Payable  with 
order)  4  tiaies  ®  SSc  per  line  each 
Insertion;  3  times  9  70c;  2  9  80c; 
1  •  95c.  Add  25c  for  Box  Senrice. 

JOB  APPLICANTS  may  hare  a  supply 
of  printed  employment  application  forms 
hy  sendini  self-addressed  8c  stamped 
envelope  to  E&P  Classified  Department. 

AU  OTHER  CLASSIFICATIONS: 
4  times  9  $1.00  per  line  each  insertion; 
3  times  9  $1-15;  2  times  9  $1.30;  1 
time  9  $1.45  per  line.  3  line  minimum. 
Add  50c  for  Box  Service. 

DISPLAY-CLASSIFIED,  $2.00  per  agate 
line,  $28.00  per  column  inch.  Minimum 
space  one  inch. 

•1.00  nERvice  charge  for  airmail 

DEADLINE  FOR  CLASSIFIED  AD¬ 
VERTISING.  Wodnnsday,  4  p.m. 
Count  36  units  per  line,  no  abbreviations 
(add  1  line  for  box  information.)  Box 
holders’  identities  held  in  strict  con¬ 
fidence.  Replies  mailed  daily.  Editor  t 
Publisher  reserves  the  right  to  edit  all 
copy. 


Editor  &  Publisher 
•50  Third  Ave.,  N.  Y.  22.  N.  Y. 
Phoae  PLaia  2*7050 


SIGNODE  WIRE  TYING  MACHINE 
available  for  lease  or  sale  at  substantial 
savings.  J.  Spero  A  Co..  549  W.  Ran¬ 
dolph  St.,  Chicago  6,  III.  Tel:  AN  34633 


Press  Room 


DUPLEX  4-page,  standard  tubular 
deck,  2  to  1  model,  long  side  frames.  | 

DUPLEX  8-page  standard  tubular 
deck,  2  to  1  model,  long  side  frames. 

DUPLEX  16-page,  standard  tubular,  | 
2  to  1  model,  stereo-mat  roller,  30  H.P. 
AC,  drive. 

GOSS  2-units,  arch  type,  double  folder, 
22%'  End  Fed,  stereo-mat  roller,  50 
H.P.  AC,  drive. 

LOYAL  S.  DIXON  CO. 

"Newspaper  Press  Erector” 

11164  Saticoy  St.  Sun  Valley.  Calif. 
POplar  6-0610  TRiangle  7-3871 


CA)SS  COX-O-TYPB  PRESS  No.  316 
available  January  1.  $12,500  gets 

ready-to-print  setup:  13-year  old  press, 

I  (luarter  i>aKe  folder.  2  sets  Ink  rollers 
for  4.  6  and  8  pages,  8  chases  ll*i 
pica  columns  (saves  6'r  paper  costs). 
3  paiier  shafts,  2  roll  lifts,  10-HP 
22f-44(l  motor,  controls.  Gazette,  Rocky 
Fotxl,  Colorado. 


6-GOSS  HEADLINER  UNITS  23-9/16* 
cut-oS.  Reels,  flying  pasters. 

GOSS  6-UNITS  22%*  cut-off.  Paper 
rolls  each  end. 

DUPLEX  4-UNITS  22%*  cut-off  paper 
rolls  each  end.  A  C  drive. 

200  FEET  ’TRACKAGE,  turn  tables  and 
paper  roll  dollies  like  used  under  press. 

GEORGE  C.  OXFORD 

Box  903  Boise.  Idaho 


31-INCH  VANGUARD  web  offset  news¬ 
paper  press  with  two  perfecting  units 
and  folder,  electrical  equipment  and 
two  paper  roll  stands.  Practically  new. 
Less  than  one-year  old.  Excellent  con¬ 
dition.  Original  cost — $41,295.00.  Will 
sell  for  $38,750.00  as  is.  Available  im¬ 
mediately.  Box  366.  Editor  &  Publisher. 


DUPLEX  24-Page  Tube 
GOSS  4  Units  &  Folder 
GOSS  6  Units  &  2  Folders 


JOHN  GRIFFITHS  CO.  INC. 

420  Lexington  Ave.  New  York  17,  N.Y. 


PAPER  ROLL  ARMS 

Roll  arms  for  use  on  3,  4  or  6  unit 
presses  for  one  floor  operation.  George 
C.  Oxford,  Box  903,  Boise,  Idaho. 


NEW  COLE  QUARTERFOLDER 

PORTABLE  OR  STA’nONARY, 
Adaptable  all  rotary  presses. 
EIGHTH-FOLDER  A’TTACHMENT 
available.  Time  and  money-saver. 

OKLAHOMA  CITY  MACHINE 
WORKS,  INC. 

1637  West  Main,  Oklahoma  City, 
Oklahoma.  Call  CE  6-8841. 


FOR  SALE:  ’Two-unit  Thatcher  Web 
Offset  Press,  8-page  tab,  24-inch,  18- 
inch  cut-off.  Available  immetliately. 
$20,000  full  price  complete.  Elmerald 
Empire  News.  Eugene,  Oregon. 


WEBENDORFER  OFFSET  PRESS, 
priced  $8900.00.  Box  361,  Editor  &  Pub¬ 
lisher, 


PRESSES 

GOSS  DEK-A-TUBE  | 

16  Pages — 8  years  old — A.C.  Stereo,  i 
Available  60-90  days.  South  Carolina. 

DUPLEX  ’TUBULARS 

20  and  24  Page  Presses  2-to-l  Models — 
’Twinned  A.C.  Complete  Stereo.  Will  | 
separate. 

3  UNIT  SCO’TT  23-9/16* 

Steel  Cylinder,  Roller  Bearing;  1  double  , 
Folder;  A.C.  Drive;  Knoxville  Journal.  | 
Attractive  Terms.  { 

DUPLEX  METROPOLITAN  23-9/16* 
Any  Combination  of  Units  and  Folders ;  ^ 

21  total  Units,  6  Folders  with  Balloon 
Formers;  5  extra  color  Cylinders;  5  I 
Drives  and  Controls;  3-arm  Reels  8:  ' 
Tensions  Bhid  Feed  or  on  substructure.  ' 
Available  at  once  due  to  Mechanical 
Plant  Merger  of  St.  Louis  Post  Dis¬ 
patch  and  Globe  Democrat. 

S-UNTT  HOE  22%* 

Ehid  Fed;  A.C.  Drive.  Located  Greens- 
burg.  Pa.  Available  at  once. 

S-UNTT  HOE  23%* 

Has  extra  Color  Cylinder;  End  Feed : 
A.  C.  Drive;  Locate  Lebanon,  Pa. 

MODEL  E  DUPLEX 
FLATBED 


STEREOTYPE 

Goss  Twin  Screw  Flat  Shavers  with 
Shell  Plate  Hold  Down  Device;  extra 
Knife ;  A.C.  Motor. 

Wood  Jr.,  Autoplates  and  Automatics 
with  Vacuum  Backs,  A.C.  Motors. 
Wood  Standard  Autoshavers. 

Wood  Pre-Register  Machine. 

Kemp  Goss  Metal  Furnaces  complete 
with  Controls;  8  and  10  ton  capacity. 
Jampol  Plate  Conveyor — 250'. 

Jampol  Raised  Plate  Return — 16'. 
Wesel  Flat  Router  Like  New ;  D.C. 
Motor, 


COMPOSING 

Monotype  Material  Maker  complete 
with  Molds,  A.C.  Motor. 

Monotype  Type  Caster  complete  with 
Molds  and  50  Matrix  Fonts. 

PROOF  PRESSES 

Vandercook  Qectric  Powered  Models 
22,  23,  325. 

Model  F  4/4  Intertype  Mixer,  No. 
15851;  6  Molds,  Blower,  Quadder,  Saw, 
A.C.  Motor. 

MODEL  32  LINO’TYPE 
2/90—1/72—2/34;  No.  62810;  Six 
Molds,  Electric  Pot,  Feeder ;  A.  C. 
Motor, 

3  MODEL  31  LINOTYPES 
Electric  Pots.  A.C.  Motors. 

MAILROOM 

BUNN  TYING  MACHINES 
JAMPOL  AUTOMA'nC  BUNDLE 
PUSHERS 

’TELESCXJPIC  BUNDLE  LOADERS 
BELT  CONVEYORS 
JAMPOL  TURNS  WITH 
HINGED  GA’TE 

BEN  SHULMAN 
ASSOCIATES 

60  East  42nd  St.,  New  York  17 
Oxford  7-4590 


(X)LOR  PLA’TE  Pre-Roistering  Ms- 
chine.  Excellent  condition.  Write  to; 
Production  Manager,  Florida  I’ublisbl 
ing  Co.,  400  W.  Adams  St.,  Jacksog- 
ville,  Fla. 


If'anted  to  Buy 

Linotypes — I  ntertypes — Lud  lows 
PRINTCRAFT  REPRESENTATIVES 
186  Church  Street,  New  York  7.  N.  T. 


NORTHWBS’TERN  MOTOR 
100  H.P.,  3  Ph.,  Slip  Ring,  fraias 
H.W.  75  A..  220  Volt.  60  CY. 

Box  329,  Editor  A  Publisher. 


NEWSPAPER  EQUIPMENT 

NEWSPAPER  PRESSES 
’TYPESETTING  MACHINES 
TELETYPESETTER  EQUIPMENT 
Ludlows — Elrods — Mat  Rollers 

COMPLETE  PLANTS 

INLAND  NEWSPAPER 
MACHINERY  CORP. 

(Formtrly  Inland  Newspaper  Supply  Co.) 
1720  Cherry  St.  Kansas  City  8,  Mo. 
Tel.:  HArrison  1-5365 


NEWSPAPER  PRESSES 
COMPLETE  PLANTS 
MAT  ROLLERS 
STEREO  EQUIPMENT 

BEN  SHULMAN  ASSOCIATES 

60  East  42nd  St..  N.Y.  17  OXford  7-459* 


GOSS  HEADUNER  or  ANTI  FRK;- 
TION  PRESSES.  Folders  22%  *  cutoff, 
availability  one  year,  John  Griffiths  Co., 
Inc.,  420  Lexington  Ave.,  New  York  17. 


DUPLEX  ’TUBULAR  PRESS.  sUnd- 
ard  or  Unit  model.  &  '4  fold.  John 
Griffiths  Co.,  Inc.,  420  Lexington  Ave., 
New  York  17. 


WOOD  PREREGIS’TBR  MACHINE  for 
22-%*  cutoff,  60  inch  web.  Box  381, 
Editor  &  Publisher. 


HELP  WANTED 


Academic 


MIDWESTERN  STATE  UNIVERSITT 
offers  graduate  assistantship  to  news 
man  qualified  hy  experience  and  undc^ 
graduate  record  for  graduate  study  ia 
journalism.  Box  410,  Editor  &  Pub¬ 
lisher. 


Administrative 


TRAVELING  AUDITOR  for  group  of 
small  <lailies  and  broadcasting  proper¬ 
ties.  Chart  Area  12.  Send  complels 
resume  and  salary  re<|uirements.  Box 
383,  Exlitor  &  Publisher. 


Circulation 


O  P  PO  RTUNIT Y 
18,000-daily  PM,  Chart  Area  2,  has 
wonderful  opiiortunity  for  HARD¬ 
WORKING.  ambitious  circulation  man¬ 
ager.  Great  spot  for  man  on  weekly 
or  small  daily  ready  to  move  up.  Mart 
be  strong  on  newsboys,  resourceful  to 
take  advanta^  of  unparalleled  growth 
potential.  Liberal  company  benefit 
pension,  bonus;  start  at  $6,500.  Writs 
to  Box  320,  Editor  A  Publisher. 


CIRCULATION  MANAGE® 
FOR  HAWAII 
Suburban-voluntary  pay  experience  re¬ 
quired.  Elxcellent,  well-established 
ganization  with  high  percentage  paid 
now.  Real  future  for  top  man.  Said 
all  details  to:  Hawaii  State  Newspa¬ 
pers,  206  Koula  St.,  Honolulu  13, 
Hawaii, 
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HELP  WANTED 

A  national  guide  to  positions  in  publishing  and  related  fields. 


Classified  Adrertising 

CLASSIFIED  MANAGER 

One  of  the  country’a  larreat  newapa* 
pera.  and  a  recoKnized  leader  in  the 
Claaaifled  field,  ia  lookinK  for  a  Claaai- 
Mannirer.  Thia  ia  an  excellent  op* 
portunity  for  the  right  man  to  head  up 
and  direct  a  well  organized,  highly 
efficient,  .-mooth  running,  top  producing 
organization.  He  muat  have  imagina¬ 
tion.  enthiisiaam  and  a  thorough  back¬ 
ground  of  Claaaifled.  Send  complete  | 
dctaila  including  aalary  expected.  All  ! 
repliea  confidential.  ! 

Box  333  Editor  &  Publisher  ! 


Display  Advertising 


Display  Advertising 


Edititrial 


CALIF.  GRCyUP  buying  two  more  pa-  (K>OI)  OPPORTUNITY  for  national 
pera  needs  experienced  ad  manager  advertising  salesman  on  medium-sized 
and  salesmen.  Detail  experience  and  .  newspapers  locateil  in  Chart  Area  2. 
references.  P.  O.  Box  71,  Merced.  Calif.  We  ne^  a  man  with  sales  ability  and 

-  —  -  -  imagination  to  call  on  trade  and  to 

assist  our  national  reps  at  the  area 
level.  Outstaniling  lienefits.  Permanent 
job.  Box  384.  Editor  &  Publisher. 


THINK  THIS  AD 
OUT  CAREFULLY 


INDUSTRIAL 

EDITOR 


LONG  ESTABLISHED  WEEKLY.  Iqc  large  industrial  plant  located  in 
Due  to  fast  expanclinfr  metropolitan  wealthy  Lonf?  Island  community,  ^ks  i  a  i*  a 

area  and  creation  of  large  i>erimeter  ■  aggressive  young  mnrrie<l  advertising  I  -^^0  Tennessee  Valley  area.  Applicant 
shopping  centers  and  areas  we  are  '  salesman.  This  ‘s  a  op^r-  !  ,  , 

looking  for  a  man  who  has  a  good  tunity  f^  the  future.  Will  consider  should  have  college  degree  with  a 

saIor  VtAckirmund  nnd  Pxnerienc*  in  trainee.  Must  have  car.  References  re¬ 
sales  bacugrounci  ami  exi^nence  in  .,uire<l.  Box  389.  Editor  &  Publisher. 


CAPABLE.  EXPERIENCED  WOMAN 
for  “one  woman”  classified  <lepartment. 
Telephone  nnd  outside.  Young  enough 
to  do  real  day's  work,  old  enough  to 
have  know-how  in  promoting,  increas¬ 
ing  present  lineage.  Box  358.  Editor  ft 
Publisher. 


organization  and  plans,  primarily  the 
advertising  activities  of  groups  of  mer¬ 
chants,  plus  a  goo<l  background  in  re¬ 
tail  display  advertising.  This  spot  is 
open  on  large  Eastern  daily.  If  you  are 
the  right  man,  send  full  particulars  to 
Box  380,  Editor  ft  Publisher. 


READY  TO  MOVE  UP? 


We  need  an  aggressive  young  adver¬ 
tising  salesman,  who  wants  that  BIG 


journalism  or  English  major.  One  to 
three  years  writing  experience  desir¬ 
able. 


IMMEDIATE  OPENING  FOR 
CLASSIFIED  MANAGER 
for  9,000  circulation  daily.  We  need  an 
experienced  layout  and  copy  man.  Per¬ 
manent  position — paid  vacation — good 
insurance  program — pleasant  working 
conditions.  Fred  Koehl  or  Scott  Penrod 
—Phone  3-1583.  Ashland  Times  Gazette, 
Ashland.  Ohio. 


opportunity  to  move  up  to  a  large  I  Assignment  also  includes  press  and 
new8pa|)er.  The  position  we  have  ot>en  i 

We  are  looking  for  an  advertising  w !  communit/  relations.  Excellent  oppor- 
ftkesft  wLr I st <lo  cceative  Selling  and  are 

\  XVTeerinm  m‘o“st ^ 

enced.  and  has  a  successful  record  to  i  "."h'L  t  J'i".'' 

•.■.Asraa  u  ksift  Ka  issvi'ft  jobs  in  tho  newspapcF  ousiness.  write 

prove  It.  but  he  isn  t  getting  ahead  as  I  ^,*11  us  what  you've  done  and 

why  you  think  you're  ready  to  move 


Box  385,  Editor  ft  Publisher. 

Editorial 


Display  Advertising 


DISPLAY  ADVTG.  SALESMEN  wanted 
by  New  England  daily  newspapers  of 
all  circulation  sizes.  Send  complete 
resume  to  New  England  Daily  News¬ 
paper  Association,  340  Main  Street, 
Worcester  8.  Hass. 


fast  as  he  feels  that  he  should.  He  has 
met  all  the  challenges  that  his  present 
job  has  to  offer  and  often  feels  as  if 
there  is  little  opportunity  for  any  real 
advancement. 

If  the  above  describes  you  and  your  '  -  .  I 

job,  here  is  your  chance  to  promote  ’  BEGINNING  REPORTERS — Male  and  ! 
yourself  to  a  better  poeition  that  offers  Female.  Jobe  available  from  Coast  to  = 
you  an  opportunity  to  advance  in  the  Coast.  Send  rraumee,  location  prefer-  | 
advertising  department  ...  or  to  even  availability  date.  Contact :  Bill 

manage  a  newspaper  yourself.  '*  — 


expanding  nationally  known  organiza¬ 
tion.  Salary  commensurate  with  quali- 
j  fications.  All  replies  confidential.  Send 


resume  to 


Box  365.  Editor  &  Publisher 


LAYOUT  AND  COPY  CHIEF— man  or 
lady — for  eight  person  staff.  May  handle 
few  specialized  accounts.  Lovely,  deep 
South;  growing  city  of  50,000.  Eve¬ 
ning  and  Sunday  over  23.000.  Write  in 
detail  to:  Lee  Gox,  The  Meridian  Star, 
Meridian,  Miss. 


NA'nONAL  MANAGER 
for  7-day,  medium-size  New  England 
newspaper.  Prefer  second  man  on 
100,000  staff  or  national  manager  on 
small  daily.  Man  we  are  looking  for 
most  be  capable  of  building  nationai 
linage  through  constructive  thinking 
and  aggrmive  selling.  Write  full  par¬ 
ticulars.  including  salary  requirement. 
Box  307,  Editor  &  Publisher. 


We  are  a  thirty-thousand  class  daily  ;  CE  6-5C70. 
with  the  most  modern  equipment,  in¬ 
cluding  photo  •  composition.  and  a 
ninety-page  four-color  press.  We  have 
hospitalization,  credit  union,  liberal 


McKee,  BIRCH  PERSONNEL,  67  E.  ;  EXPERIENCED  REPORTER  for  25,000 
Madison  St.,  Chicago  2.  Illinois.  I  jaily  in  Midwestent  lake  city. 


CALIF.  GROUP  buying  two  more  pa- 


Good  pay,  working  conditions.  Box  362, 
Editor  ft  Publisher. 


vacations,  and  profit-sharing.  We  are  references.  P.O.  Box  71,  Merced, 

located  in  the  heart  of  the  far  West.  !  Calif, 


pera  needs  top-flight  managing  editor  |  GENERAL  REPORTER,  camera  expe- 
and  reporters.  Give  detailed  experience  rience  desired :  average  iiay,  but  real 


Please  write  for  further  information. 
Our  employees  know  of  this  ad.  Con¬ 
tact:  Box  348,  Editor  ft  Publisher. 


SALBSMAN-MANAGE3R.  good  on  lay¬ 
outs.  perrcnal  contact,  for  weekly  and 
shopper  in  central  New  England  col¬ 
lege  town.  Salary,  bonus  total  $135  or 
more  for  good  man.  Box  346,  Editor  ft 
Publisher. 


ADVER'nSING  DIRECTOR  for  morn¬ 
ing-evening.  Intermountain  combina¬ 
tion.  Must  be  able  to  organize  and 
direct  sales  and  plan  business  other 
than  special  sections  which  are  not 
published.  Give  full  resume  and  refer¬ 
ences.  This  is  outstanding  opportunity 
that  will  stand  investigation.  Box  412, 
Elditor  ft  Publisher. 


COPYWRITER 


In  Advertising  and  Public 
Relations  Dept,  of  major 
farm  equipment  manufac- 
turing  company.  Liberal  arts 
college  background  desira- 
ble,  with  Journalism  degree 
preferred.  Several  years  of 
writing  experience  with 
news^pers,  agency  or  cor- 
poration  required.  Opportu- 
nity  to  handle  wide  range 
of  assignments  and  grow! 

Excellent  company  benefits. 
Send  resume  and  salary  re- 
quirements  to: 

■  Personnel  Manager 

New  Holland  Machine  Co. 

DIVISION  OF  SPERRY  RAND  CORP. 

New  Holland,  Pa. 


ASST.  ADVEai'nSING  MANAGER. 
Fastest-growing  medium  New  Jersey 
daily  has  rare  opportunity  for  an  ex¬ 
perienced.  hard-hitting  advertising  man 
to  become  assistant  advertising  man¬ 
ager:  to  work  with  and  direct  sales 
staff  of  10:  handle  responsibility  of 
retail  promotions  and  production  de¬ 
partment.  Full  company  benefits,  bo- 


EXPERIENCED 
DESKMAN  AND  REIPORTERS 
New  Jersey  daily  in  New  York 
metropolitan  area. 

Box  335,  Eiditor  &  Publisher 


NEWS  EDITOR  for  West  Coast  Metro¬ 
politan  A.  M.  Must  have  thorough 
knowledge  of  telegraph  and  copy  desk 
operations — background  in  national  and 
world  news — stability  under  pressure — 
and  proven  leadership,  ability.  Top 
salary  for  top  man.  Reply  Box  314, 
Elditor  &  Publisher. 


opportunity  with  growing,  6,000  cir¬ 
culation,  5-day  daily  in  Central  Texas. 
HERALD.  Killeen.  Tex. _ 

REPORTEatS  wanted  by  New  England 
daily  newspapers  of  all  circulation 
sizes.  Send  complete  resume  to  New 
England  Daily  Newspaper  Association, 
340  Main  Street,  Worcester  8,  Mass. 

REPORTEai  -  PHOTOGRAPHER  for 
spot  news  and  feature  coverage  in 
extensive  circulation  area.  We  want  a 
man  with  some  experience,  or  a  man 
who  feels  he  has  the  potential  to  pro¬ 
duce  good  copy  (words  and  pictures) 
for  40,000  daily  and  Sunday  PM.  Write: 
Box  364,  Editor  &  Publisher. 


REPORTER  to  cover  suburban  shore 
community.  Car  essential.  Good  pay 
and  benefits.  Connecticut  P.M.  daily. 
Box  327,  EMitor  &  Publisher. 


REPORTEHt  for  Chart  Area  4  morning 
daily.  Prefer  young  college  graduate 
with  some  experience.  Excellent  work¬ 
ing  and  living  conditions.  Chance  to 
advance  with  growing  paper.  Box  354, 


SMALL  NO.  OHIO  DAILY  needs  a  Editor  ft  Publisher, 
work  horse  capable  of  handling  all 
phases  of  newsroom  work,  including 


. . . .  ,  _  _  ~  REPORTE®  for  small  city  afternoon 

nus.  Salary  $7,300.  Box  423  Editor  &  '  Photography.  Speed,  enthusiasm,  and  an  I  daily,  use  car,  camera,  ^ould  know 
Publisher.  ’  \  «y*  for  feature  play  are  a  must  for  sports.  Box  373,  EJditor  ft  Publisher. 

man  to  All  this  itt  spot  on  5-man - Z  ' 

staff:  Write  Jarry  Campbell,  Reflector-  i  TELEIGRAPH  EDITOR.  Coast 

Herald.  Norwalk,  Ohio.  Give  full  par-  |  morning  paper  has  telegraph  desk^o|»n- 


DISPLAY  SALESMAN,  strong  on 
selling,  for  13M  daily.  Chart  Area  #2. 
Energetic  self-starter  needed.  $115.00 
to  $140.00.  depending  upon  ability. 
More  as  merited.  Company  lieneflts. 
Write  background  in  detail  to  Box 
408,  Elditor  ft  Publisher. 


DUE  TO  STAFF  MEMBER  promo¬ 
tion,  an  opening  is  made  for  a  man 
on  the  sales  staff  of  a  big  Metro¬ 
politan  Daily  Newspaper. 

We  publish  both  Morning  and  Eve¬ 
ning  in  Chart  Area  6 — a  market  of 
%  million  population.  New  modern 
plant,  in  fine  city  with  above-average 
schools  and  residential  communities. 

Five-day  week,  insurance,  retirement 
foundation  and  other  benefits. 

We  are  interested  in  hearing  from 
successful  Retail  Advertising  salesmen 
with  small  daily  or  large  weekly  news¬ 
paper  experience,  who  wants  to  step 
up  to  the  “BIG  TIME." 

Man  considered  will  be  under  35 
with  at  least  2  years'  of  Retail  Adver¬ 
tising  experience. 

Write  experience,  education,  marital 
status  to  Box  400,  Eklitor  ft  Publisher. 

All  replies  acknowledged. 


ticulars,  including  eliiM,  references, 
salary  expected. 


CHART  AREIA  2  DAILY  has  an  open¬ 
ing  for  an  experienced  reporter  with 
an  interest  in  working  up  to  the  city 
desk.  Full  details,  please.  All  replies 
confidential.  Box  370,  Eklitor  ft  Pub¬ 
lisher, 


ing.  Please  telephone  Managing  Elditor. 
Wilmington  (N.C.)  Morning  Star, 
collect — ROger  2-33il. 

TOP-FTJGHT  RIM  MAN  and  experi¬ 
enced  reporter  needed  immediately  on 
prestige  New  Jersey  daily.  Submit  ref¬ 
erences,  salary  requirements.  Prefer 
New  Jersey  residents.  Box  378,  Elditor 
ft  Publisher. 


COPYREADER  —  seven-day  morning 
newspaper  in  mid  Chart  Area  10  and 
11  needs  young,  aggressive  copyreader. 

Give  full  experience  and  education  in  _  _ _ 

first  letter  to  Box  360,  Eiditor  ft  Pub-  1  jBvVninig  News. 
Usher. 


WOMAN  REPOBTE31  —  Experienced, 
for  both  beat  nnd  general  assiernment. 
Send  full  background  details,  refer¬ 
ences  to  Eiditor,  Kenosha  (Wisconsin) 


REAL  OPPORTUNITY  for  2  reporters 
looking  for  advancement,  challenge  on 
growing  medium-size  Chart  Area  2 
daily.  Elxperienced  man  needed  for  day- 
side  beat  in  lively  suburban  city,  in¬ 
cluding  city  hall,  police,  features.  Sec¬ 
ond  reportes  ne^s  less  experience  for 
job  on  general  assignments.  Car  a 
must.  Good  pay.  benefits.  Chance  to 
work  on  paper  that  cares  about  your 
1  career.  Box  340,  Eiditor  ft  Publisher. 


BRANCH  OFFICE  JOB  OPE2^  for 
good  two-thirder  reporter,  man  or 
woman.  In  western  area.  Must  be 
competent  to  handle  police  and  court 
news  accurately.  State  salary,  experi¬ 
ence  and  references.  Box  413.  Eiditor 
&  Publisher. 
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COPYREADEIR,  exijerienced:  top  pay 
Midwest  afternoon  metropolitan;  pen¬ 
sion  and  other  benefits,  ^x  425,  Eidi¬ 
tor  &  Publisher. 
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HELP  WANTED 


HELP  WANTED 


HELP  WANTED 


HELP  WANTED 


Editorial 


Editorial 


Editorial 


Photography 


CITY  EDITOR 

for  20,000  daily  Chart  Area  11.  Tough 
job  with  good  future.  Reporting  and 
desk  background  essential.  Send  clips. 
Box  395,  Editor  &  Publisher. 


ENERGETIC  TELHXJRAPH  EDITOR 
for  morning  daily,  20,000  circulation. 
Chart  Area  2.  Exjierience  on  wire  desk 
required.  Excellent  job  benefits.  Box 
424,  E<litor  &  Publisher. 


REPORTER  -  PHOTOGRAPHER  for 
main  reiiorting  spot  on  small  Northern 
Ohio  daily.  Reflector,  Norwalk,  Ohio, 


COPY  EDITOR,  experienced,  for  18,000 
P.M.  daily.  Chart  Area  2;  C  P.M.  to 
3  A.M.,  five-day  week.  Good  pay,  lil>- 
eral  company  l)encfit8.  Only  hard 
worker  need  apply.  Write  Box  394, 
Editor  &  Publisher. 


COPVREADER.  Exiwriencetl.  Know!- 
edge  of  Make-Up,  Telegraph  or  Cap¬ 
tions  will  be  an  asset.  N.  Y.  Metro- 
t)olitan  Area.  Daily  anti  Sunday,  Box 
404,  Editor  &  Publisher. 


DESK  MAN  with  top  energy,  capacity 
for  sharp  copy-reading,  ability  to  write 
truly-reflective  headlines,  run  rim 
from  slot  for  two-edition  daily  of 
30,000  circulation  in  progressive  city 
within  70  miles  of  New  York.  Sub¬ 
stantial  salary  open  for  discussion,  but 
give  indication  in  first  reply  of  range 
you  will  consider.  Knowledge  of  pic-  , 
ture  editing  and  assigning  desired. 
This  is  an  A-1  offer  from  an  organi¬ 
zation  wanting  an  A-1  desk  man.  Re¬ 
ply  to  Box  392.  Eklitor  &  Publisher.  I 


OUTDOOR  WRITER 

I  want  a  young  writer  with  ability 
and  enterprise  who  meets  demand  for 
new  aijproach  in  covering  outdoor  field. 
Seek  writer  who  can  tell  outdoor  story 
in  terms  of  i>eople  and  iiersonalities — 
not  in  the  gauge  of  the  gun  or  the 
weight  of  the  fishing  line.  A  genuine 
interest  in  outdoors  required,  but  writ¬ 
ing  ability  and  imagination  to  develop 
a  field  stagnated  by  "experts”  more 
im|K>rtant.  If  the  i)otential  appeals  to 
you,  submit  complete  resume  to  Tommy 
Devine.  Sjtorts  Editor,  Miami  News. 
Miami,  Florida. 


Southern  California 
Semi-Weekly  Needs 
A  Newspaperman 


PHOTtKJRAPHBR  -  REPORTER  for 
bustling  New  Hampshire  p.m.  daily. 
Unlimited  future  for  imaginative  phoi 
tographer  who  knows  darkruum  pro. 
cedures.  Some  doubling  on  news.  Top- 
notch  pay,  tension,  working  condi¬ 
tions.  Send  resume  and  samples  to 
Box  405,  Editor  &  Publisher. 


Promotion 


We  neetl  an  editor  with  an  aggressive  ] 
approach  to  news,  a  man  who  can  i 
turn  out  fast,  accurate  copy  and  who  | 
can  take  pictures  and  appreciates  their  i 
value.  No  duties  outside  of  editorial  ; 
dept. 


REPORTER,  experienced,  for  New  j 
England  PM  daily ;  general  assign-  ! 
ments;  knowledge  of  sjtorts.  Send  ref-  | 
erences,  salary  expected  first  letter.  1 
Box  328,  Eklitor  &  Publisher. 


Lively,  growing  paid-circulation  i>a|ier 
in  pleasant  community.  Not  overshad¬ 
owed  by  larger  city.  Dry  climate. 


Starting  salary  range  $140  to  $160  i>er 
week,  iletails  of  paid  vacation,  medical 
insurance,  mileage  allowance  by  letter. 


REPORTER  needed  by  prize-winning 
Northern  New  England  afternoon 
daily.  Bright  lieginner  considered  for 
general  l>eat  work.  Box  414,  Editor  & 
Publisher. 


Please  do  not  apply  unless  you  ran 
come  to  So.  Calif,  for  iiersonal  inter¬ 
view  within  30  days. 


Write  immediately  via  air  mail  Box 
390,  Eklitor  &  Publisher.  Include  tele¬ 
phone  number. 


MANAGING  EDITOR  for  Berea  News,  j  SOUTHERN  INDIANA  DAILY  wants 
national  prize-winning  ABC  Weekly,  j  young  man  with  some  copyreading  ex¬ 


in  fast-growing  suburban  college  com¬ 
munity.  Seek  pro<lucer  who  can  direct 
staff  of  three.  B.  W.  Mittler,  Berea 
News,  Berea.  Ohio. 


I)erienre  interested  in  hard  work  and 
opportunity  on  news  desk.  Please  give 
full  details  and  references.  Box  ^8, 
Eklitor  &  Publisher. 


CLASSIHED  AD  ORDER  FORM 


NAME 


COMPANY  (If  any) _ 

ADDRESS 
CITY,  STATE 

Insert  my  classified  ad  for 
Clauification 


insertions 


COPY: 


Q  Auign  a  box  number  and  mail  replies  dailyl 


Mail  to: 


EDITOR  &  PUBLISHER  •  850  Third  Avenue  •  New  York  22,  N.Y. 


(For  ads  el  the  "Situatieas  Wanted"  nature,  enclose  remittance  with  order. 
See  classified  rate  structure.) 


SPORTS  EDITOR 
Top-quality  Ohio  daily  needs  first-class 
sports  editor  with  some  exi>erience,  in¬ 
cluding  layout.  Prefer  Ohioan  or  nearby. 
Elxcellent  staff,  health  insurance,  vaca¬ 
tions.  etc.  Send  samples,  references, 
salary  exi>ected  to  Ralph  May,  Elditor, 
Times-Gazette,  Ashland,  Ohio. 


COPYWRITER 
Opening  on  or  before  Octolicr  1  in 
Promotion  Dept,  large  metroimlitaa 
eve.  and  Sun.  Chart  Area  2.  .Military 
replacement.  Excellent  opportunity  to 
work  into  iiermanent  career  position. 
Chance  to  take  part  in  entire  promo¬ 
tion  effort  in  highly  aggressive  dept,  in 
comiietitive  market.  Applicant  should 
have  newspaiier  exiierience,  either  in 
promotion  or  editorial  assignments, 
maturity  to  assume  imme<liate  responsi¬ 
bilities  and  turn  out  professional  news 
copy.  Top  lienefits  and  salary,  latter 
dependent  on  experience.  This  can  be 
stepping  stone  to  promotion  future  for 
man  or  woman  with  enough  e.\|>erience 
to  fill  immediate  requirements  and  then 
take  advantage  of  heavy  departmental 
load  to  broaden  exiierience  and  assume 
additional  resiionsibilities.  No  age  limit, 
although  young  iierson  should  find  po¬ 
sition  most  rewarding.  College  degree 
in  liberal  arts  or  journalism  or  equiva¬ 
lent  work  exiierience  and  self  educa¬ 
tion  a  must.  Send  complete  resume, 
samples  and  photo  to  Box  418,  EMitor 
&  Publisher,  immediately. 


Public  Relations 


SPORTS  EDITOR  —  Medium  -  sized 
morning  paper  with  a  top  sports  sec¬ 
tion  wants  shirt-sleeved  producer.  One 
who  can  assume  all  responsibility.  Top 
salary  and  fringes.  Send  references. 
Must  lie  available  soon.  No  material 
returned.  Box  420,  Eklitor  &  Publisher. 


BAR  ASSOCIATION  desires  competent 
man  to  handle  its  public  relations  and 
production  of  its  publication.  Some 
legal  background  would  be  helpful.  Ex¬ 
cellent  opportunity  for  man  in  middle 
years  who  desires  position  without 
pressure  or  great  volume  of  work. 
Box  344,  Eklitor  &  Publisher. 


I  SPORTS  REPORTER  wanted,  capalile 
I  of  handling  city  desk  one  shift  a 
j  week,  on  daily  in  progressive  upper 
South  city  of  25,000.  $95  to  start. 

;  Write  Box  393.  Editor  &  Publisher, 
giving  experience,  references. 


PUBLIC  RELATIONS  branch  office  a^ 
sistant  managerships  at  university  lo¬ 
cations  in  upstate  N.Y..  Midwest  and 
Pacific  Coast.  Single,  college-fratemity- 
member  graduates  preferred.  Send  full 
resume.  Box  343,  EMitor  &  Publisher. 


TWO  GEa^ERAL  NEWS  REPORTERS 
;  needed  for  aggressive  morning  daily  of 
I  14,000.  Should  have  genuine  interest 
in  local  news  and  a  passion  for  accu- 
I  racy.  Send  details  at  once  to:  Eklitor, 
'  Press-Republican,  Plattsburgh,  N.  Y. 


WANTEID :  One  Reporter — you  know, 
the  old-fashioned  kind  that  can  spell, 
dig  for  news,  stay  sober,  and  put  in 
hours.  There  must  be  one  left.  Will 
hire  him  if  there  is.  Box  415,  Elditor 
&  Efiiblisher, 


WIRE  &  MAKEUP  EDITOR  for  3-day 
morning  daily.  Write:  Bob  Bryan. 
Daily  Times-Democrat,  Cullman,  Ala. 


PRESS 

RELATIONS 

WRITER 


YOUNG  REPORTER  —  feature  writer 
for  aggressive  Lake  Erie  Daily.  Accu¬ 
racy,  bright  writing  essential.  Camera 
know-how  helpful.  Minimum  2-3  years’ 
experience.  Write:  William  Roesgen, 
Sandusky  Register,  Sandusky,  Ohio. 


Mechanical 


Outstanding  opportunity  for  person 
with  from  2  to  3  years’  newspa¬ 
per  or  P.R.  experience  to  act  as 
liaison  with  press.  Progressive 
salary  policies  along  with  liberal 
company  l)enefits  including  pen¬ 
sion.  group  health  and  life  insur¬ 
ance,  etc.  Send  complete  resume — 
express  salary  needs,  to — 


RAPID  EXPANSION  OPENS  a  press  i 
and  general  machinist  job  in  our  plant.  | 
Desire  man  with  experience  on  Scott 
and  Goss  presses  and  auxiliary  equip¬ 
ment.  Electrical  experience  helpful  but 
not  essential.  Only  capable  and  expe-  j 
rienced  men  who  are  willing  to  work  , 
need  apply.  Salary  open.  Please  state  ; 
full  details  and  references  in  first  letter. 
Apply,  Carl  Lawrence,  Production 
Managrer,  TTie  Citizen-News,  Hollywood 
28,  Calif. 


Syndicate  Salesmen 


Miscellaneous 


JOB  OPPORTUNITIES  at  all  levels 
on  Pennsylvania  newspapers.  Our  mem¬ 
bers  are  looking  for  well  qualified  re¬ 
porters,  editors,  advertising  men  and 
back-shop  personnel.  Write  PNPA,  2717 
N.  Front  St.,  Harrisburg,  Penna. 


TRADE  SCHOOLS 


OPENINGS  on  many  N.  C.  newspapers 
in  all  departments.  Need  reporters,  ad¬ 
vertising  salesman  and  mechanical  dept. 
Send  applications  to:  J.  D.  E’itz,  S^ 
retary.  North  Carolina  Press  Associa¬ 
tion,  Box  561,  Morganton,  N.  C. 


Linotype  School 


OHIO  UNO’TYPE  SCHOOL 
LOGAN,  4,  OHIO 
Linotype,  Intertype  Instruction 
EYee  Information 
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PUBLICITY  REPRESENTATIVE 

Leading  transportation  company  hu 
challenging  opportunity  in  Chicago. 
Degree  in  Journalism  or  related  field, 
plus  some  reporting  experience.  Salary 
$6000  or  more,  depending  upon  length 
and  quality  of  experience.  Excellent 
^vancement  prospects.  Send  resume, 
including  salary  requirements,  to:  Box 
345,  Eklitor  &  Publisher. 


CIRCULA 
ant.  Agg 
moter.  1! 
newspapei 
Plan,’’  n 
seriptions 
lisher. 


CIBOULA 
enced  in 
velopment 
sition  wit 
3  and  6 
Publisher. 


CIRCULA 
experience 
carrier  ] 
enoes.  D* 
sition  in 
Box  409, 


SMITH  KLINE&FRENCH  LABS 

c/o  Personnel  Dept.  3-B 
Philadelphia  1,  Pa. 
An  Eiqual  Opportunity  Eknployer 


ADVl 


SALESMAN 
NEWSPAPER  FEATURES 

Well-known  newspaper  syndicate  has 
opening  for  a  salesman,  (instant 
travel  required.  Car  necessary.  Expe¬ 
rience  important.  Give  starting  salary 
and  background  in  first  letter.  Box 
391,  Eklitor  &  Publisher. 


GEEATEI 
^  ad  mi 
btekgroun 
JJtie.  Ai 
rublisher. 


EDIT! 
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SITUATIONS  WANTED 

The  employer's  guide  .  .  .  from  trainee  to  executive- personnel. 


«i 


idministrative 


Display  Advertising 


Editorial 


Editorial 


mieD  management  potential? 

CONSULTANTS  ★★★ 
Box  7206,  Jacluonville  10,  Florida 

OWNER . OPERATOR  j 

If  you  nwl  a  seH8one<l.  trustworthy,  | 
versatile  iiew8|>ar>er  executive,  see  me  i 
in  Chicok'o  Octolier  16-20.  OR  you  I 
name  date  ami  place.  Box  397,  Eklitor  | 
&  Publisher.  ; 


DISPLAY  SALESMAN.  32,  colleire 
Kraduate,  exi>erienre<l ;  daily  or  week-  < 
ly.  Chart  Area  1  or  2.  Box  377,  Editor 
&  Publisher. 


Editorial 


(Cartoonists 


POLITIC.VL  CARTOONIST.  Younic, 
energetic,  able.  Elxcellent  draftsman. 
Samples  and  resume  on  request.  Box 
262,  Editor  &  Publisher. 

editorial  cartoonist — Exiwri- 
eneed  young  cartoonist  with  college 
degree  has  original  ideas  and  is  ex¬ 
cellent  draftsman.  For  resume  and 
samples  of  fresh  style  write  Box  387, 
Editor  &  Publisher. 


Circulation 


CIRCULATION  MANAGER:  not 
broke,  hungry,  or  jobless.  Craves  ex¬ 
citing  challenge.  Qualified,  hard  work¬ 
ing,  promotion  and  sales  minded — ag¬ 
gressive.  Best  references.  Can  show 
t^id  results.  Box  267,  Editor  &  Pub- 
lis^r. 


**  EDITORS  &  REPORTERS  **  i 

National  clearing  house  for  competent  1 
personnel  coast-to-coast  at  no  charge 
to  employer.  Phone.  Write  or  Wire  i 
HEADLINE  PERSONNEL  (Agency)  i 
66  W.  46  St..  New  York,  OXford  7-6728 

AWARD-WINNING  WRITER  prefers  , 
change.  Vet,  26,  J-grad,  6  years’  ex-  | 
perience.  Sirorta  preferred  but  can  ban-  | 
die  any  assignment  including  features,  ; 
:  general  news,  camera,  make-up.  Must  | 
offer  opportunity  for  advancement. 

,  Now  on  60,000  P.M.  Excellent  refer¬ 
ences.  clips.  Box  273,  Editor  &  Pub-  | 
I  lisher.  I 

:  REIADER-WINNING,  coat-cutting  man-  ' 
aging  editor.  Standards,  results  high.  ! 
Imaginative,  inspiring,  thorough,  vig¬ 
orous.  Successfully  rimning  good  sired 
’  daily  in  Los  Angeles  area.  Seek  larger 
i  opportunity  in  same  area. 

Box  286,  Eklitor  &  Publisher. 


CONNECTICUT 

.Vggressive.  meticulous  news  e<li- 
tor.  now  at  $8,500  on  major  <laily, 
seeks  editorship  with  profit-shar¬ 
ing  opiKirtunity  on  small-me<lium 
Connecticut  daily.  29.  AB  Eng¬ 
lish.  MSJ,  7  years'  reporting, 
photo,  e<litorial8,  desk,  makeup. 
Want  career  spot  on  quality  pa- 
l>er,  progressive  community,  goixl 
schools.  Box  399,  Eklitor  &  Pub¬ 
lisher. 

CXIPYREADER  -Chart  Areas  1,  3. 

Box  386,  Editor  &  Publisher. 

EiDITOR,  all-around  newsman,  expe¬ 
rienced:  college.  Chart  Areas  1,  2,  3. 

Now  1  Box  396,  Editor  &  Publisher. 


PART-TIME  COPY  EDITOR.  Tvvo 
exi>erience<l  e<litors  will  write  and  edit 
your  fillers-  five  columns  a  week — 
saving  your  staff  time  and  your  paper 
money.  E'or  rates  and  free  sample, 
write:  Snappy  Filler  Service,  610 
Wataga,  Louisville  6,  Ky. 


Mechanical 


ClRCULiVnON  DIRECTOR  available 
for  interview  with  Progressive  Pub¬ 
lisher  seeking  outstanding  circulation 
gains.  Aggressive,  promotion-minded 
executive  with  result-getting  compe¬ 
tence.  Prefer  HIGHLY  COMPETITIVE 
situation.  Will  successfully  trsun  and 
a^inister  a  top-flight  home  delivery 
organization  at  a  cost-conscious  level. 

43,  married.  Resume  in  confidence. 
Box  347,  Eklitor  &  Publisher. 

CIRCULATION  MANAGER  or  Assist¬ 
ant.  Aggressive  worker,  and  a  pro¬ 
moter,  18  years’  exi»rience  on  two 
newspapers.  Familiar  "Little  Merchant 
Plan,’’  motor  routes  and  mail  sub¬ 
scriptions.  Box  376,  Elditor  &  Pub¬ 
lisher. 

CIROUIjATION  MAN — young — experi¬ 
enced  in  all  phases  of  circulation  de¬ 
velopment  and  fulfillment.  Ilesires  iio- 
sition  with  a  future.  Chart  Areas  2, 
3  and  6  preferred.  Box  419,  Eklitor  & 
Publisher. 

CIRCULA’nON  MANAGER— 12  years’ 
experience  all  phases  circulation  and 
carrier  promotion.  Elxcellent  refer¬ 
ences.  llMires  relocation  to  good  po¬ 
sition  in  Chart  Areas  9,  10  or  12. 
Box  409,  Eklitor  &  Publisher. 


YOUNG  MARRIED  COUPLE  seeks 
reporting  jobe.  Journalism  grads  — 
college  editors.  Husband  4^  years’ 
part-time  N.  Y,  World-Telegram,  The 
;  AP;  wife  PR,  house  organ  experi- 
;  ence.  Available  November  20th.  Box 
I  279,  Eklitor  &  Publisher. 

COMPEUraiT  COPYREIADER.  Experi¬ 
ence  on  larger  dailies  in  South,  South¬ 
west.  Single,  48,  college.  Avttilable 
now  I  Box  318,  Eklitor  &  Publisher. 


GEai.  ASSIGNMENT  REa»ORTER,  six 
years’  experience;  now  with  15,000 
daily  in  Chsu^  Area  2.  Journalism 
grad,  26,  single.  No  military  obliga¬ 
tion.  Box  316,  Eklitor  &  Publisher. 


CIRCULATION  MANAGER  or  Assist¬ 
ant.  Proven  ability.  20  years’  experi¬ 
ence  on  both  small  and  large  papers. 
Family  man — age  42.  Currently  C.  M. 
Box  401,  Eklitor  &  Publisher. 


(Classified  Advertising 


CLASSIFIED 
ADVER-nSING  SPECIALIST 

Trade  Papers — Newspapers 
Why  say  more?  Evelyn  (Kolojay) 
Walsh.  Box  308,  Eklitor  &  Publisher 


Correspondents 


;0TH  STATE  CORRESPONDENT.  Ex¬ 
perienced  newsman,  free-lancer  will 
handle  Hawaii  assignments  for  trade, 
bnsiness  or  general  magazines.  Box 
193.  Eklitor  &  Publisher, 

Display  Advertising 

AD  MAN,  24,  married,  BS  degree; 
four  years’  experience  on  130,000  daily; 
yraduate  newspaper  training  program. 
B<w  337,  Eklitor  &  Publisher. 

greater  challer^ge  wanted 

V  ad  manager  of  small  daily.  Solid 
“•Aground,  proven  ability,  entbusi- 
>Mic.  Age  36.  Box  371,  Eklitor  & 
rublisher. 


CAN  YOU  USE  a  working  newsman  i 
who  can  handle  makeup,  heads,  write  I 
and  edit  copy,  process  wire  stories  : 
and  shoot  own  photo-features?  Former  ! 
weekly  editor  now  stymied  on  deadend 
desk  job.  Elxperienced  sports,  suburban  , 
writing,  features,  beats.  References. 
Box  368,  Eklitor  &  Publisher. 

COPY  DEISK  —  Quality  Eklitor  for  I 
quality  job.  Deft  makeup,  telegraph, 
slot.  Box  336,  Eklitor  &  Publisher. 

EDITOR-WRITER.  15  years’  experi¬ 
ence  general  imsignment.  features, 
desk.  Now  directing  6-man  department 
for  two  dailies  and  Sunday  edition. 
Award-winning  stories.  Seeks  greater 
opportunity.  Available  early  November. 
Box  356,  Elditor  &  Publisher. 

REPORTER,  experienced,  mature. 
Solid  background  local  government, 
general  coverage.  Interested  in  change 
which  might  lead  to  desk,  editorial 
writing.  Far  West  or  South  preferred. 
Present  wage  $125.  Box  367,  Elditor  ft 
Publisher. 


EDITOR-WRITER.  Yale  Ph.D.  Au¬ 
thor  of  articles,  reviews,  three  Ixroks, 
with  five  years’  daily — weekly  news 
and  reviewing  experience  (Washing¬ 
ton,  San  E'rancisco,  Milford,  Conn.): 
editor  of  two  iiuarterly  journals ;  seeks 
feature,  review,  or  desk-rewrite  spot 
on  metropolitan  daily  or  iiopular  mag¬ 
azine.  Box  402,  Eklitor  ft  Publisher. 

FIGHTING  NEWSMAN  punched  guy 
in  nose ;  l>oth  learned  lesson.  I  was 
canne<l.  Five  years’  ex|)erience  all 
phases.  Will  do  anything  to  feed  and 
clothe  4  children.  Box  421,  Eklitor  & 
Publisher. 

FORMER  EDITOR  good  Montana 
weekly  newspaper  seeks  new  position 
with  any  type  publishing  firm  in  Cali¬ 
fornia,  preferably  metropolitan  area, 
most  especially  San  Francisco  region. 
Single,  25.  B.A.  journalism  degree,  3 
years’  experience  reporting,  editing, 
good  editorial  writing.  Will  consuler 
anything  in  publishing  field,  from 
newspapers  to  public  relations,  even 
straight  matter  Linotype  operating  (1 
gal  p.h.  max.  clean).  Box  407,  Eklitor 
&  Publisher. 

HAVE  TYPEWRITER. 

WILL  TRAVED 

CITY  EDITOR  of  23,000  weekly  plans 
trip  to  Mexico;  S.A.,  to  hit  all  i>oints 
j^ssible  after  departure  end  of  Nov. 
To  travel  by  bus,  rail  entirely.  Write 
colorful,  interesting  (>ersonal  observa- 
tions-interviews  —  daily-twice  weekly. 
NAME  OWN  TEDMS!  Feature,  edi¬ 
torial  experience — BA  degree  Journal¬ 
ism.  Write:  Apartment  15,  1121  E. 
3rd  Street,  Long  Beach,  California. 


PRESSROOM  FOREMAN— competent 
young  man.  17  years’  experience  preae 
— stereo— color.  Good  record.  Seeks  fore- 
manship.  Box  281,  Eklitor  &  Publisher. 

I  AM  INTEREkSTED  in  giving  some 
progressive  newspaper  a  good  compos¬ 
ing  or  mechanical  operation.  Can  be 
very  valuable  to  any  operation,  hot  or 
cold.  Box  372,  Eklitor  ft  Publisher. 

"production  manager 

.  .  .  with  comixising  and  press  room 
background.  25  years  on  small  and 
large  dailies;  last  16  supervision.  New 
process  experience.  Presently  employed. 
Former  employers  for  references.  Box 
352,  Elditor  ft  Publisher. 


Photography 


METROPOLITAN  SPORTS  WRITER 
wants  job  as  big  league  baseball  re- 
I)orter.  Box  406,  Eklitor  ft  Publisher. 


:  (XK)D.  HARD-WORKING  newa  pho- 
;  tographer  who  can  write.  Car,  cam- 
I  eras,  family.  Box  341,  Eklitor  ft  Pub- 
'  lisher. 

TWIN  PHOTO  TEAM  seeks  staff  op- 
liortunity  in  newspaper,  magazine. 

;  television  or  news  service.  3  Mi  years’ 
as  news-photo  correspondents.  Mem- 
,  bers:  I.P.P.A.,  N.P.P.A.  Efficient 
with  Graphics,  movies,  writing  and 
I  dark-room.  Prefer  CTiart  Areas  12. 

I  10 — willing  to  consitler  other  areas. 

I  References.  Rowe  Twins,  608  So. 
Madison,  Iowa  City,  Iowa. 

;  Public  Relations 

PUBLIC  RELATIONS 
We  have  hundreds  of  publicity,  public 
relations  and  employee  communications 
people  on  file.  Send  us  your  job  speee. 
We’ll  send  you  resumes  to  match.  Con¬ 
tact.  Bill  McKee,  BIRCH  PERSON¬ 
NEL.  INC.,  6  East  Madison  St..  Chl- 
<  cago  2,  Illinois.  CElntral  6-5670. 

COLLEGE  NEWS  BUREAU  or  pub- 
I  lie  relations  job  wanted  by  married 
man  with  five  years'  daily  newspaper 
experience,  and  a  B.S.  degree  in  public 
>  relations.  Now  employed  as  a  reporter 
,  on  a  Northeastern  daily.  Background 
includes  sports  writing,  editing,  gen¬ 
eral  assignment,  city  government  and 
some  camera  work.  Box  342,  Eklitor  ft 
Publisher. 


ADDICTTED  NEWSMAN  seeks  top 
post.  Age  28.  Elxperienced  most  heats, 
features.  Will  do  solid,  readable  work 
for  quality  Elast  Coast  daily.  Veteran, 
J-graduate.  Present  wage  $6,000  on 
Metro  daily.  Box  416,  ^itor  &  Pub¬ 
lisher. 


!  BEXJINNER  in  newspaper  field.  Some 
^  experience  in  relate<l  fields.  Looking 
{  for  general  assignment  spot.  Female. 

!  Degree.  Box  417,  Eklitor  &  Publisher. 

I  BOOK.  MAGAZINE 

I  publishers,  note;  newsman  15  years’ 
seeks  copyreading,  writing,  editing. 
allie<l  job.  Box  382,  Eklitor  ft  Pub- 
I  lisher. 

I - 

CALIFORNIA  DAILY  EDITOR,  40. 
top  award-winner:  expert  TTS  and 
makeup;  former  Mechanical  Superin¬ 
tendent.  Journalism  graduate.  Refer¬ 
ences  galore  I  Desk,  slot  or  beat.  Write: 
Box  411,  Eklitor  ft  Publisher. 


EDITOR  AND  PUBLISHER’S  CHART  AREA 


Use  CHART  ARE.4  Number  in  .4d  Copy  for  showing 
LOCATION  without  IDENTIFICATION 
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01  fTl  11  1  nr^l  •  X  Herbert  Now  Heads 

ohop  lailK  at  Ijurty  Magazine  Group 

John  K.  Herbert,  who  was 
n  publisher  of  the  American 

Weekly  until  recently,  is  retum- 
■  inR  to  the  maRazine  fold  as 

president  and  chief  executive 
officer  of  the  Mapazine  Publish- 
adver-  considerably  preater  than  Media  ers  Association. 


By  Robert  U.  Brown 

Color  Potential 


‘Run-of-paper 


FTC  Checks 
Ad  Decree 
Compliance 


tisinp,  the  little  Topsy  of  the  Records  reports  but  this  is  an 
newspaper  business,  holds  defin-  adequate  and  accurate  measure, 
ite  potentials  as  a  new  source  of  In  1951  Media  Records 
increased  revenue.”  reported  (for  its  371  papers) 


,,  ,  iuuKazme  r-uoi.M.-  Representatives  of  the  Federal 

considerably  preater  than  Media  ers  Association.  m  j  i  ■  ■ 

o  A  u  *  tu-  •  TT  L  ^  •  j.  Trade  Commission  are  clu'ckmii: 

Records  reports  but  this  is  an  Mr.  Herbert  is  a  former  ex-  t 

adequate  and  accurate  measure,  ecutive  publisher  of  the  Neiv  AHvArtiBintr  AirencieB  mH 
In  1951  Media  Records  York  Journal  American.  Early  t  J  ^ 

reported  (for  its  371  papers)  in  his  career  he  was  an  execu- 


Editor  &  Publisher  said  that  total  color  linape  of  46,  817,  024 
i  1935.  What  a  masterful  In  the  same  year  total  linape 


understatement!  (includinp  co 

E&P’s  first  survey  of  color  265. 
linape  and  listinp  of  papers  By  1960 
offerinp  color  (July  13,  1935)  reporteel  for 
reported  that  371  daily  papers  linape  of  17 
were  printinp  ROP  color.  Linape  linape  (incl 
recortls  were  available  from  only  5,499,854,652, 
113  of  those  papers  but  they  This  means 


In  the  same  year  total  linape  the  Hearst  Corporation  and 
(includinp  color)  was  4,014,157,-  later  with  the  National  Broad- 


m  n.s  ne  was  a.,  caccu-  Association  on  compliance  with 

ive  in  the  mapazme  division  of  ^nti-trust  consent  <lecree8 


sipned  in  1956. 

Frederic  R.  Gamble,  4- A  presi- 


265.  castinp  Company.  i  i.  j  -u  j  u  i.  ' 

By  1960  Media  Records  In  his  new  post  Mr.  Herbert  ^ 

reported  for  395  papers  color  succeeds  Robert  E.  Kenyon  Jr.,  . it.  ^ 
linape  of  177,548,837  and  total  a  former  publisher  of  Printer's  ^  %  comp  eeioo^ra- 

linape  (includinp  color)  of  Ink,  who  will  be  executive  vice-  ®  * 


113  of  those  papers  but  they  This  means  that  whereas  total  member  services  and  trade  asso- 

carried  5,125,918  lines  of  color  linape  was  increasinp  over  the  ciation  activities, 

in  1934  compared  to  126,128  10-year  period  by  37%,  color  • 

lines  in  1930.  In  1931  the  Chi-  linape  had  increased  358%.  a  i  i  rpi  .  Ct 

capo  Tribune  reported  140  Black  and  white  linape,  there-  Inree  to  Stall 

newspapers  in  the  U.S.  and  fore,  had  increased  about  34%.  Honolulu 

Canada  offerinp  color.  The  fipures  are  impressive  but  Recent  additions  to  the  Hono- 


president  in  charpe  of  MPA’s  throuph.” 

member  services  and  trade  asso- 

ciation  activities.  Associated  Busine.ss  Pub- 

lications,  also  confirmed  that 
*  FTC  examiners  have  been  check- 


po  Tribune  reported  140  Black  and  white  linape,  there^  Adds  Three  to  Staff  inpABP  files 

wspapers  in  the  U.S.  and  fore,  had  increased  about  34%.  Honolulu  _„i  ®  allF nvoi- « 

Canada  offerinp  color.  The  fipures  are  impressive  but  Recent  additions  to  the  Mono-  *  decrees  of  recent  vears 

That  four-year  prowth  was  the  most  sipnificant  relationship  lulu  Advertiser  city  staff  in-  ,  .  Hatarmina  whpHioi- 

enough  to  warrant  the  enthusi-  is  that  of  color  advertising  to  elude:  Joel  Goldberg  —  from  ®  Vinc  hfon  mmnii 

astic  comment  but  no  one  could  total  advertising.  CBS-TV  newsman  to  general  ^ 

resee  what  would  happen  to  In  1951  color  accounted  for  assignment  reporter;  Lois  ronerni  Manairpr 

lor  in  the  next  25  years.  1.1%  of  total  linage.  By  1956  Lingeman  —  from  the  La/aj/eftc  <34.  ^  j 

*  *  *  this  had  increased  to  2%.  In  (Ind.)  Journal  and  Courier  Stanford  bimth  said  ai ra^e^ 

m/'A  At.  _A-  00/1/  j  1  A  1  ■  A  ments  were  being  made  to  give 

In  March,  1957,  E&P  began  I960  the  proportion  was  3.2%  copy  desk  to  general  assignment  examiner  access  to  the 


foresee  what  would  happen  to 
color  in  the  next  25  years. 


>tal  advertising.  CBS-TV  newsman  to  general 

In  1951  color  accounted  for  assignment  reporter;  Lois 


its  annual  tabulation  of  color  And  the  increases  are  still  reporter;  Elliot  Carlson,  for- 


linage  and  listing  of  newspapers  being  counted.  For  the  first  mer  Oregon  newsman  and  grad-  T^'l^lW^to^'da^te-^DertafS 

offerinc  color  seven  months  of  1961  newspaper  uate  student  in  journalism  at  .  ‘  ’  ,  ,  . 

onenng  color.  _ ^  to  membership,  recognition  of 


offering  color.  seven  montns  01  labi  newspaper  uaie  student  in  journalism  a’ 

Bv  that  time  the  number  of  color  linage  jumped  another  Stanford  University  —  to  edi 
newspapers  offering  at  least  one  6.6%  while  Media  Records  52-  torial  writer, 
color  and  black  to  advertisers  ^ity  report  for  six  months  • 

totalled  819.  Full  color  (three  showed  a  decline  in  total  news-  .  „  n  f 

colors  and  black)  was  available  paper  linage  of  6.5%. 

in  358  papers.  There  are  some  newspaper-  r  or  211  IVlore  I  ears 


At  the  end  of  1960,  according  ^bo  will  say  they  ^  Associated  Press  offices  the  areas  involved  and  had 

to  our  issue  of  March  25,  1961,  ave  e  co  or  mage  u  *  will  remain  in  Rockefeller  Cen-  assured  the  officers  that  every- 


aiixcrxvi  wiiivcxoii/V  \.kj  cvii"  1  a*  •  •  ^ 

rial  writer  advertising  agencies,  agency 

order  forms,  agency  credit  quali- 
*  fications  and  rate  cards. 

P  Renews  Lease  ANPA  President  Mark  Ferree 

r»r  20  More  Year**  organization’s  counsel 

ZU  A  e  ears  ^  continuing  check  on 

The  Associated  Press  offices  the  areas  involved  and  had 


- - -  -  — , - ,  ^  M  j,  m  Will  xciiiaiii  111  xvLf 

spot  color  was  available  in  1,042  bonanza  because  of  high  2q  more  vears. 


dailies  and  full  color  in  553.  a  .  rrv,  i  u  o*-  ^'be  news  service  announced  decree  which  was  designed  to 
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What  about  linage  and  its 


Sam  Stiles  of  AP 

Daytona  Beach,  Fla. 
S.  V.  (Sam)  Stiles,  who 


Plans  call  for  modernization  ment’s  charges  of  Sherman  Act 
of  the  four  floors  occupied  by  violations  but  there  was  no 
AP  since  1938.  trial. 
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We  would  welcome  an  opportunity  for  a  confidential 
discussion.  At  no  obligation  to  you,  of  course. 
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growth  in  the  color  picture?  The  worked  37  years  for  the  Asso- 
only  true  comparison  is  pro-  ciated  Press  before  retiring  in 
vided  in  the  figures  of  Media  1951,  died  here  Sept.  16.  He  was 
Records  for  the  papers  it  meas-  73.  He  was  head  of  AP’s  Frank- 
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EDITOR  8C  PUBLISHER  (or  September  23,  19€| 


WHO  is  at  work  on  a  satellite  system  for  global  telephone  and  TV  transmission? 


WHO  provides  the  communications  channels  for  America's  missile  defenses? 


WHO  is  girdling  the  globe  with  communications  for  America’s  first  man  into  space? 


WHO  tapped  the  sun  for  electric  power  by  inventing  the  Solar  Battery? 


WHO  used  the  moon  for  two-way  conversations  across  the  country? 


WHO  has  the  UNIVERSAL  communications  organization? 


THERE’S  ONLY  ONE  ANSWER  TO  ALL  TEN  QUESTIONS 


Pioneering  in  outer  space  to  improve  communications  on  earth 


An  Important  Announcement 
From  Cleveland,  Ohio 
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